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ABSTRACT 
 

The objective of this study is to explain the intention of virtual community 

usage continuance. A model explaining the impact of different factors on the member 

retention in virtual community is developed based on the IS continuous theory. This 

study develops a three-dimensional scale to measure member's satisfaction with 

virtual communities. The dimensions consist of members' satisfaction with member – 

member interaction, organizer-member interactions, and the community's site. Using a 

sample of 229 members of different virtual communities of interest this study 

investigates the effect of each satisfaction dimension on member retention. The result 

shows that satisfaction with member-member interactions, community's site and 

organizer-member interactions have positive effects on member participation. The 

findings also reveal that perceived usefulness has positive impact on member 

retention. The implications of the findings for theory and practice are discussed. 

 
 
Index Terms – Virtual community, satisfaction, stickiness, IS continuous theory 
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CHAPTER1 

Introduction 
 

1. Introduction 
 

This chapter will provide the reader with an insight to the research area. We 

will begin by briefly discussing the background that will then be followed by the 

problem discussion. The problem discussion ends with the overall purpose of the 

study and specific research question.   

1.1 Virtual Communities Background 

Since the early 1970s, scientists have used the Internet and its predecessors to 

share data, collaborate on research, and exchange messages. The internet population 

has been exploding. The World Wide Web (WWW) users have been multiplying so 

rapidly and have widely spread into all walks of life. The Internet has been embraced 

by the public faster than any other communication medium in history. It took radio 38 

years to be adopted by 50 million users, television only thirteen years. Meanwhile, the 

Internet has reached the 50 million mark in a mere five years, and estimates range 

upwards of 150 million Internet users by the year 2000(Morgan Stanky, technical 

research,1997). Coupled with the prediction of online advertising evolving into a $5 

billion industry by the year 2000 and online retailing figures that already exceed 

expectations, there is little wonder that the business world is now taking the Internet 

channel very seriously (Jupiter communications). 

  9  
  



The use of internet is no longer limited to those computer nerds who do it for 

fun or curiosity. The internet enables millions of people worldwide to exchange 

information and conduct business. In particular, the internet's potential for multi-way 

information transformation provides a mechanism for forming shared interest groups 

or communities (Rothaermel and Sugiyama, 2001; Sumeet and Hee, 2004).  

In essence, scientists formed interactive research communities that existed not 

on a physical campus but on the Internet. As such, these were the first virtual 

communities, and they focused primarily on the social interaction of sharing of 

information and research. Virtual communities – or online communities as they are 

often called nowadays – have become a very popular phenomenon in our life. 

Discussion groups, bulletin board systems and all the other possibilities of online 

communities allow people to communicate with each other on the internet (Miia 

Akkinen, 2005). 

When people are getting more and more far away from each other, virtual 

communities can provide information, help and support. Internet makes possible to 

work at home, but people still seem to need collectivity which can be found in 

communities, whether they are online or offline. It has opened up tremendous 

business opportunities for its users. 

At first, only accessible to the technologically savvy, the reach of the Internet 

has expanded exponentially in the last decade. More than 30 million computer users 

worldwide had access to the World Wide Web in 1996,and this number will increase 

to well over 100 million in the next couple of years. Commercial on-line services such 

as Prodigy, CompuServe, and America Online provided network access and 

specialized content and communication services to more than 10 million computer 

users in 1996. A broad subculture emerged around thousands of fragmented bulletin 

board services, resulting in the creation of virtual communities that leverage the 

capabilities of the network to connect people with each other and to fulfill their 

specific needs for communication, information, and entertainment. 

Meanwhile, such diverse vendors as flower distributors, booksellers, liquor 

companies, and manufacturers of durable goods have rushed to develop sites on the 
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Web where visitors can obtain information about the company and its products and 

send electronic messages. 

Rarely, however, do these sites encourage communication between visitors to 

the site. By adapting to the culture of these networks, however, and by giving 

customers the ability to interact with each other as well as with the company itself, 

businesses have built new and deepened relationships with customers. The 

commercial success in the on-line arena will belong to those who organize virtual 

communities to meet multiple social and commercial needs. By creating strong virtual 

communities, businesses will be able to build membership audiences and use those 

audiences to bring in revenues in the form of advertising, transaction fees, and 

membership fees (Net Gain, Page 4). 

Even so, the online world is still in its embryonic stage and is continually 

developing and determining successful business strategies. How to leverage Internet 

communities into business models is just beginning to come of age; doing so requires 

an intersection of the social needs of a user and the value proposition of a business. 

The social need compels the individual to interact with others online; the value 

proposition is the expected return for a company having an online community where 

people can congregate. 

Virtual communities often have multiple goals, including the proliferation of 

content, services, and personal publishing tools. The ultimate goal of a community, 

however, is the aggregation and retention of members. In order to attract members, 

communities must create initial value to bring people to the community in the first 

place, and then an ongoing compelling proposition to keep them coming back. 

For a long time communities have been of interest to social scientists. Scholars 

like Tönnies (1922) and Weber (1964) have theorized extensively on the nature of 

communities and the social interactions that take place within them. 

Recently,researchers have taken an interest in the topic of virtual communities 

(Bagozzi and Dholakia 2002; Kozinets 2002) and the role of communities in 

marketing (McAlexander, Schouten and Koenig 2002; Muniz and O’Guinn 2001). 

The term virtual community was coined by Rheingold (1993), who viewed virtual 

communities as “social aggregations that emerge from the Net when enough people 
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carry on public discussions long enough, with sufficient human feeling, to form webs 

of personal relationships in cyberspace” (Rheingold 1993, p. 5). Building on this 

definition,Bagozzi and Dholakia (2002, p. 3) define virtual communities as 

“…mediated social spaces in the digital environment that allow groups to form and be 

sustained primarily through ongoing communication processes.” This definition 

emphasizes both the mediated communication processes and the sense of community, 

which are both central to many modern virtual communities, and will therefore be 

applied in this Research. 

In line with this, Balasubramanian and Mahajan (2001) note that virtual 

communities consist of members that engage in broadly defined social exchanges that 

involve both the production and consumption of thoughts and opinions. These days, a 

large number of virtual communities have been established on the Internet. Virtual 

communities are places on the web where people can find and then electronically 

"talk" to others with similar interests (Sumeet, Hee-Woong, 2004). These 

communities are often organized around topics or special interest groups, such as 

dating (match.com), traveling (virtualtourist.com), and parenting (babycenter.com), 

but they can also be organized around specific target groups such as seniornet.org or 

brands (e.g.,Budweiser.com). In addition, key players like Microsoft network (MSN), 

Yahoo and ICQ have developed portals that facilitate and support the building and 

maintaining of communities. Online communities emerged to fulfill a basic human 

desire to communicate with each other. The subsequent migration of online 

communities to the Internet and their development since then has been driven 

primarily by consumer need for the most socially meaningful and technologically 

efficient ways in which to communicate. Yet online communities themselves are truly 

keen on establishing an attractive place for their members to spend time—they need 

active members who continually contribute content and repeatedly purchase products 

and services in order to build a sustainable business model (Langerak, Vehoef, 2003). 

Identifying and anticipating member need providing the most valuable tools and 

services to meet those needs of online companies transform community sites into the 

forms evident in the industry today. 

Each of these portals hosts thousands of communities related to an enormous 

variety of topics. Although many myths about online commercial opportunities have 
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been laid to rest since the Internet bubble burst, virtual communities are proving their 

worth. They are among the most visited Internet Web sites (Langerak,Vehoef, 2003). 

A Jupiter Media Metrix study showed that users of community features at Web sites 

are more frequent visitors and buyers, even if they only read and don’t contribute to 

community exchanges (Brown, Tilton and Woodside 2002). Yet, many virtual 

communities are not financially viable (Balasubramanian and Mahajan 2001). 

The traditional business environment is changing rapidly. Many companies 

now have employees who work off-site, from home, or even from other countries. 

There has also been a rise in the use of out-sourced suppliers creating the need to 

communicate and maintain relationships with individuals and teams who are no 

longer in the same geographical location. 

Companies are starting to build corporate communities to strengthen the social 

fabric of an organization. There are various types of corporate Community: 

Business to Business Communities (B2B) - to build relationships with 

suppliers and partners. 

Business to Consumer Communities (B2C) - to build relationships with new 

and existing customers. 

Business to Employee Communities (B2E) - to build relationships with 

employees This third type of community is especially interesting not just because it is 

a relatively new and growing area, but also because of the emerging convergence 

between online communities and Knowledge Management systems. 

"Electronic commerce", the term first used by Kalakota and Whinston 

(Kalakota and Whinston, 1996), has become the most important trend for doing 

business in the 21st century.E-commerce entrepreneurs take a very broad view of 

community (Preece, 2000, p.5) and regard any chat or bulletin board as the basis for 

online community. For them the important issue is what draws people to and holds 

them in a web site, so that they will buy goods or services. 

Timmers mentioned already in 1998 that virtual communities are becoming an 

additional function to enhance the attractiveness and opportunities for new services of 
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several of the other business models (e.g. e-mails, collaborative platforms, third-party 

marketplaces).nowadays most e-shops compete on price (Elliot 2002), perhaps virtual 

communities could provide companies new competitive weapons. Two prominent 

examples are the American commercial Alliance in Silicon Valley and the Federal 

Government's use of internet for purchasing .in Japan; hundreds of million U.S. 

dollars have been invested in setting up networks for promoting electronic commerce. 

In Taiwan, the National information Infrastructure (NII) project has been undertaken 

by the commerce Department of the Ministry of Economic affairs for similar pursuits. 

The department has even set up the "Electronic Commerce Alliance" to strengthen the 

coordination among the manufacturers of the cyber shopping store (CSS). 

 Zott, Amit and Donlevy(2000) have found out some means by which their 

research sample created stickiness, i.e. the high attractively of the web site. Online 

communities and discussion forums could thus attract more visitors to the company's 

web site. Zott et al. (2000) claimed that companies should reward customers for 

loyalty, personalize the product or service offering, create virtual communities and 

develop ways of building trust.Amit and Zott (2001) have further noted that virtual 

communities could be used as complementary service to provide more value for the 

customers and the company.  

The internet can enhance consumer efficiency by facilitating consumers' 

access to consumption related information more quickly and save time, effort and 

monetary cost for information collection. The internet can also improve consumer 

effectiveness by providing the mixture of sound, image, text and visual tools to 

enhance consumer learning and help consumers choose products that can best satisfy 

their needs (Byeong-Joon, 2004).Accordingly, the internet is likely to replace 

traditional distribution and communication channels and evolve as a channel with 

much potential. 

1.2 Motivation 

In addition to internet companies, traditional organizations are developing 

capabilities for providing internet-based services to their customers, either for 

competitive advantage or from competitive necessity. The underlying assumptions are 
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that internet-based services will enhance customer satisfaction and improve customer 

retention (Khalifa, Liu, 2003).  

In recent years, there has been a boost in marketing management literature 

about strategies of virtual community building for commercial purposes (e.g., Hagel 

and Armstrong 1997; Kim 2000; Turban et al. 2002). (Langerak,Verhoef,2003) states 

that a key factor for success is to generate repeat visits and member participation in 

order to create a community that offers value both to its users and to its 

administrators. 

Retaining customer loyalty is crucial in electronic commerce because the 

value of an internet store is largely determined by the number of its loyal customers 

(Lee,Kim and Moon,2000).Khalifa and Liu(2005) states that customer retention is 

considered by both scholars and practitioners to be one of the critical success factors 

for retail business with its implications for cost savings and profitability. 

How do we attract visitors to the community and make them become members? 

Initially there will need to be a period of on and off-line activity targeted at 

your potential audience, and you may decide to use incentives such as giving away 

vouchers to encourage people to become members. It is not a good idea to rely on 

incentives too much, as people may register to get the giveaway and then never return. 

Word of mouth marketing is the most potent way to attract visitors to your site so you 

should encourage your members to tell their friends and colleagues and can run 

various 'member get member' schemes. 

How do we get them to return? 

Hopefully the quality of your content and the focus of your community will 

encourage people to revisit on a regular basis. However, with the millions of sites 

there are now online it is worth keeping in regular contact with your members to 

remind them to revisit. A regular email newsletter is a great way to keep in contact 

with your members and if it contains links back to the site will increase your traffic. 

However, solid research on which to base investment and business decisions is 

still not widely available (Hoffman 2000). Within the E-marketing literature a number 
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of studies focused on the performance of specific E-business initiatives, such as E-

tailers and search engines.An important research topic is the understanding and 

measurement of E-satisfaction and E-service quality and its impact on customer 

loyalty (e.g., Reibstein 2002; Szymanski and Hise 2000; Wolfinbarger and Gilly 

2002; Zeithaml, Parasuraman and Malhotra 2000; 2002). 

Moreover, it may be argued that not satisfaction, but membership participation 

is the key-performance indicator of online -communities (cf.Duffy 1999). Creating 

and maintaining a competitive and long-term sustainable e-commerce channel 

obligates attention to business process "stickiness".Martin Nemzow states that the 

contention for new Internet customers and retention of existing ones has culminated in 

the reuse of stickiness, a recycled marketing expression, as the mechanism for 

assessing and boosting customer retention. This "threshold" is primarily created 

through integrated site and transaction-oriented processes, making it too expensive for 

customers to switch to rivals. Initially and traditionally, stickiness is created at 

ecommerce sites, (although only secondarily do you mean as a by-product?), through 

brand equity, customer loyalty, and other useful site functions. This type of stickiness 

is short-lived because it is easily replicated by competitors. Long term stickiness 

needs to grow even stickier over time, creating a financial hurdle that discourages 

customers from switching to competitors. In addition to the cost factors involved, 

stickiness makes it too risky and impractical to alter the ingrained workflows. 

Personalization is one of the most common ways of retention. According to survey 

conducted by Cyber Dialogue, more than half (56 percent) of the respondents said 

they are more likely to purchase from a site that allows personalization, and 63 

percent are more likely to register at a site that allows personalization or content 

customization (CyberAtlas, May 2001). 

In addition, providing collaborative tools and recommendation is another way 

to increase customers’ involvement. Collaborative tools facilitate word of mouth and 

help consumers effectively manage and capitalize on the enormous amounts of 

product information that may be available in electronic shopping environments 

(Resnick and Varian, 1997; Dayal et. al., 2000; Haubl and Trifts, 2000) —for 

instance,the ratings that buyers offer sellers on eBay, the Lands’ End “shop with a 
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friend” feature, Raging Bull’s discussion boards, and PertPlus’s virtual marketing 

through customer relationships. 

Hoffman and Yung (2000) suggest that website design must provide for 

enough challenge to arouse the consumer. If the site does not provide enough 

challenges for action, potential customers will quickly become bored and log off. 

There is also an argument in marketing research on consumer behaviors that 

the “ease of use” itself can be taken as a way to lock-in consumers (Johnson, et. al., 

2000). Essentially the provision of ease of use is a practice of customer attraction to 

make it easier for customers to interact with one special site. On the consumer side, 

the ease of use (equivalently in the model in this paper, the decreasing of shopping 

costs in customer attraction) may has an effect equivalent to retention because it also 

makes consumers feel relatively more costly to switch(Ling Xue, Gautam Ray and 

Andrew Whinston,2001). 

 The contention for new Internet customers and retention of existing ones has 

culminated in the reuse of stickiness, a recycled marketing expression, as the 

mechanism for assessing and boosting customer retention (Martin Nemzow, Journal 

of internet banking and ecommerce). 

1.3 Research Objectives 

The purpose of this study is to propose a theoretical model to gain a deeper 

understanding of customer retention in virtual community. To reach this purpose, we 

develop and empirically test conceptual models that explain the intention of virtual 

community usage continuance. Our research presents important theoretical and 

practical contributions. On the theoretical side, a test model is developed, 

operationalized, and empirically tested with context of a Iranian portal that is based on 

IS continuance theory. On the practical side, this research highlights and identifies 

specific factors that underlying the continuance decision. Such specific drivers can 

help practitioners in formulating the appropriate marketing strategies. 

1.4 Thesis Chapter Structure 

This paper is organized as follows: 
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Section2 reviews the current literature; Section 3 presents the theoretical 

foundations of our research model and outlines the research methodology. Section 4 

describes the data analysis, presents and discusses the empirical results; finally, 

section 5 concludes this paper by discussing the implications of the results and 

providing suggestions for future research in this area. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  18  
  



 
 
 
 
 
 
 
 
 

CHAPTER2 

Theoretical Review 
 

2. Theoretical Review 
 

The previous chapter provided the background and problem discussion of the 

area of this study. Then we are going to present literature review. The aim of this 

chapter is to provide relevant literature in the field we are doing study. The chapter 

has been divided into three sections including virtual community and satisfaction and 

stickiness.   

2.1 Definition of Virtual Community 

Traditionally, the word “community,” has been considered to be closed 

system. It has been seen to have a relatively clear boundary, relatively stable 

membership, and show little linkage to other communities (Anderson 1999). But with 

the advanced Development of information and communication technology, 

predominance of geography as a force of a shaping community is reduced. The 

communication network is enhanced and thus the virtual community arises. However, 

the basic question remains: 

2.1.1 What is a virtual community? 

In the most basic sense, however, a traditional physical community is a forum 

where people share some form of common space and exchange ideas based on 
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common themes or interests. In online communities this common space is, of course, 

a little more ethereal—it takes place in cyberspace. 

(Julian,Heckscher,Kelly)states that virtual communities, like traditional 

communities, can be considered in the following way: they can be broadly defined as 

environments where people congregate (or aggregate, in Internet language) to: 

• Exchange information and ideas, 

• share common interests, 

• entertain each other, 

• seek help, 

• offer support, 

• Trade goods and services 

• Foster relationships. 

Internet or virtual communities serve as a communication network. Like every 

communication network, the primary functionality of the Internet enables the 

establishment and reinforcement of connections between people (Hagel,John and 

Arthur).  

Helen Baxter states that an online community is not just a group of people 

who are communicating online, a community must have: 

1. A clearly defined purpose 

2. A membership process 

3. Terms of Use and Community Rules 

4. Member generated content 

4. People 
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Purpose 

When you are planning an online community you need to ask what sort of 

community is it? Who is it for? How will you measure its success? Consider the three 

C's: 

• Content: Where will you obtain your content? 

• Community: Which community tools will you offer? 

• Commerce: How will your community generate revenue? 

Once you have clearly defined your community, you must communicate it to 

potential members. Your homepage should clearly state the purpose and objectives of 

the community, to let the first time visitors to know what the community is about, and 

if they want to become a member.e.g. KnowledgeBoard - the portal for the European 

Knowledge Management Community. To define Knowledge Management 'Made in 

Europe'. Jenny Preece states that "Communities who have clearly stated goals appear 

to attract people with similar goals and who are often like each other; this creates a 

stable community in which there is less hostility" 

Membership 

A community should have a membership process to differentiate between 

members and non-members. This gives members a sense of community identity and 

allows a community manager to know more about who they are. The community 

identity can be a member's real name or in some cases a unique username. This 

unique identity should be displayed next to any content that a member creates, such as 

messages posted in discussion boards or comments on articles, and it is part of gaining 

more familiarity with every individuals. 

Some sites offer a quick online tour but require visitors to become a member 

before they can enter the site. Others allow non-members limited access such as the 

ability to view content, but require membership for full access to the site. 

First time visitors should immediately be told the benefits they will gain by 

becoming a member, and the membership form should be kept as short as possible. 

Filling up too many questions is not essential.  Over time you can encourage members 
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to offer more information about themselves through public profiles such as by 

providing a 'Who's Who' directory. 

Internet communities differ from traditional communities in their ability to 

enable and offer multiple types of simultaneous communication among people. The 

Internet enables people to communicate one to one, one too many, or many to many. 

Online communities have evolved as a result of this new power of Communication 

that the Internet has put at the desktop of individuals across the world. 

The concept of community also suggests active involvement by participants in 

one form or another. 

This active involvement is the result of a person feeling a social need to 

communicate and interact, and is manifested in the form of building relationships; it 

can also Result from a need to obtain certain products or services. 

The Internet, and the success of virtual communities, is reliant upon people 

using this technology to build and maintain social and economic relationships. The 

community element of a site serves to make that Internet space a part of a person’s 

life, worthy of visiting repeatedly as long as the social or economic need exists. Many 

believe that commercial success in the on-line arena will belong to those who 

organize virtual communities to meet multiple social and commercial needs (Ibid).By 

creating strong virtual communities, businesses will be able to build membership 

audiences and use those audiences in generating revenues in the form of advertising, 

transaction fees, membership fees, and other potential forms which have not yet been 

developed. 

There are five key elements that distinguish and define an Internet community 

from other online ventures (A White Paper by Proxicom, 1997). First; an Internet 

community has members, people who feel a sense of belonging to the site. Second, 

the community has an organizer or organizing body that facilitates the growth and 

maintenance of the community. 

Third, like any community, Internet communities have guiding principles 

which are established by the membership and/or the organizer. Fourth, an Internet 
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community Helps institution to save time and money by building better business 

processes and better company/client relationships. 

And finally, at the heart of an Internet community, what makes it unique is its 

interactivity. 

The rise of online communities refutes the notion that computers are 

disenfranchising people from society. Rather, the exact opposite is occurring: people 

are going to their computers as a means of finding other people and feeling a “sense 

of community.” Internet communities are forming based on common interests that 

transcend the boundaries of time and space, where political barriers and physical 

disabilities are nonexistent, and issues of gender and race melt away. In an online 

community, everyone is on equal footing and the measures of a person are his or her 

words and transactions within the community. 

A generally agreed upon definition of a virtual community, a definition 

understood by most people, would be a good starting point. What we need is a 

working definition, a consensus found in the major stream of literature. To achieve 

this goal, definitions of virtual community proposed by various authors are       

compared in Table 1. Similar items found in definition are then extracted in order to 

build up a working definition. These definitions are presented in order of popularity. 

Howard’s (1993) definition is the most popular cited reference, followed by Hagel 

and Armstrong’s (1997). 

 
Table 1: Definitions of Virtual Communities Proposed by Various Authors 
 
Author Definition 
Carver (1999) Virtual communities are about 

aggregating people. People are drawn to 
virtual communities because they provide 
an engaging environment in which to 
connect with to connect with other people 
sometimes only once, but more often in 
an ongoing series of interactions that 
create an atmosphere of trust and real 
insight. 

Craig and Zinring (2000) A sense of community, that is, it is not 
guaranteed by opportunities for 
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interaction but rather, must grow out of 
interaction itself. 

Erickson (1997) Long term, computer-mediated 
conversations among set large groups. 

Hagel and Armstrong (1997) Virtual communities are computer- 
mediated spaces where there is a potential 
for an integration of content and 
communication with an emphasis on 
member-generated content. 

Hesse (1995) A community that spins time and 
geography, a community that 
supplements buildings and streets with 
personal computers and information 
superhighways. 

Ho, Schraefel, and Chignell (2000) Technologically mediated, persistent, 
environment which supports: multiple 
interaction styles, capability for real-time 
interaction, and multi-user engagement. 

Howard (1993) Social aggregations that emerge from the 
net when enough, with sufficient human 
feeling, to from webs of personal 
relationships in cyberspace. 

Jones and rafaeli (2000) Virtual Publics are symbolically 
delineated computer-mediated spaces, 
whose existence is relatively transparent 
and open, that allow groups of individuals 
to attend and contribute to a similar set of 
computer-mediated interpersonal 
interactions. 

Romm and Clarke (1995) Groups of people who communicate with 
each other via electronic media, rather 
than face to face. 

Amy Jo Kim a group of people with a common 
purpose, interest, or activity, who get to 
Know each other better over time. 

John Coate(1999) These days an online community seems 
to be defined as any group of people any 
place, for any length of time, for any 
reason, that communicates 

Rheingold(2000) Virtual communities are social 
aggregations that emerge from the net 
when enough people carry on those 
public discussions long enough, with 
sufficient human feeling, to form webs of 
personal relationships in cyberspace. 

In his definition of a virtual community, Howard (1993), the primary early 

advocator of virtual community and often quoted in the literature (Kozinets 1999), 
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includes  factors that describe what a virtual community is: 1) the Net/ cyberspace 

refers to  activities carried out in cyberspace to differentiate them form real 

community  activities; 2) Public discussion suggests that participants have discussions 

with one another, whether to share opinions, knowledge, feelings, or common topics 

of interest. There is the implication that topics are generated by participants rather 

than web site coordinators; 3) personal relationship indicates that with sufficient time, 

participants develop a self-sustaining relationship amongst themselves. 

 Hagel and Armstrong (1997) focus on the content and communication aspects 

with special emphasis on member-generated content. Form Table 1, the definition 

proposed by time is: virtual communities are computer-mediated spaces where there is 

a potential for for an integration of content and communication whit an emphasis on 

member-generated content. Key points from their definition are: 1) computer-

mediated spaces has a similar meaning to cyberspace and internet space when bring 

accessed by technology; 2) member-generated content obviously refers to the data, 

information, discussion, expression, and feelings generated in discussions led by 

members. This helps to distinguish the virtual community form online information 

services. 

 The third definition is from Jones and Rafaeli (2000) who use the term virtual 

public instead of virtual community. To repeat their definition: Virtual Public are 

symbolically delineated computer-mediated spaces whose existence is relatively 

transparent and open, that allow groups of individuals to attend and contribute to a 

similar set of computer-mediated interpersonal interactions. Based on this definition, 

virtual publics are: 1) in the computer mediated spaces, that is, the cyberspace, 

arbitrated by technology; 2) groups of individuals attending and contributing to a 

similar set of computer-mediated interpersonal interactions, stressing the participants 

contributions to the interactions in cyberspace.  

Romm and Clarke's (1995) definition points out only the aspect of 

communication, that is, via electronic media. This broader definition may not 

sufficiently distinguish the virtual community from other web sites. However, there is 

still some similarity with the definitions of the others. This similarity includes 1) 

groups of people who communicate indicating that participants interact with each 
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other to share or discuss; 2) electronic media referring to the support of 

communication by technology.  

In this definition of a virtual community, Hesse (1995) defines it as a 

community that spins time and geography, a community that supplements buildings 

and streets with personal computers and information superhighways. His definition 

focuses on the virtual community enabled by technologies designed to move 

information rather than goods and people. He appears to view the virtual community 

from a technical rather than social point of view.  

To other definition in Table 1 share some similar points with Howard, and 

Hagel and Armstrong. Craig and Zimring (2000) focus on the outcome of virtual 

community and an important element to achieve the outcome, i.e., interaction. 

Erickson (1997) points out that the conversion should be mediated by computer 

thechnology in order to qualify as a virtual community. Lastly, both Carver (1999) an 

Ho et al. (2000) emphasize the purposes of and interaction in virtual community.  

There are distinct differences in the definitions mentioned above. For example, 

Craig and Zimring place emphasis on the outcome of virtual community, while Romm 

and Clarke look at the definition from the communication pattern of virtual 

community. Sometimes there are mismatches. Take Erickson's definition as an 

example. He proposes virtual community as long-term, computer-mediated 

conversations for large groups. But, in reality, some virtual communities have only a 

small number of members and they can still survive. 

Even though discrepancies occur among some existing virtual community 

definitions, almost all definitions share some similar points, but none of them address 

all ideas. The similarities will contribute to the construction of a working definition. 

 The first similar point is cyberspace. All of the definitions state the virtual 

community should be on the net, use computer-mediated spaces, or cyberspace. This 

point differentiates the virtual community from a physical community. Unlike the 

traditional definition of "community" that implies the existence of a geographical 

boundary and it's communication bounded by the physical location (Moffitt 1999), 
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virtual community does not have borders since it locates in al place where no 

boundary can be found. 

The second aspect in common is the usage of computer-based information 

technology to support the activities in virtual community. The different definitions 

directly or indirectly emphasize that access to virtual community is through the 

computer or electronic media, i.e., computer-based information technology. In virtual 

community, the commonly used computer-based information technological tools are 

e-mail, discussion forums, and message boards. One of the objectives of this study is 

to provide a review of technological tools adopted in virtual community. The details 

of the review will be shown as a survey result in the latter part of this paper. 

The third similar aspect is that communication and interaction are the main 

focus, and content or topics of virtual community are driven by the participants.    

2.1.2 Elements of Virtual Communities 

Hagel and Armstrong (1997) have first defined the elements of the virtual 

community business model. First of all, virtual communities are identified by a 

specific focus (geographical area, topic, vertical industry, functional expertise etc.).In 

virtual communities a published content is integrated with communication. Thus 

understanding of the content can be clarified and evaluated by communicating with its 

publisher and with other members. In addition to published content, virtual 

communities provide environments for the generation and dissemination of member-

generated content. Hagel and Armstrong (1997) see that virtual communities will seek 

to aggregate the broadest range of high-quality resources possible, including 

competing publishers and vendors. And as last element; they see that virtual 

communities will increasingly be commercially orientated.  

Typaldos(2000) – based on her experiences in academic and business life – 

has defined virtual communities to consist of 12 elements. The following listing is 

similar to Typaldos' work. The 12 principles function as a hierarchy. The chief 

principle, purpose, is supported by the other principles. 
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Table2.Elements of Virtual Communities (www.mongoostech.com/realcommunties/12 
prin.html on March 18th, 2004) 

 

Principle Explanation 
Purpose Community exists because the members 

share a common purpose which can only 
be accomplished jointly. 

Identity Members build a reputation each other 
and build relationships. 

Reputation Members build a reputation based on the 
expressed opinions of others. 

Governance The facilitators and members of the 
community assign management duties to 
each other, allowing the community to 
grow. 

Communication Members must be able to interact with 
each other. 

Groups Community members group themselves 
according to specific interests or tasks. 

Environment A synergistic environment enables 
community members to achieve their 
purpose. 

Boundaries The community knows why it exists and 
what or who is outside and outside. 

Trust Building trust between members and with 
community facilitators increases group 
efficiency and enable conflict resolution. 

Exchange The community recognizes forms of 
exchange values, such as knowledge, 
experience, support, barter or money.  

Expression The community itself has a "soul" or 
"personality"; members are aware of what 
other community members are doing. 

History The community must keep track of past 
events and must react and change in 
response to it. 

2.1.3 Virtual Communities, Settlements and Networks 

Blanchard and Markus (2004) highlight the difference between virtual 

settlements and virtual communities. According to Jones (1997), virtual settlements 

can be said to exist when objective measures of computer-mediated interaction-such 

as the number of messages, the proportion of public communications, the proportion 

of active members, and continuity of participation – exceed some threshold levels. 
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However, only those virtual settlements in which the members have developed 

affective bonds qualify as virtual communities. Jones concludes that not all virtual 

settlements are virtual communities, and what distinguishes between the two is the 

presence of affective bonds. Blanchard and Markus (2004) ask if these virtual 

settlements should try to develop into communities. The answer is "not necessarily". 

Some organizations, like Amazon.com's online book reviews, meet their business 

objectives perfectly well. Wasko and Faraj (2005) have studied why individuals help 

strangers in electronic networks of practices. In their earlier papers the authors used 

the concept" electronic communities of practice" but now they use the concept 

"electronic network of practice" when referring to the same thing. Accordingly to the 

authors, electronic network refers to an open network of people that are strangers for 

each other while electronic community refers to a more closed community of people 

that are familiar to each other. 

2.2 Types of Communities 

There are many types of virtual communities. In this paper, we focus on five 

interesting varieties: 

Communities of interest, communities of practice, communities of purpose, 

and communities of passion, Communities of place. These are not mutually exclusive: 

any given community may show traits of all of these types at any phase of its 

existence, or pass through these categories one at a time. While these varieties differ 

in many ways, there are two analytical perspectives which we find useful: the 

tightness of focus and the subject of the focus. By “tightness” we mean whether the 

community as a whole has a very tight or rather diffuse focus on the subject at hand. 

By “subject” we make the distinction between focusing on a set of interests as 

opposed to a practice (i.e. a set of activities). These are not the only dimensions of 

analysis, simply ones we find helpful in delineating between the varieties of virtual 

communities. 

2.2.1 Communities of Interest  

Communities of interest have a diffuse focus on a set of common or shared 

interests. These communities are composed of people who typically share common 

backgrounds or interests. 

  29  
  



Much of the popular attention being paid to virtual communities focuses on 

communities of interest on the Internet. Examples of these types of communities 

include: Internet-based book and travel clubs, the WELL, Beanie Babies enthusiasts, 

and Fast Talk Forums sponsored by Fast Company magazine. 

Associations recognize the appeal of extending new kinds of services and 

offerings to their members through virtual communities of interest. Young 

Entrepreneurs Organization (YEO) and the International Association for Management 

Education both have explored the concept of expanding their franchises to include 

sponsoring communities of interest. 

Communities of interest range in size from a handful to tens of thousands of 

members and are often hosted by either web portal companies, such as Yahoo, or 

Internet Service Providers. 

Interest communities are those whose form of "community" is that they have 

something in common, but not necessarily a common place. There are many; literally 

thousands, of such communities. They include unions and associations of 

workers,associations of farmers and farm families, associations of businesses, of 

crafts; among farmers and farm families they include associations of those producing 

particular products, or raising particular kinds or breeds of animals, etc., etc. When 

they are represented formally so as to promote their common interests in the political 

arena, we often refer to them as “special interests.” 

Increasingly effective communication and transportation technology, the 

increasing scale of social and economic organization, and of mass media, all combine 

to make communities of interest more important in people’s everyday lives, perhaps 

even at the expense of the importance of communities of place. And even 

communities of place, to be discussed below, sometimes find themselves becoming 

specialized by one or another “interest,” attracting principally populations with a prior 

common interest. 

2.2.2 Communities of Practice

Communities of practice have a tight focus on a common set of activities or 

practice. These are composed of people who typically share common or related 
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professional responsibilities and activities. Examples of communities of practice 

include the SAP practice at a global consulting firm, research scientists at a consumer 

goods company, or user interface designers at a software company. 

Exposure to similar kinds of problems and pursuing common solutions leads 

members to develop a shared vocabulary created in the context of mutual experience. 

Often, this shared vocabulary can be thought of as a "tool of the trade" which is held 

in common by people throughout the community. Familiar experiences and language 

contribute to developing a shared understanding that permeates the community, 

which, in turn, contributes significantly to, and is probably a prerequisite for, what 

sociologists call "dense" exchanges or knowledge transfers. This type of community 

is a greenhouse for functional competence and can often catalyze breakthrough 

thinking. 

Communities of practice can range in size from a handful to thousands of 

members. These communities can be found both embedded within and spanning 

across organizations. 

2.2.3 Communities of Purpose  

Communities of purpose have a tight focus on a common interest, as they are 

composed of people who typically share a common desire to forward the interests of 

the organization as a whole. Members of a community of purpose often come from a 

wider range of backgrounds than a community of practice and therefore are less likely 

to have a deeply shared view of the way things are. They do not share a perspective 

crafted by common experience or practice. Instead, members of a community of 

purpose commonly articulate a shared view of the future. 

These communities of purpose can be the source of new product or process 

ideas and even new business models. 

The Knowledge Management community at IBM/Lotus illustrates a 

community of purpose. 

While few come from the same background (members range from the deeply 

technical to the technically challenged, from social scientists to database designers), 
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members share the conviction that Knowledge Management is critically important to 

the company's future. 

A community of purpose typically ranges from a handful to a few hundred 

members and is most often hosted on a server located within an organization's 

firewall. 

2.2.4 Communities of Passion  

Communities of passion also share a tight focus on an interest and are 

composed of small bands of renegades who pursue their interests to the point of 

becoming passionate advocates. 

Typically small and somewhat ephemeral, a community of passion can be an 

exceedingly powerful phenomenon within an organization. Often the community of 

passion evolves into a community of purpose as more people join the movement. 

When senior management at cellular phone maker Nokia wanted to investigate 

the implications of the Internet on their business model, they discovered there was a 

vibrant community within their organization that was passionate about the Internet. 

This in-house community proved to be a powerful asset in their effort to learn more 

about the Internet and implications for their business. 

A community of passion, by definition, is limited to a small number of people 

(probably fewer than a hundred) and can be hosted within or beyond an organization's 

firewall. 

2.2.5 Communities of Place

Geographic communities are those made up of the people who Happen to live 

in a particular area or locality. They may or may not share a common interest—or be 

aware of a common interest. For particular applications, of course, particular 

boundaries may be used. However, the real, functioning, or perceptual boundaries of 

geographic communities are seldom clear and distinct. In some instances they may 

correspond with school districts or with other political boundaries. Geographic 

communities are part of hierarchical and partly nested sets of units or levels of social 

organization. Thus there are communities within communities and, below the 
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community, other levels such as families, households, organizations, and local 

institutions can be delineated. 

Geographic Communities, then, are groups which share a common territory 

and, by 

Implication, also the services, infrastructure, institutions, etc. associated with 

that territory. 

Different community levels may be fully or partly nested. Their geographic 

boundaries may also vary, depending upon the particular characteristic or function 

being used to define the community. 

A community can be a neighborhood, a "place," incorporated or not, a 

township, a county, an urban region, etc. 

2.3 Classification and Adoption of Vitual Communities 
 

The literature is abounding with several different classification schemas for 

online communities which partially represent different academic perspectives, of the 

technologist, sociologist (Lazar and Preece, 1998). 

The classification of virtual communities shows divergent opinions. Authors 

classify virtual communities into categories according to their underlying principals or 

focuses. Several popular classifications are listed in Table 2. 

Hagel and Armstrong’s (1997) classification is most popularly referenced. 

Table 3: Classifications of Types of Virtual Communities 
 
Author  Classified  Types of virtual  

community 
Hagel and 
Armstrong 
(1997) 

Basic needs of 
human 

- Interest, Relationship,  
      Fantasy, and Transaction 

Carver 
(1999) 
 

Not mentioned - Interest, Relationship, 
Entertainment, and Commerce 

Jones and Use - Transaction, interest,  
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Rafaeli 
(2000) 

 
Social Structure 
 
 
 
 
Technology 
Base 

       relationship, and fantasy 
- Examples: cyber-inns, 

Virtual airport bar, virtual voluntary 
associations, other forms of social 
structures 
Web-BBS, Web Avatar meeting 
place, Usenet group, Email list, 3-D 
world. Text generated space, 
Internet relay chat, and other CMC-
Technologies 

Source: Adopted from (Lee, Vogel, Limayem, 2003) 

Hagel and Armstrong’s (1997) classification of types of virtual communities is 

commonly referred to in the literature (Kozinets 1999). In their opinion, interactions 

in virtual community are based on people’s desire to meet four basic needs: interest, 

relationship, fantasy, and transaction. Under this classification, the interest need is 

targeted in the virtual community by aggregating a dispersed group of people who 

share an interest and expertise in a specific topic. The relationship need gives people 

with similar experiences the opportunity to come together and form meaningful 

personal relationships. 

The fantasy need provides an opportunity for people to come together and 

explore new worlds of fantasy and entertainment, while the transaction need is met 

online through the trading of information between participants. Hagel and 

Armstrong’s classification is similar to Carver’s (1999), albeit with different wording 

for similar meaning. 

Jones and Rafaeli (2000) have developed Hagel and Armstrong’s classification 

by providing further classifications according to different focuses. As shown in Table 

3, these different classifications focus on “use”, “social structure”, and “technology”. 

“Use” is one of the classifications by Jones and Rafaeli. They adopted Hagel and 

Armstrong’s proposal to provide a scheme for classifying virtual communities by use. 

The classification categorizes virtual communities by the way they help meet one of 

four basic needs: interest, relationships, fantasy or transactions. The transactions 

based communities can be sub-classified into business-to-business virtual 

communities and customer-focused virtual communities. Business-to-business 

focused communities consist of various types including vertical industry, geographic 
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publics, functional publics, and business type publics. Customer-focused virtual 

communities can be sub-divided into geographic, demographic, demographic or 

topical types. 

Another classification by Jones and Rafaeli is by “social structure”. This 

classification requires an analysis of the social networks that are formed by users that 

are more specific to some particular virtual communities. Examples of this 

categorization include Cyber-Inns by Coate (1992) and Rafaeli virtual Airport Bar by 

Doheny-Farina (1996).  

The third classification by Jones and Rafaeli is a more straightforward one. It 

classifies virtual communities according to their technological base that encompasses 

Web-BBS, web avatar meeting place, Usenet group, email list, 3-D world, text 

generated space, internet relay chat, and other computer mediated communication 

technologies. 

Each of these classifications represents a specific understanding under 

different under different situations. We can therefore suggest that different 

classifications are appropriate in specific studies based on the perspective taken. 

Taking the different focuses of research into consideration, various 

classifications could be adopted for different occasions. For example, as presented in 

Table 3, Hagel and Armstrong propose a classification in a sociological perspective 

and classify virtual community in view of social interpretation. They focus on how 

people feel about each other and the satisfying of their needs. This classification is 

appreciated when studying social influences on virtual communities, for example how 

members behave and what factors affect participation in a virtual community. On the 

other hand, this classification is general and can be applied to most studies. Hagel and 

Armstrong’s classification is similar to Carver’s categorization on virtual community 

since both of them look at the issue from a similar perspective. 

One of Jones and Rafaeli’s classifications is “use” concerning human basic 

needs. Similar to Hagel and Armstrong’s proposal, this classification can be applied 

when studing social and psychological issues in virtual community. But the 

classification by “social structure” is unclear. The community type is quite specific 
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and may only fit in one situation but not in others. Their third type of classification by 

technological base can be applied when studying the functions and features provided 

in virtual community. 

In summery, none of the classifications of virtual community covers every 

aspect, or fits under every circumstance. Each categorization scheme fits better in 

certain situations than in others. For example, when describing something relating to 

technology, Jones and Rafaeli’s classification by technology would be more suitable. 

However, categorizations of Hagel and Armstrong or Carver are more generic and 

relate more to social issues. They could be applied in behavioral studies where 

participation is voluntary and outcomes are uncertain. 

2.4 Benefits of Virtual Communities 

Since VCs is a multi-disciplinary concept its benefits can also be viewed from 

various perspectives as below. These perspectives are not mutually exclusive. The 

common point of all these benefits is that VCs provide a common space for 

interaction. 

2.4.1 Technology Perspective  

VCs enhance communication by providing ubiquitous cheap (mostly free) and 

fast Communication. VCs provide file sharing, public access services, voice chat 

facilities, audio and video conferencing, virtual reality experience (e.g., active worlds 

chat). 

2.4.2 Business Perspective  

VC can help establish a leading brand, increase barriers to entry by developing 

critical mass, raise interest among customers for available products and services, help 

business benefit from word-of-mouth experiences and 

become advertising, sales & distribution vehicle thus allowing the 

organizations to develop a more responsive CRM strategy. 

2.4.3 E-commerce Perspective  
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Trust is an important factor for e-commerce to take place. VCs have trust 

building capabilities and hence can be a good tool for e-commerce. Members 

engender trust through ongoing interactions in the VC. 

2.4.4 Marketing Perspective  

VCs offer member-customers reduced search costs, access to a broad range of 

information from fellow customers, economic benefits like special price, customized 

offers and better services. A sponsor benefits from reduced search costs, access to 

target group with known preferences, and a global reach. Marketers can understand 

each member-customer as an individual in addressing promotional messages, provide 

all related services at a single point, and make VC a new marketing channel for the 

consumers. Consumer-goods companies can enhance their brand through VCs. 

VCs can extend customer relationships, support a virtual workforce, aid 

information management and act as an engine for thought leadership. 

2.4.5 Sociological Perspective  

Knowledge exchange is an important benefit of VC. Individuals can either 

give information (by posting conversations) or get information (browsing or soliciting 

information by posting questions or comments).  

As Members interact in the VC, over time the VC emerges as the most 

authoritative and influential source of knowledge (For e.g., SeniorNet.org). 

2.4.6 Economic Perspective  

VCs can create value by charging usage fees, content fees, transactions and 

advertising fees and can create synergy with other parts of the business. 

2.4.7 Learning Perspective  

VCs can contribute to learning by stimulating continued learning and 

nurturing a sense of fellowship and identity, thereby distinguishing themselves from 

the temporary spaces of a virtual classroom. VCs provide educational institutions the 

ability to enhance the learning process by improving access: to special simulations 

and demonstrations; to a variety of knowledge databases and experts; to continuous 
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contact with those who can contribute to the learning process and to moments for 

better exploration & utilization of learned material. 

2.5 What Makes a Successful Virtual Community? 

Very little is required in order for a community to simply “exist.” As David 

Bohnett, the founder of GeoCities,stated, “it’s all a state of mind if you think you’re in 

a Community, it’s a community.”(Interview with David Bohnett by members of 

communities team, 1999). However, there are four critical elements that must be 

incorporated into an online community in order to draw people back to a site (Make it 

worth repeated visits) and enable community organizers to build sustainable 

community business models (Ibid) .They are: 

1.Shared interests 

2.Active member participation 

3.Satisfaction and psychological feedback 

4.An economic infrastructure that is mutually beneficial to both the organizer 

and members. 

 

In order to attract members, communities must create initial value to bring 

people to the community in the first place, and then an ongoing compelling 

proposition to keep them coming back. 

2.6 The Four Basic Social Needs 

People are drawn to virtual communities for a variety of reasons, but primarily 

because they provide an engaging environment in which members can connect and 

interact with others. Early in the evolution of the Internet, many pundits were quick to 

claim that “content is king.” In other words, they argued that it was primarily the 

content that drew people to a website. This is true, in part. Indeed, content frequently 

draws people to a site. We argue, however, that it is the community component the 

interactive nature of the content and the ability for people to create and share their 
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own content with others—that inspires people to frequent a particular site. The fact is 

that people are not going to the Internet to look for information in and of itself. As 

Mohan Sahwney, Professor of Technology Marketing at the Kellogg Graduate School 

of Management, points out, “people seeking information on the Internet are only 

doing so as a means to some end, whether it is to find like minds, purchase a stock or 

buy an airline ticket.” People are also looking for affiliation, support, and affirmation. 

After researching the effectiveness of various online and off-line communities, 

we believe there are four primary driving social needs that virtual communities can 

satisfy in order to create value for their members. 

In order to create lasting value for individuals, communities must provide a 

forum for people to meet their social needs. These social needs include: 

1. Share common interests; 

2. Develop new relationships and share common experiences; 

3. Pursue their fantasies; 

4. Conduct transactions. (Net Gain, Page 12) 

2.6.1 Interests 

Most of us are passionate about some activity, hobby, or topic of personal or 

professional interest. These interests can range from a broad topic, like the stock 

market, to a fairly narrow topic, such as fly fishing, to a niche topic, like collecting 

Pez dispensers. (Remarkably enough, Pez dispensers have quickly become among the 

most popular items for sale on the online auction site eBay). 

The vast majority of early communities centered upon providing information 

to a dispersed group people who shared a common interest. While The Well inspired 

discussions on a variety of topics, this pioneering community was really built around 

its members' shared interest in technology. In order to become member of The Well, 

one had to have access to a computer and a modem which, in 1985, significantly 

narrowed the market for members to early adopters and technology enthusiasts. When 

the Web emerged in the early 1990s, however, everything changed. Suddenly,the Web 
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interface brought the Internet alive and enabled everyday users to take advantage of 

the technology and connect to other people with common interests across the 

boundaries of space and time. This was a critical point in the development and 

commercialization of online communities. As John Hagel III and Arthur G.Armstrong 

articulate in their book, Net Gain, “The ability to connect with others who share a 

narrow interest is a compelling draw for many people who might otherwise never 

have become computer literate.”(Net Gain, page 18) 

2.6.2 Relationships 

Another driving force behind the growth of online communities is the human 

desire to develop relationships with other people who have shared similar life 

experiences. 

As Hagel and Armstrong explain, “At various stages in life, we encounter 

new, often intense, experiences that may draw us to others who’ve had a similar 

experience.”(Net Gain, page 19). 

The Internet has suddenly enabled people from all over the world to readily 

connect with one other to develop new relationships or cultivate old ones and it can 

happen 24 hours per day, 7 days a week. 

2.6.3 Fantasy 

Almost from its inception, the Internet has attracted people from all over the 

world interested in living out various types of fantasies online. Our discussion would 

be incomplete without noting the primary fantasy people are seeking to fulfill over the 

Internet today. This, of course, is ubiquitous sex. There are literally thousands of sites 

across the Internet dedicated to providing forums for people to pursue their sexual 

fantasies. As with every other technological revolution in our history, Pornographers 

were quick to realize the Internet’s potential to enable people to play out their sexual 

fantasies in private. Despite the attention paid to it, sex isn’t the only type of fantasy 

being pursued over the Internet. 

2.6.4 Transactions 

  40  
  



This is one of the social needs that are not entirely intuitive. You might ask 

why we are talking about the value created through transactions in this section, which 

purportedly focuses on creating social value (as opposed to the next one, which 

focuses on rating economic value). The reality is that there is a tremendous amount of 

social value created by providing a forum for people to conduct transactions within a 

community. The need to transact is an extremely important part of all of our lives. It 

is, after all, one of the fundamental tenets of our existence as social creatures. It is 

important to note, however, that when we talk about transactions, we are not 

necessarily talking about transactions in the economic sense of the word. Hagel 

explains, the need to “transact,” broadly defined, is being met on-line through the 

trading of information between participants… addressing this fourth need is a natural 

extension of initiatives in which members with a strong shared interest in certain 

kinds of products and Services are gathering to exchange information and experiences 

regarding purchases. (Net Gain, Page 22) 

2.7 How Communities Capture Increasing Returns 

Communities capture increasing returns initially through content. Farrior,Judy 

and Kelly investigated that First, value-added content attracts members and promotes 

member-generated content. 

Second, member loyalty encourages member interaction and further builds 

member loyalty. Together, value added content and member loyalty enable 

community Organizers to aggregate member profiles. This allows for more targeted 

advertising. Finally, aggregating member profiles enables more targeted commerce 

offerings and increased likelihood of transactions; this augments the community’s 

attractiveness as a valuable site for advertising. 

2.8 Satisfaction  

The concept of customer satisfaction occupies a central position in marketing 

thought and practice (Ho and Wu, 1999). It has been widely defined as a post-

evaluative judgment over a particular purchase (Bearden and Teel, 1983; Churchill 

and Suprenant, 1982; Oliver, 1979&80; Oliver and DeSarbo, 1988). 
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Anderson, Fornell and Lehmann (1994) define satisfaction as an overall 

evaluation based on the total purchase and consumption experience with a good or 

service over time. This definition contrasts satisfaction definitions that focus on the 

Evaluation of single transactions or exchanges (e.g., Oliver 1996).satisfaction is 

important to the individual consumer because it reflects a positive outcome from the 

outlay of scarce resources and/or the fulfillment of unmet needs (Ho and Wu, 1999).   

Hence, the researchers have focused on discussions of the determinants of 

customer satisfaction. 

Crosby and Stephens (1987) found that prior satisfaction increases the 

likelihood of a customer renewing her insurance policy. Rust et al. (2000) propose 

that the relationship between satisfaction and loyalty is positive, i.e., the more 

satisfied customers are with a service provider, the more loyal they are to the service 

provider. (Shankar and smith, 2002) however, suggests that satisfaction is 

significantly related to loyalty only at very high levels of satisfaction. The exact 

nature of the relationship between overall satisfaction and loyalty is an empirical 

issue. 

If loyal customers have a negative experience and become dissatisfied with a 

service provider, then they might gain by switching to a new service provider but also, 

at the same time, lose some loyalty benefits (e.g.,emotional loss, rewards program) or 

face a potentially unfamiliar service encounter. Compared to non-loyal customers, 

loyal customers may perceive the loss to be larger than the short-term gain of moving 

to a new service provider (Shankar & Smith, 2002). Therefore, loyal customers may 

be more forgiving than non-loyal customers of temporary setbacks in service 

encounters (Rust et al. 1999). Loyal customers may also have a wider zone of 

tolerance (Zeithaml, Berry; and Parasuraman 1993; Shankar & Smith, 2002), thereby 

experie ncing higher levels of satisfaction than non-loyal customers.Thus, the greater 

the loyalty to a service provider, the higher the level of both service encounter and 

overall satisfaction with that provider. 

The online environment could result in a greater confirmatory bias (Klayman 

1995; Boulding et al. 1999), that is, induce a stronger positive effect of loyalty on 
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satisfaction online than offline because of the sense of control that customers perceive 

when making choices online. 

In our conceptualization of VC-satisfaction we adopt the theoretical opinion 

that satisfaction is not confined to one recent exchange, but concerns the evaluation of 

exchanges over time, in what Anderson and colleagues (1994) have labeled a 

cumulative perspective to customer satisfaction. Within the literature on customer 

satisfaction, several authors have argued that it is beneficial to measure consumer 

satisfaction with different aspects of a service or company, resulting in a multi-

dimensional construct of customer satisfaction (e.g., Bolton and Drew 1994). Having 

reviewed the literature on customer satisfaction, Homburg and Rudolph (2001, p.17) 

conclude that: “In summary, the multi-dimensional nature of the consumer 

satisfaction construct is evident.” In line with this we operationalize VC-satisfaction 

as a multi-dimensional construct, in which each of our dimensions reflects consumers’ 

satisfaction with one of the three elements of virtual communities discussed in our 

theoretical background section. The underlying rationale for the multidimensionality 

of VC-satisfaction is that the interaction structure of virtual communities consists of 

separate distinctive elements, which result in separate satisfaction judgments that 

cannot be captured in a one-dimensional VC-satisfaction construct. Our theorizing on 

VC-satisfaction is summarized by the proposition below. 

Proposition: Virtual community satisfaction is a multi-dimensional construct 

with Individual dimensions pertaining to members’ satisfaction with: (1) Member-

member interactions; (2) organizer-member interactions; and; (3) the community’s 

site. 

2.9 Stickiness 

Customer stickiness has long been in the research agenda of the marketing 

discipline. It is typically defined as .an intangible ability to keep visitors returning 

again an again and for longer and longer periods (Maciag, 2000). 

In the retail world, stickiness is a product of physical inertia; even within a 

defined mall environment. Customers seek to fulfill their needs and desires before 
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they are exhausted. In manufacturing and reselling, stickiness is a factor of business 

relationships, methods for doing business, pricing, shipping, and performance.  

Public relations agencies and product marketing people use the term "affinity" 

in addition to stickiness, as though there is no distinction between the terms. Rather, 

affinity addresses the overlap between a demographic group and potential desire to 

buy the products or services offered at a site. Affinity is useful for initial direct 

marketing efforts to drive visitors to a site or select from possible advertising venues, 

but it does not address the stickiness issue directly on retaining customers. So-called 

"affinity credit cards" and "frequent buyer programs" generate kickbacks (also known 

as "rebates"), discounts on special goods or services, or merely express an affiliation 

or emotional attachment to schools and organizations. Some affinity cards and 

programs, such as frequent flier miles, miles toward vehicles, or special merchandise 

redeemable only on a periodic basis do create stickiness. Affinity for an ecommerce 

site is instead about an overlapping of interests (Martin Nemzow, Journal of Internet 

Banking and Commerce). 

(Lee,Kim and Moon,2000) states that in order for the Internet stores to be 

successful, the customer interface should be able to not only entice customers into 

visiting their stores for the first time, but also make the customers visit their stores 

again in the future. Ensuring that customers visit their stores repeatedly is especially 

important for Internet stores because the stores' value is determined mostly by the 

number of loyal Customers in the context of the web. If none of the customers are 

willing to visit the site again, its business value becomes zero regardless of its 

technical or Managerial assets. 

Personalization is one of the most common ways of retention. According to 

survey conducted by Cyber Dialogue, more than half (56 percent) of the respondents 

said they are more likely to purchase from a site that allows personalization, and 63 

percent are more likely to register at a site that allows personalization or content 

customization (CyberAtlas, May 2001). 

In addition, providing collaborative tools and recommendation is another way 

to increase customers’ involvement. Collaborative tools facilitate word of mouth and 

help consumers effectively manage and capitalize on the enormous amounts of 
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product information that may be available in electronic shopping environments 

(Resnick and Varian, 1997; Dayal et. al., 2000; Haubl and Trifts, 2000) —for 

instance,the ratings that buyers offer sellers on eBay, the Lands’ End “shop with a 

friend” feature, Raging Bull’s discussion boards, and PertPlus’s virtual marketing 

through customer relationships. 

Hoffman and Yung (2000) suggest that website design must provide for 

enough challenge to arouse the consumer. If the site does not provide enough 

challenges for action, potential customers will quickly become bored and log off. 

There is also an argument in marketing research on consumer behaviors that 

the “ease of use” itself can be taken as a way to lock-in consumers (Johnson, et. al., 

2000). Essentially the provision of ease of use is a practice of customer attraction to 

make it easier for customers to interact with one special site. On the consumer side, 

the ease of use (equivalently in the model in this paper, the decreasing of shopping 

costs in customer attraction) may has an effect equivalent to retention because it also 

makes consumers feel relatively more costly to switch(Ling Xue, Gautam Ray and 

Andrew Whinston,2001). 

Therefore, securing loyal customers has become one of the most important 

goals for many Internet stores (Kalakota,1997), and most Internet stores invest a 

considerable amounts of money and effort in order to maintain customer loyalty by 

providing various functions and interfaces (Nielsen,1997),(Pelton,1998),(Lee, Kim 

and Moon,2000). 

However, few studies have investigated the effective strategies for increasing 

customer loyalty in the design of customer interface in the Internet. Although the 

concept of customer loyalty has been a subject of much research in the marketing 

literature, the unique nature of electronic commerce in the WWW environment 

warrants a different framework than has been conventional for customer loyalty in the 

physical stores. Moreover, selecting the most effective strategy becomes more 

difficult because a myriad of new technologies and system techniques are proposed to 

increase customer loyalty in Internet shopping. Some focus on the online community 

approach (Pelton,1998) or the more conventional relationship management approach 

using customer relationship software(Stein,1998), while others argue that effective 
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interface design must be an integral part of the Internet store (Kim and  

Moon,1998),(Lohse,Spiller,1998).  

When Internet visitors and even prior customers have many if not 

hypercompetitive ecommerce choices, overcoming purchasing objections and 

indifference distills to site "stickiness." This is a term designated by visitor conversion 

rates, brand equity, performance, site utility, and primarily the switching costs for 

ecommerce sites. Stickiness is typically used as a vague measurement of how well an 

ecommerce site converts visitors to customers and retains the existing ones. This is at 

best a nebulous criterion of customer commitment even when presented in 

percentages and contrasted with other customer acquisition costs. 

Within academic literature, several authors have defined the concept 

stickiness. Some Examples of definitions are: 

“Stickiness refers to a company’s ability to retain users and drive them further 

into a site” (Beddoe-Stephens, 1999) 

“Stickiness is a term used to describe a site's ability to attract and retain 

visitors “(Davenport, 2000) 

“Stickiness (longer, more frequent visits) is clearly based on providing unique 

content and specialized services to vertical market niches” (Bush, 1999) “Stickiness: 

positive characteristics of a web site that maximizes duration, frequency and depth of 

a user's visit. Stickiness drives loyalty. Loyalty drives success” (Motely fool, 2001). 

When comparing these various definitions, two aspects appear to be most 

important: 

The duration and frequency of a user’s visit. A site is considered sticky when a 

user often visits a site or for a long time. 

Stickiness is about increasing the time a visitor spends on a site within a 

specific time-period. Increasing the depth of a user’s visit is only a means of 

achieving this. 
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Taking the previous discussion in mind, Davenport’s (Davenport, 2000) 

definition of stickiness will be used in this research: 

“Stickiness is a term used to describe a site's ability to attract and retain 

visitors” (Davenport, 2000) Thus, stickiness is the extend that a web site results in 

increased duration of a user’s visit and increased frequency of user’s revisits. 

Stickiness provides the decisive function for sustaining the ecommerce site as 

the low-cost provider, dominant player, or even monopoly against would be 

competition. In contrast, stickiness enabled through simple site value, content 

freshness, brand equity, performance, and personalized e-mail is not as sticky. It does 

not create a competitively sustainable hurdle. While brand equity and customer 

loyalty is effective for short duration stickiness, these features grow stale as hyper 

competition erodes value and distinction between competing ecommerce sites. 

Instead, site integration saves times, lowers costs, and locks a customer into a 

process that is not easily duplicated, replicated, and when performed well, not easily 

abandoned. Transaction integration as stickiness will endure as long as the current 

data processing systems persist without substantial process or workflow changes. 

Stickiness is a competitive advantage when it becomes too expensive, risky, and 

impractical for your customers to alter the ingrained workflows and switch to rivals. 

(Martin Nemzow, Journal of Internet Banking and Commerce). 

2.10 Theoretical Development and Research Model 

In this study we focus on virtual communities of interest and relations that are 

organized by a commercial party, and that are aimed at facilitating social exchanges 

between virtual community members (cf. Hagel and Armstrong 1997). In doing so, 

the organizer may create a platform of members who form an interesting market for 

targeted online advertisements, deliver insight into consumer attitudes and behaviors 

that can be sold to third parties, or may even pay a membership fee to access the 

community. Such communities are widely spread and often focus on a particular 

target audience like travelers (virtualtourist.com), parents (babycenter.com) or senior 

citizens (seniornet.com).Competition for the attention of Internet users is unpleasant. 

Because of the seemingly endless stream of new virtual community initiatives, a key 
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factor for success is to generate repeat visits and member participation in order to 

create a community that offers value both to its users and to its administrators 

(Langerak,Verhoef,Verlegh,Valck 2003). 

The theoretical development of our research model is based on IS continuance 

theory proposed by bhattacherjee(2001), who argued that users' continuance intention 

is determined by their satisfaction with its use and perceived usefulness of continued 

IS use. His study integrates the technology acceptance model (TAM) (Davis, Bagozzi, 

Warshaw, 1989)from the IS literature and the disconfirmation theory from the 

marketing literature. Following the marketing approach, Bhattacherjee(2001) 

measured satisfaction as an evaluative outcome of a comparison process between 

expected and perceived performance known as confirmation (Oliver,Desarbo,1988). 

Understanding continued use or "continuance" is the goal of this study.  Such 

trends underscore the importance, relevance and timeliness of studding IS continuance 

as a topic of organizational interest.(crego and schiffrin ,1995) states that a 5% 

increase in customer retention in the insurance industry typically translates into 18% 

savings in operating costs. 

Bhattacherjee(2001) states that the last decade has seen an increasing body of 

theory-based research on information systems (IS) use. Based on innovation diffusion 

theory (Rogers 1995), the technology acceptance model (Davis ET al.1989).and the 

theory of planned behavior (Ajzen 1991), these studies have examined variables that 

motivate individuals to accept a new IS, and how they do it. 

Bhattacherjee(2001) states that while initial acceptance of IS is an important 

first step toward realizing IS  success, long-term viability of an IS and its eventual 

success depend on its continued use rather than first-time use. 

As it was illustrated in figure1, our model postulates that virtual community 

continuance is mainly determined by overall satisfaction and perceived usefulness. 

Consistent with Langerak,Verhoef ,Verlegh and valck(2003),our model also 

postulates that overall satisfaction is a function of member to member interactions, 

organizer to member interactions and community's site. According to the technology 
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acceptance model (TAM), perceived usefulness is one of the major determinants of 

continuance. 

Virtual 
community 
continuance 

Overall 
satisfaction 

Perceived 
usefulness 

H1

H3

H2 

H4 H5 H6 

Member - 
member 

interaction 
satisfaction 

Organizer -
member 

interaction 
satisfaction 

Satisfaction 
With 

 Community 
site 

 FIGURE1.The Research Model 
 
 

Bhattacherjee (2001) found that an individual more likely to intend for 

continued usage when such usage is perceived to be useful. Consistent with these 

prior studies, we hypothesize that perceived usefulness is a direct determinant 

repurchase intention. 

H1.perceived usefulness has positive effect on virtual community continuance. 
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Khalifa(2005) states that a customer is more likely to intend to return if he/she 

is satisfied with the previous purchases. Unpleasant buying experience easily leads to 

dissatisfaction, discouraging the customer from coming back. 

There is ample empirical evidence from the marketing literature that customer 

satisfaction is positively linked to stickiness. (Rust and Zahorik, 1993; Rust, Zahorik 

and Keiningham, 1995; Hallowell, 1996). 

We also hypothesized that perceived performance has a direct effect on overall 

satisfaction. 

H2.perceived usefulness has both direct and indirect effect on virtual 

community continuance, mediated through satisfaction. 

Satisfaction is another major determinant continuance intention. It has been 

widely defined a post-evaluative judgment over a particular purchase 

(Bearden,Teel,1983;Churchill,Suprenant,1982;Oliver,1979;Oliver,1999;Oliver,1983). 

It is a facet of an attitude, which is modeled as an antecedent intention according to 

the technology acceptance model (TAM) (Davis, Bagozzi, 1989). We therefore 

hypothesize that overall satisfaction has a direct effect on stickiness.  

H3.overall satisfaction has direct effect on virtual community continuance. 

Having discussed the conceptual background of our research, we continue 

with the presentation and discussion of our conceptual model. In the model we 

explain member participation in virtual communities. In this paper, the term “member 

participation” refers to the time a member spends in the community. In line with the 

E-Commerce literature, we use self-reported measures of frequency and average 

duration of visits to the virtual community in order to determine how much time a 

member spends in the community within a defined time period (Turner, Grube and 

Meyers 2001). Following the satisfaction literature we argue tha t member 

participation is determined by members’ satisfaction with the virtual community 

(cf.Bolton and Lemon 1999). We propose that overall satisfaction with the virtual 

community (hereafter referred to as VC-satisfaction) can be separated into members’ 

satisfaction with each of the above-discussed four elements of virtual communities. 
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We expect that membership length (i.e., novel vs. experienced members) may 

impact member participation, and that the effect of individual VC-satisfaction 

elements on member participation is moderated by membership length. 

2.11 Virtual Community Satisfaction 

As with the subject of technology adoption, user satisfaction with information 

systems has been extensively researched (Zviran and Erlich 2003). The importance of 

satisfaction is that it is often used as a surrogate measure for IS success in both 

research and practice. Indeed, Delone and Mclean (2003) highlight the importance of 

user satisfaction as a key component of IS success. 

Zviran & Erlich (2003) in a review of the literature on IS user satisfaction note 

that there are a number of tools that have been developed over the years to measure it. 

As mentioned before virtual community satisfaction is a multi-dimensional 

construct with individual dimensions pertaining to members’ satisfaction with: (1) 

Member-member interactions; (2) organizer-member interactions; and; (3) the 

community’s site.  

2.11.1 Member-member Interactions

Community members socially interact and communicate with each other about 

the community’s topic of interest. Social exchanges usually occur on-site, that is, 

within the context of the virtual community. 

On-site communication can be either public or private. Public conversations 

can be read by all members, and occur in a public community space such as a forum. 

Access to a private conversation is restricted to the sender and one or more selected 

receivers. 

Chat rooms often offer a functionality to make remarks “in private” (i.e., to 

specific participants within a larger group session). In addition to on-site 

communication, members may also engage in off-site communication, for example by 

exchanging email, phone calls or meeting in person (cf. Kozinets 2002). 
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Through participation and interaction members become embedded in the 

virtual community (Kozinets 1999). Prolonged engagement generally leads to higher 

levels of involvement with the community, turning visitors into members, members 

into contributors, and contributors into evangelists (Hagel and Armstrong 1997; Kim 

2000). Walther’s (1995) early meta-analysis of computer-mediated communication 

already suggested that Internet users progress from initially a-social information 

gathering to increasingly affiliate social activities. This point is extended by recent 

research into ritual behavior and the community life cycle by Alon, Brunel and 

Schneier Siegal (2001). They find that online activities in the first developmental 

stages of community building have an informational and instrumental function, while 

in later stages symbolic exchanges occur that are aimed at the creation of intimacy 

and relational cohesiveness. Later in the article we will develop hypotheses about the 

direct impact of membership length on member participation and the moderating 

effect of membership length on the linkages between the dimensions of satisfaction 

with a virtual community and member participation. Hence we hypothesized that,  

H4. Member to member interaction has positive impact on overall satisfaction. 

2.11.2 Organizer-member Interactions

Although the interactions among members are a key factor in the success of a 

virtual community, members’ interactions with the organizer of the community may 

also be an important aspect of a virtual community (Balasubramanian and Mahajan 

2001). Such interactions can be initiated either by the organizer of the community or 

by the member, and are often related to practical aspects of community life. 

Organizer-initiated interactions usually occur at the start of someone’s membership, 

for example, when the organizer sends a welcome mail to the new member or 

appoints a “buddy” who helps the new member to get acquainted    with the 

community. Member-initiated interactions with the organizer may occur when there 

are problems relating to, for example, community infrastructure, log-in procedures, or 

membership privileges. Furthermore, member-organizer interactions can also be 

initiated in situations in which the netiquette in the community is not abided. 

Members may contact the organizer when they find that the community atmosphere is 

damaged because of the behavior of one or more other members, and subsequently (or 
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on their own initiative) organizers may warn, punish or even expel community 

members who misbehave. Hence we hypothesized that, 

H5. Organizer to member interaction has positive effect on overall 

satisfaction. 

2.11.3 The Community’s Site

Social interactions within virtual communities occur within the computer-

mediated environment of the virtual community’s site. Therefore, website technology 

and communication tools are essential to the functioning of a community. 

Organizers are first and foremost responsible for the technical well functioning 

of the community. At the very least, the site must be up and running without problems 

(Zeithaml, Parasuraman and Malhotra 2000), and should preferably be 

fast,uncluttered and easy-to navigate (Childers et al. 2001; Szymanski and Hise 2000). 

Site design is also considered an important element of e-satisfaction, and may 

be used to improve the attractiveness and stickiness of the community (Rust, Zeithaml 

and Lemon 2000). Proper site design and technological functioning play a crucial role 

in turning the use of websites into a compelling experience (Novak, Hoffman and 

Yung 2000). Attractive community sites with well-designed graphics, animations and 

sounds may enhance the usage experience, although at the same time a too elaborate 

site might reduce the speed of interaction, which possibly leads to frustration and 

other negative emotions, which are likely to reduce members’ satisfaction with the 

Service (Langerak, Verhoef, 2003). Hence we hypothesized that, 

H6. The community’s site has positive impact on overall satisfaction. 
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CHAPTER3 

Research Method 
          

3. Research Method 
 

In this section the research method will be evaluated and commented and the 

characteristics of the study will be discussed. The focus of the discussion will be on 

the method chosen in our research study. Alternative methods will also be discussed 

as a point of reference. The chapter will be summed up by a discussion on reliability 

and validity of the research instrument.  

3.1 Research process and Design 

When research problem has been identified, the research objectives and 

questions started, it is necessary to indicate how the research objective would be 

achieved (Walliman, 2001). 

However, various authors have mentioned a different process to be followed in 

order to achieve the research objective. According to Leedy (as referred by Williman, 

2001) a spiral view of the research process is necessary which changes the 

conventional view on research as a one-time act. Flick (1998) indicates the problem 

where a linear model is used to evaluate the research. He states that the linear model 

of research process would take away the possibility of the overall view of the research 

and would be judge on the traditional way of validation. 
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According to Zikmund (2000), it is somewhat of an over simplification to state 

that every research follows the same path. Therefore, he presents the phases of the 

research process in a cyclic manner. 

Defining the 
problem 

Planning the 
research design 

Planning a sample Gathering the 
data 

Processing and 
analyzing the data 

Formulating 
conclusion and 

preparing the report 

Defining the new 
problem… and so 

on… 

   Figure2. Phases of Research Process, Source: Zikmund (2000) 
 

Flick (1998) states that circularity in the process forces the researcher to 

permanently focus on the entire research process and on particular steps in the light 

other steps (ibid). Zikmund (2000) explains the stages of the research process as 1) 

defining the problem 2) planning a research design 3) planning a sample 4) collecting 

data 5) analyzing the data and 6) formulating the conclusions. He suggests a circular-

flow concept as a conclusion from research studies usually generate new ideas and 

problems that need to be further investigated. (ibid) 

According to Philliber, Schwab, and Samsloss, (as referred by Yin, 2003), a 

research design is a blueprint. Dealing with at least four problems: what questions to 

study, what data are relevant, what data to collect, and how to analyze the result. 

Every type of empirical research has an implicit, if not explicit, research design. In the 

most elementary sense, the design is the logical sequence that connects the empirical 

data to the study’s initial research questions and ultimately, to its conclusion. It is 

logical plan for getting from here to there, where here may be defined as the initial set 

of questions to be answered. And there is some set of conclusions about these 
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questions. According to Yin (2003), a research design should include five components 

i.e. 1) study questions 2) its propositions 3) its units of analysis 4) the logic linking the 

data to the propositions and 5) the criteria for interpreting the findings. I have 

presented the research design, sampling and data collection methods; I would analyze 

the data and state conclusions and possibilities of further research. Hence, this study 

follows the research process stated by Zikmund (2000) which follows the circular 

pattern.   

3.2 Research Purpose 

Research strategy depends upon the author's willingness, what author wants? 

In other words research purpose is co-related with the researcher's desire (Eriksson & 

Wiedersheim-Paul, 1997, quoted by Caroline).As Yin (1994) mentions the scientific 

research has three purposes; explore, describe or explain. Eriksson and Wiedersheim-

Paul (1997) pit this distinction between purposes into categories. They divide research 

into three strategic approaches; Explorative, Descriptive and Explanatory. Zikmund 

(2000) further distinguishes the difference between purposes into categories. They 

divide research into three different categories; exploratory (ambiguous problem), 

descriptive (aware of problem) and explanatory or casual research (clearly defined 

problem). The uncertainty of the research problem is related to the category of the 

research Zikmund (2000). 

3.2.1 Exploratory Research 

Exploratory research is characterized by its flexibility. when a problem is 

broad and not specifically defined, the researchers use exploratory research as a 

preliminary step(Gail,2003).Exploratory study should be designed by stating a 

purpose and stating the criteria to judge the exploration successful (Yin, 1994). 

Zikmund (2000) states this type of research is conducted when the researcher is very 

uncertain about the nature of the problem. 

3.2.2 Descriptive Research 

Descriptive research is carried out to make complicated things understandable 

by reducing them to their component parts (Bernard, as referred by Miles and 

Huberman, 1994). Zikmund (2000) elucidates descriptive research as, when the 
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research problem is known but the researcher is not fully aware of the situation. When 

a particular phenomenon of a nature is under study, it is understandable, that research 

is needed to describe it, to explain its properties and inner relationships (Huczynski 

and Buchanan 1991).The object of descriptive research is "to portray an accurate 

profile of person, events or situations"(Robson,1993). 

3.2.3 Explanatory Research 

Explanatory research approach could also be used when the study aim to 

explain certain phenomena from different perspectives or situations with given set of 

events. Trying to explain or analyze a strategy that resulted in the particular action 

would classify a study as an analytical/explanatory study (Yin, 1994). Zikmund 

(2000), states that this type of research requires sharply defined problems, even 

though the uncertainty about the future outcomes exists. 

Table4.A Comparison of the Three Forms (Malhotra, P-89) 

 Exploratory Descriptive Explanatory 

Objective Discovery of Ideas and 
Insights 

Describe Market 
Characteristics or 
Functions 

Determine Cause 
and Effect 
Relationships 

Characteristics Flexible, Versatile Marked by the 
Prior Formulation 
of Specific 
Hypotheses 

Manipulation of 
one or more 
Independent 
Variables 

Methods Expert Surveys 

Pilot Surveys 

Secondary Data 

Qualitative Research 

Secondary Data 

Surveys Panels 

Observational and 
other Data 

Experiments 

 

Our research purpose and research question reveal that this study is primarily 

descriptive. The related secondary data is collected and analyzed from other literature 

or previous research to verify the hypothesis or result as well. Especially, in the 

analysis and conclusion stage, the study becomes slightly explanatory, as the research 

question of this study will suppose to be inferred in the final chapter and conclusions 

will be drawn.  
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3.3 Research Approach 

Potter (1996) explains that an approach is a particular kind of perspective on 

research that is conducted by scholars who are trying to examine a phenomenon, 

develop insights and report those insights to others. To simplify the term it is basically 

a composed set of assumptions, goals and methods or it is the way a particular 

research problem should be addressed. (ibid) 

3.3.1 Quantitative and Qualitative Approach 

In social science there are two types of research approaches to choose when 

conducting a research: quantitative, qualitative method. (Yin, 1993; Holme & Solvang 

1991)  

There is one significant difference between these two approaches. In the 

quantitative approach results are based on numbers and statistics that are presented in 

figures, whereas in qualitative approaches results lies on describing an event with the 

use of words.  

Which approach to choose depends on the problem definition together with 

what kind of information that is needed? The purpose for both the quantitative and 

qualitative approaches is to create a better understanding of society and comprehend 

how individual, groups and institutions act and have an influence on each other. 

(Holme & Solvang, 1997) 

The quantitative approach uses generalizations, based on the process results of 

the investigation. For the qualitative approach the research problem is described out of 

the situation as a whole without basing it on generalizations. 

Quantitative research approach transform the information to numbers and 

amounts that later gets analyzed statistically. Quantitative studies tend to be more 

structured and formulized. It is also characterized by being study few variables on a 

large number of entities. Furthermore this approach is considered useful when 

conducting a wide investigation that contains many units. (Holme & Solvang 1991) 

Qualitative research approach aims at reaching a better understanding of the 

phenomenon being studied, they also tend to be relative flexible using this approach 
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the researcher tries to separate the specific or odd and strive to create a completer 

understanding of the situation. (Yin 1994) 

Characteristic of qualitative study is that they are based largely on the 

researcher’s own description, emotions and reactions. It is also in closeness of 

respondents or to the source that data is being collected from (Holme & Solvang). 

We are interested in knowing more about how different factors relate to a 

customer intention to continue using virtual communities. These ambitions may 

indicate that we should use quantitative methods and address a larger population in 

order to compare similarities and differences across different users in different virtual 

communities. In fact, many research projects start with quantities, and then dig a little 

deeper by developing a bit quality. It is quite usual for a single study to combine 

quantitative and qualitative methods and to use primary and secondary data 

(Saunders, Lewis and Thornhill, 2000).there are two major advantages to employing 

multi-methods in the same study. First, different methods can be used for different 

purposes in a study. Second, multi-methods enable triangulation to take place. 

Triangulation refers to the use of different data collection methods within one study in 

order to ensure that the data are telling you what you think they are telling you. In 

order to help us gain a deeper understanding of stickiness in virtual communities, 

qualitative approach will also be adopted throughout the research process. 

The typical differences in both the approaches can be seen below: 

 
Table5.Qualitative VS. Quantitative Research, Chisnal (1997, p-164) 

Quantitative Research Qualitative Research  
To quantify the data and 
generalize the results 
from the sample to the 
population of interest 

To gain a qualitative understanding 
of the underlying reasons and 
motivations 

  

Objective 

Large number of 
representative cases 

Small number of non-representative 
cases 

  

Sample 

Structured Unstructured Data collection 
Statistical Non-statistical Data analysis 
Recommend a final 
course of action 

Develop an initial understanding Outcome 
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3.4 Research Strategy 

Research strategy will be a general plan of how you will go about answering 

the research question you have set (the importance of clearly defining the research 

question can not be over-emphasized)(Saunders et al.2000)According to William 

(2001) a research strategy is the particular way the researcher wants to collect data. 

Researcher strategies are most often put into five major categories that are 

experimental, survey, archival analysis, historical and case study. Some researcher 

blends the combination of some strategies e.g. the most common combination is that 

historical and case study methods. Anyhow, each of these choices in the strategy has 

its own pros and cons but still can be used in all three customary purposes of the 

research i.e. exploration description and explanation (ibid). The table on the next page 

will further elaborate the forms of research question and the type of strategy to be 

used in combination with it. 

Taking into consideration the specific research questions and as Yin (2003) 

explains that when the research questions are of “how” and “why” type then the 

superior choice with the researcher is the case study method, we are interested in 

using the case study method as we do not have much control over the behavior of the 

respondents. 

Table 6. Research Strategy 
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Yin (2003) also states that a case study can involve single and multiple case 

study methods. The former method makes it easy to study an individual entity or 

organization in itself without making any possible comparisons with any other entity 

while the later has much to do with comparisons and that is why it is called as 

multiple-case study. Miles and Huberman (1994) explain that the use of multiple-case 

study adds to the richness and validity of the findings.  

Since the aim of this study was to collect the answers from members of virtual 

community of interest and formulate the best possible answers of the investigated 

problems I have mainly chosen a comparison survey as my research strategy. This 

choice is also partly determined by our research approach, which to most extent is of 

quantitative nature. Furthermore, documentation, such as academic articles and 

previous studies on the research area, has been used as a form of secondary data. As 

stated by Yin (1994), documentation offers the advantage of being static and thus may 

be re-examined when necessary, also, documentation is exact, contains accurate 

reverences and other details, and has a broad coverage over time.    

3.5 Data Collection Methods 

According to Chisnall (1997) efficiency of research depends upon reliable and 

valid data collection. According to Malhortra (1996) data collection or fieldwork 

involves staffs that collect data by personal interview (in-home, mall intercept, or 

computer-assisted personal interviewing), from an office (telephone, or computer-

assisted telephone interviewing) or through mail (traditional mail or mail panel 

surveys with pre-recruited households). 

Yin (2003), states there are six available forms for collecting qualitative 

empirical data. He refers to those as sources of data collection. These six sources of 

evidence are as documentation, archival records, interviews, direct observations, 

participant observation and physical artifacts. A major strength of case study data 

collection is the opportunity to use several different sources of evidence (ibid). 

Sekaran (2000) claims data collection methods include interviews; face-to-face 

interviews, telephone interviews and through electronic media; questionnaires and 

observation (ibid). 
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According to Yin (2003) depending on the design of the case study, the data 

collection source has to be decided. Table 7 explains how to select the data collection 

source. 

 

    Table 7. Data Collection Sources 

 
 

As the above figure illustrates, in a case study where an organization is 

investigated about how the organization works, why the organization works; data can 

be collected from an individual of the particular organization or directly from an 
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organization. While collecting data from an individual of the organization interviews 

can be used (Yin, 2003). The collected data can further be grouped into primary or 

secondary data (Sekaran, 2000). When collecting primary data the researcher has a 

specific purpose to carry it out and specific respondents’ opinions on specific issues 

are sought, whereas secondary data is collected for a different purpose. Examples of 

secondary data include, company records, government publications, academic 

journals, industry analysis offered by the media, web sites, and the internet (ibid). 

Interviews as a collection method are one of the most significant sources for obtaining 

case study information (Yin, 2003).  

A survey is an appropriate strategy due to the fact that the aim is to answer 

who, where, how many, or how much questions. There is no faster, more affordable 

way to conduct a survey irrespective of size. Furthermore, due to the quantitative 

nature of this study, a survey is appropriate because of its quantitative character. I use 

primary methods of data collection to ensure survey. In this research secondary data 

from websites and literatures is collected.  

The methodology of this study consisted of two phases: 1) belief elicitation 2) 

a survey study with 229 online users in IRAN who use virtual communities of 

interest. 

To identify specific satisfaction factors we relied on belief elicitation and 

review of the literature to develop a formative measurement model for each of the 

satisfaction dimensions, i.e. member to member satisfaction, organizer to member 

satisfaction and community's site satisfaction. For the remaining constructs, i.e. 

overall satisfaction, perceived usefulness and stickiness, we developed reflective 

measurement models. 

3.5.1 Belief Elicitation 

To develop formative items for the constructs, member to member 

satisfaction, organizer to member satisfaction and community site satisfaction. We 

examined the literature and conducted a belief elicitation procedure. Nine users were 

selected randomly from the Tarbiat Modares University. The selected users were 

invited to participate in focused group discussion. They were divided into three 
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groups of three individuals each. In the focused group discussion, the participants 

were asked to identify important satisfaction factors and to categorize them under 

member to member satisfaction, organizer to member satisfaction and community site 

satisfaction. The purpose of the belief elicitation was to complete a list of formative 

items measuring the “member to member interaction satisfaction”, “community sites 

satisfaction”, and “organizer to member satisfaction” constructs that were initially 

compiled from the literature. 

 Based on the literature review and the results of the belief elicitation process, 

we ended up with a list of formative satisfaction items represented in Table8: 

 
Table8. List of Formative Ssatisfaction Items 
Factors Variables 
Member to member interaction 
satisfaction 

Member's Interaction 
Member Contribution 
Virtual Friendship 
Member Norms 
 

Community sites satisfaction Information Resource 
Members Freedom 
Members Interest 
Incentives 
Different Choices 
Ease of Use  
Topics Supported 
Rules of Behavior 
Customization 
 

Organizer to member interaction 
Satisfaction 

Masters Reaction 
Personnel Interaction 
Masters Involvement 
Masters Effort 

 

3.5.2 Survey 

A survey instrument was constructed based on reflective items for the "overall 

satisfaction" and perceived usefulness constructs and the formative items developed in 

the belief elicitation stage for the constructs "member to member satisfaction", 

"organizer to member satisfaction" and "community site satisfaction". The reflective 

items were validated using the card sorting procedure (Moore and Benbasat, 1991). 
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The subjects of this study consist of 260 individuals who were asked to answer 

the questionnaire. A total of 229 of 260 members completed the questionnaire, a 

response rate of 88.07 percent. 

3.6 Sample Selection 

According to Miles and Huberman (1994), looking at contrasting cases can 

help understand a single-case finding. If a finding holds in one setting and given its 

profile, also holds in a comparable setting the finding is more robust. Although 

contrasting cases are used, a sampling frame is needed, guided by the research 

questions and the conceptual framework (ibid). Sekaran (2000), states sample is a 

subset of population and sampling is the process of selecting a sufficient number of 

elements within a sample. There are two major types of sample selection: probability 

sampling and non-probability sampling. In probability sampling, the subset has some 

known chance or probability of being selected as sample subjects. Whereas in non-

probability sampling no such predetermined chance of being selected as subject is 

known to the subset. Each sampling type has different sampling strategies. Depending 

upon the extent of generalize ability desired, the availability of time and other 

resources, and the purpose of the study, different type of sampling strategies are used 

(ibid). According to Sekaran (2000), researchers would resort to non-probability 

sampling when data has to be gathered in an expensive way. Two broad categories of 

non-probability sampling are: convenience sampling and purposive sampling. 

Convenience sampling: As the name implies, it involves collecting 

information from a sample which is conveniently available. Such a sample is a 

convenience sample.  

Purposive sampling: Instead of obtaining information from those who are 

most conveniently available, it might sometimes become necessary to obtain 

information from specific target groups. Purposive sampling is confined to specific 

types of people or organizations who can provide the desired information, either 

because they are the only ones who posses it, or conform to some criteria set by the 

researcher. Furthermore, there are two types of purposive sampling: judgment 

sampling and quota sampling. Judgment sampling involves the choice of subjects 

who are in the best position to provide the information required (ibid). Under 
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judgment sampling, the researcher selects what he/she thinks is a typical sample 

(Walliman, 2001). Quota sampling, a second type of purposive sampling, ensures that 

certain groups are adequately represented in the study through the assignment of a 

quota (Sekaran, 2000). 

Probability sampling is most commonly associated with survey-based research 

where researcher needs to make inferences from the sample about a population to 

answer the research questions or to meet the research objectives. Based on our data 

collection methods, probability sampling is the most suitable type of the subsequence 

when selecting research sample. This research survey is with 229 users in Iran who 

use virtual communities of interest. The results show that 59.4% of the respondents 

were male and 40.6% were female and 90.4% had age between 20 to 35 years old. 

3.7 Validity and Reliability 

The best way to gauge the quality of the research is to check it on two basic 

criteria i.e. validity and reliability. Validity refers to how the research has been 

conducted within the outlined measures i.e. if it has measured what it was supposed to 

measure. Chisnall (1997) also explains validity as the way a specific research method 

measures what it is intended to measure. 

  Table 9. Validity and Reliability 

 

Reliability is concerned with whether alternative researchers would reveal 

similar information conducting a similar study (Saunders, Lewis and Thornhill, 2003). 

According to Sekaran, (2000), the reliability of a measure indicates the extent to 

which the measure is without biased and hence offers, consistent measurement and 

across time. Yin, (2003) indicates it is important to remember that reliability is not 
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measured, it is estimated. There are two ways that reliability is usually estimated, 

test/retest and internal consistency (ibid).  

The table below demonstrates parallel concepts that come under the general 

umbrella of reliability and validity for quantitative designs. (Guba, E.&Y.LincoIn 

1989) 

 Table 10.Reliability and Validity for Quantitative Designs 
Quantitative methods Common understanding of this concept 
Reliability-get the same results on 
repeated tries. types: 
1-Stability over time 
2-Representative ness across samples 
3-intercoder 

Consistency (consistency sets limits on the 
truth value and applicability of your 
research.) 

Internal/Construct validity – the items 
used to measure the concept validity-the 
measure covers the range of meaning 
included in the concept. 

Truth Value 

External validity/Generalizability – the 
measurement of the concept actually 
measures what you intend it to. if you 
took this measurement or these findings 
to another situation they would still 
apply.  

Applicability 

Objectivity – the researcher maintains 
the proper distance from the subject to 
avoid biasing the research. 

Neutrality 

 
 

Validity measures if the information received is the information meant to be 

received (Merriam, 1998).If a question can be misunderstood, the information is said 

to be of low validity. In order to avoid this situation, the questions for the survey were 

planned carefully and optimized before dispatching them. In order to make sure the 

respondents gave the valid answers, the questions also have been reviewed and further 

clarified during a trial stage. 

Bachman (2000) defines construct validity as follows: 

"Construct validity pertains to the meaningfulness and appropriateness of the 

interpretations that we make on the basis of test scores."(Bachman, 2000:p.21) 
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Reliability is defined as consistency of measurement. A reliable test score will 

be consisted across different characteristics of the testing situation (Bachman, 

2000:p.19).Reliability is synonymous with the consistency of a test, survey, 

observation, or other measuring device. Because our research is of quantitative trait, 

the reliability of the findings can be ensured by ensuring the survey time scale, 

stability, equalization questionnaires design and even the objectivity of the 

measurement instrument itself. 

To insure measurement reliability while operationalizing our research 

constructs, we tried to choose those items that had been validated in previous 

research. This was possible for all reflective items. Member to member interaction 

satisfaction, community's site satisfaction and organizer to member interaction 

satisfaction were measured with formative items resulting from the belief elicitation 

and complemented by our review of the relevant literature. 
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CHAPTER 4 

Research Data Descriptive Analysis & 
Results 

 

4. Research Data Descriptive Analysis & Results 
 

This chapter will be committed to an analysis of the findings from the previous 

chapter where the results from the survey were presented. 

4.1 Measures 

To insure measurement reliability while operationalizing our research 

constructs, we tried to choose those items that had been validated in previous 

research. This was possible for all reflective items. Specifically, the instrument 

developed and validated by Moore and Benbasat (1991). 

Member to member interaction satisfaction, community's site satisfaction and 

organizer to member satisfaction were measured with formative items resulting from 

the belief elicitation and complemented by our review of the relevant literature. The 

purpose of these formative items was to identify specific factors that drive satisfaction 

in the context of community of interest and to study the relative importance of the 

identified factors. Nine users were selected randomly from the Tarbiat Modares 

University. The selected users were invited to participate in focused group discussion. 

They were divided into three groups of three individuals each. In the focused group 

discussion, the participants were asked to identify important satisfaction factors and to 
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categorize them under member to member satisfaction, organizer to member 

satisfaction and community site satisfaction. The purpose of the belief elicitation was 

to complete a list of formative items measuring the “member to member interaction 

satisfaction”, “community sites satisfaction”, and “organizer to member satisfaction” 

constructs that were initially compiled from the literature. 

4.2 Data Analysis 

The analysis of the data was done in a holistic manner using Partial Least 

Squares (PLS). The PLS procedure (Wold, 1989) has been gaining interest  and  use  

among  researchers  in  recent years because of its ability to model latent constructs 

under conditions of non-normality and small to medium sample sizes (Chin, 1998; 

Compeau & Higgins, 1995;Chin  &  Gopal,  1995).    It  allows  the  researcher to 

both specify the relationships among  the  conceptual  factors  of  interest and  the  

measures  underlying  each  construct.  The result of such a procedure is a 

simultaneous analysis of 1) how well the measures relate to each construct and 2) 

whether the hypothesized relationships at the theoretical level are empirically 

confirmed.  This ability to include multiple measures for each construct also provides 

more accurate estimates of the paths among constructs which are typically biased 

downward  by  measurement  error  when  using techniques  such  as  multiple  

regression. 

Furthermore, due to the formative nature of some of the measures and non-

normality of the data, LISREL analysis was not appropriate (Chin & Gopal, 

1995).Thus, PLS Graph version 2.91.02 (Chin, 1994) was used to perform the 

analysis.  Tests of significance for all paths were conducted using the bootstrap re-

sampling procedure (Cotterman & Senn, 1992).  

To account for the deleterious effects of measurement error, a product 

indicator approach in conjunction with Partial Least Squares (PLS) is proposed. The 

predictor, moderator, and dependent variables are now viewed as latent variables (i.e., 

constructs) which cannot be measured directly. Instead, multiple indicators (i.e., 

measures) for these latent variables need to be obtained. Each indicator is modeled as 

being influenced by both the underlying latent variable and error. Product indicators 

reflecting the latent interaction variables are then created. Each set of indicators 
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reflecting their underlying construct (i.e., latent variable) are then submitted to PLS 

for estimation resulting in a more accurate assessment of the underlying latent 

variables and their relationships. Being a components-based structural equations 

modeling technique, PLS is similar to regression, but simultaneously models the 

structural paths (i.e., theoretical relationships among latent variables) and 

measurement paths (i.e., relationships between a latent variable and its indicators). 

Rather than assume equal weights for all indicators of a scale, the PLS algorithm 

allows each indicator to vary in how much it contributes to the composite score of the 

latent variable. Thus indicators with weaker relationships to related indicators and the 

latent construct are given lower weightings. In this sense, PLS is preferable to 

techniques such as regression which assume error free measurement (Lohmöller 1989; 

Wold 1982, 1985, 1989). 

 For reflective measures, all items are viewed as parallel measures capturing 

the same construct of interests.  Thus, the standard approach for evaluation, where all 

path loadings from construct to measures are expected to be strong (i.e., 0.70 or 

higher), is used.  In the case of formative measures, all item measures can be 

independent of one another since they are viewed as items that create the .emergent 

factor.  Under this situation, Chin (1998) suggests that the weights of each item be 

used to assess how much it contributes to the overall factor. For the reflective 

measures, rather than using Cronbach.s alpha, which represents a lower bound 

estimate of internal consistency due to its assumption of equal weightings of items, a 

better estimate can be gained using the composite reliability formula (Chin, 1998). 

We conducted test of significance for all paths using the bootstrap re-sampling 

procedure(Cotterman and Senn,1992) and the standard approach for evaluation that 

requires path loadings from construct to measures to exceed 0.70 for checking internal 

consistency, we relied on composite reliability measures(p) as suggested by Fornell 

and Larcker(1981).We tested the discriminant validity by comparing the square root 

of the AVE for a particular construct to its correlations with the other 

constructs(Chin,1998) and by examining cross-loading of constructs. The composite 

reliability scores of all constructs are higher than the recommended benchmark of 

0.8(Nunnally, 1978), verifying internal consistency. In addition, the square root of the 
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average variance extracted (AVE) for each construct was compared to its correlations 

with other constructs (Chin, 1998) to verify discriminant validity.  

 

4.3 Results And Discussion 

Before testing the measurement and the structural models, we tested for a 

potential response bias, since all our respondents continued their community 

membership and were more likely to be satisfied. It is therefore possible for most or 

even all satisfaction scores to be high, rather than having an even mix of high and low 

scores. 

The subjects of this study consist of 260 individuals who were asked to answer 

the questionnaire. A total of 229 of 260 members completed the questionnaire. The 

demographics of these respondents are shown in table11. 

  Table11.Demographics of Respondents. 
GENDER Male 

Female 
59.4% 
40.6% 

AGE Less than 20 years 
20 to 35 years 
35 to 50 years 
Older then 50 years 

6.1% 
90.4% 
2.2% 
1.3% 

EDUCATION Bachelor 
Master 
PhDs 
Others 

53.3% 
27.5% 
4.8% 
14.4% 

HOW LONG Less than 6 month 
6 month to 1 year 
1 year to 2 year 
Longer than 2 years 

12.7% 
33.6% 
11.8% 
41.9% 

HOW OFTEN Daily 
Several times in week 
Once a week 
Several times a month 
Once a month 
Less than once a month 

26.2% 
33.6% 
12.7% 
16.2% 
6.1% 
5.2% 

 

The results show that most of the responders are male (59.4%) and most of 

them have the average age of 20 to 35 years old (90.4%).53.3% of them have B.A 
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education.41.9% of them have used that virtual community longer than 2 years and 

32.1% have used it 6 month to 1 year.33.6% of them additionally used it several times 

in week and 26.2% of them used it as a daily manner. 

Table 12 provides information concerning the weights and loadings of the 

measures to their respective constructs. As discussed earlier, weights should be 

interpreted for formative measure while loadings for reflective. 

Table12. Weights and Loadings for Formative and Reflective Measures 

Factors Variables Weights Loadings Std.Error T-statistics 
Virtual 
community 
continuance 

I1 
I2 
I3 

  0.8241 
 0.7685 
-0.8327 

0.0317 
0.0406 
0.0217 

25.9982 
18.9217 
38.3195 

usefulness Pur1 
Pur2 
Pur3 

  0.8724 
 0.8716 
 0.8299 

0.0143 
0.0197 
0.0289 

60.8047 
44.1546 
28.7470 

Overall 
satisfaction 

Os1 
Os2 
Os3 

 0.8463 
0.6480 
0.7606 

0.0271 
0.0669 
0.0501 

31.2645 
9.6852 
15.1948 

Member to 
member 
interaction 
satisfaction 

Member's 
interaction 
Member 
contribution 
Member norms 
 

0.0507 
0.7327 
0.5620 

 0.3520 
0.2885 
0.2885 

0.1440 
2.5400 
2.1913 

Community 
sites 
satisfaction 

Information 
resource 
Members freedom 
Members interest 
Incentives 
Different choices 
Ease of use  
Topics supported 
Rules of behavior 
 

0.2654 
0.2574 
0.5014 
0.2163 
0.0743 
0.2572 
0.2128 
0.1539 

 0.1404 
0.1533 
0.1436 
0.1668 
0.1768 
0.1727 
0.1719 
0.1720 

1.8897 
1.6786 
3.4927 
1.2968 
0.4203 
1.4894 
1.2380 
0.8946 

Organizer 
to member 
interaction 
satisfaction 

Masters reaction 
Masters 
involvement 
 

0.0398 
0.9926 

 0.1857 
0.0556 

0.2144 
17.8617 
 

 

We performed several tests on the measurement model to examine its validity 

and reliability. Table12 presents the loading of the measures to their respective 
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constructs along with composite reliability scores, standard errors and t-statistics. All 

items are significant at the 0.05 level with high loading (most above 0.80) therefore 

demonstrating convergent validity. Furthermore, all Ave scores exceed 0.80 the 

composite reliability scores of all constructs are higher than the recommended value 

of 0.80(Nunnally, 1978), demonstrating internal consistency which present in 

Table13. 

The correlations among some constructs are relatively high, which may 

present potential threats to discriminant validity and may also be an indicator of multi-

collinearity, so we eliminate some of the indicators. 

Table 13.Composite Reliability and AVE Table 
AVE Composite reliability  
0.654 0.850 VC continuance 
0.737 0.893 Usefulness 
0.572 0.798 Satisfaction 

 
 
Table14.Path Coefficients Table (T-statistic) 

SatisfactionOMS CS MMS UsefulnessVC continuance  
4.0097 0.0000 0.0000 0.0000 6.7153 0.0000 VC 

continuance 
0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 usefulness 
0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 MMS 
0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 CS 
0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 OMS 
0.0000 1.9856 3.8898 2.6029 5.9413 0.0000 Satisfaction 

 
 

Figure3 provides the results of testing the structural links of the proposed 

research model using PLS analysis. The test of each hypothesis can be mapped to 

each specific path in the structural model. The estimated path coefficients are given 

along with the associated t-statistics. The r2 is indicated next to each dependent 

construct. 

All path coefficients are significant at the 95% significance level providing 

strong support for all the hypothesized relationships. 
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These results represent yet another confirmation of the appropriateness of the 

IS continuance theory for explaining continuance intention in general and a strong 

indication of its applicability to virtual community continuance in particular. 

The results also provide support for the new links added to the IS continuance 

theory representing the effects of member to member interaction satisfaction, 

community site satisfaction and organizer to member satisfaction. 

Our findings prove that overall satisfaction and usefulness are important 

factors leading to virtual community continuance and also perceived usefulness has 

both direct and indirect effects on virtual community continuance, mediated through 

satisfaction. 

The empirical results show that the effects of the two antecedents of virtual 

community continuance (perceived usefulness, overall satisfaction) accounted for 

over 46% of the variance in this variable. This is an indication of the good 

explanatory power of the model for virtual community continuance. 

Therefore H1 and H3 were verified (H1: t-statistics: 6.7153 and Path 

coefficients: 0.490 ,  H3: t-statistics: 4.0097 and Path coefficients: 0.268) usefulness 

had stronger effect than satisfaction with a path coefficient of 0.490 emphasizing the 

important role of retention in driving his/her intentions toward virtual community of 

interest also the result presents that usefulness had both direct and indirect effect on 

virtual community continuance mediated through satisfaction. Therefore H2 is 

verified (t-value: 5.9413 and path coefficient: 0.360). 

Over 37% of the variance in satisfaction is explained by member to member 

interaction satisfaction ,community's site satisfaction and organizer to member 

satisfaction .all the hypothesis are verified because T-value are equal to 2.6029,3.8898 

and 1.9856 respectively, and have positive effect on satisfaction. 

Community sites satisfaction had a strongest effect on overall satisfaction with 

a path coefficient on 0.232 and organizer to member had a weakest effect with a path 

coefficient of 0.120  
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FIGURE 3.Results of PLS Analysis (The Diagram Describing the Structural  
    Model (Path Coefficients and R2)). 

As discussed before, table 18 provides information concerning the weights and 

loading of the measures to their respective constructs.  

As discussed earlier, weights should be interpreted for formative measures 

while loadings for reflective. 

For all constructs with multiple reflective measures, all items have reasonably 

high loading (i.e., above 0.70) with the majority above 0.80 therefore demonstrating 

convergent validity. Furthermore, all reflective measures were found to be significant 

(p<0.01). 

In the case of formative measures, for community's site satisfaction, members' 

interest, information resources, members' freedom and incentives were found to be 

significant while the member interest had the strongest effect with the most important 

weight (0.5014). 
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For member to member interaction satisfaction, members' contribution and 

member rules and norms were found to be significant with members' contribution 

having the most important weights (0.7327). 

For organizer to member satisfaction just masters' involvement was 

significant. 
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CHAPTER 5 

 Conclusion & Further Research 
                            

5. Conclusion & Further Research 
 

In this chapter we shall summarize our analytical findings with respect to the 

research question and present our conclusions, as well as outline a path for further 

research on the issues. 

5.1 Conclusion 

The purpose of this study was to investigate the factors affecting stickiness in 

virtual communities of interest. It applied IS continuance theory. We develop, 

operationalize and empirically test a model that investigated the formation of 

satisfaction and usefulness with customer retention in virtual communities. The model 

was operationalized and tested empirically through a survey study. 

The overall results indicate that the IS continuance theory provides a good 

understanding of these factors. Recent IS research suggested continuance intention to 

be an outcome of satisfaction and perceived usefulness.  

Our research presents important theoretical and practical contributions. On the 

theoretical side, we provide a better conceptualization of the formation of stickiness 

by examining its evaluation and the variability of its determinants. On the practical 

side, our empirical results provide a better understanding of the main determinants of 

customer retention. 
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Our study has several implications for marketing theory. As it was stated 

earlier, the two factors of usefulness and satisfaction have impacts on virtual 

community continuance. It highlights the complexity of conceptualizing members' 

satisfaction with virtual communities. This is evident from the support we obtained 

for our proposition that virtual community satisfaction is a three dimensional 

construct that consist of members' satisfaction with member to member interactions, 

organizer to member satisfaction and community's site satisfaction.  

Furthermore, coupling belief elicitation with prior research allowed us to 

obtain a salient set of formative measures that resulted in interesting practical 

implications for marketers and virtual community managers about the critical drivers 

of customer stickiness. We identified 18 factors as the main determinants of customer 

satisfaction and hence customer retention, we classified these factors into the 

dimensions of member to member interaction satisfaction, community's' site 

satisfaction and organizer to member satisfaction.  

Additionally our study contributes to a better understanding of member 

retention in virtual community. We showed that members’ satisfaction with member-

member interactions and the community’s site and organizer to member interaction 

has a positive effect on members’ participation in the virtual community. These 

findings again prove the importance to view members’ satisfaction with a virtual 

community as a multidimensional phenomenon. While this has been stated in the 

literature before, for example for customer satisfaction in industrial markets 

(Homburg and Rudolph 2001), empirical evidence on the multidimensional nature of 

the effect of members’ satisfaction with virtual Communities on member participation 

has been nonexistent so far. The large impact of members’ satisfaction with member-

member interactions supports claims in the virtual community literature that the 

interactions within the community are the core of the community’s existence (Bagozzi 

and Dholakia 2002; Fisher, Bristor and gainer 1996). The strong impact of members’ 

satisfaction with the community’s site is surprising from a virtual community 

perspective, but in line with prior research on e-satisfaction that argues that a well-

functioning site is an important factor for successful e-marketing initiatives 

(Szymanski and Hise 2001; Zeithaml, Parasuraman and Malhotra 2000). Our finding 

shows that members’ satisfaction with organizer-member interactions is also 
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important (albeit significantly less than members’ satisfaction with member-member 

interaction and the community’s site) for member participation is in line with Hagel 

and Armstrong’s (1997) notion that organizers need to interact with community 

members in order to maintain a successful community. Our results show that 

members' satisfaction with community's site has the largest impact on member 

participation, while members' satisfaction with organizer to member interactions has 

the smallest impact. 

To achieve member to member interaction satisfaction," member contribution" 

was found to be the most significant driver." members norms" came second as the 

critical factor in determining member to member interaction satisfaction. 

For community's site satisfaction, several factors were also identified as key 

drivers. Among these factors, "members' interest" was found to the most important." 

information resources" emerged as the second significant driver of community's site. 

The third important driver of community's site satisfaction was found to be "members' 

freedom". "Incentives" was found to be another important determinant of 

community's site satisfaction. 

For organizer to member satisfaction, we identified one important driver from 

the data analysis of the formative measures." masters' involvement" Constitutes the 

significant factor. 

Our results have important implications for managers. The practical inferences 

drawn from our results stem from the documentation of the practices of members of 

one virtual community of interests and relations. Therefore, our implications are not 

necessarily appropriate for other types of communities. 

Increasing satisfaction and virtual community usefulness is an important goal 

in business practice today and measurement of satisfaction and perceived usefulness is 

becoming increasingly common (Homburg and Rudolph 2001). Against this 

background our research has several implications for organizers of virtual 

communities.  
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Managers can use our scale to measure members' satisfaction with their 

community along each of the three dimensions by averaging the scores on items 

making up a dimension. Computing average scores for each individual dimension 

yields valuable insights on how well a virtual community deals with the different 

components of members’ satisfaction. The detailed analysis may also reveal activities 

that need to be undertaken in order to increase members' satisfaction and usefulness. 

If necessary, the scale can be supplemented to fit the characteristics or specific needs 

of another type of virtual community. 

The managerial significance of measuring members’ satisfaction with virtual 

communities is stressed by the finding that members’ satisfaction with member to 

member interactions and the community’s site has positive effects on me member 

retention. The existence, strength and direction of these links point out the actions that 

managers of virtual communities must take in order to improve member retention. 

This knowledge is important for the management to define priorities for improvement 

programs and decide about resource allocations. 

Our findings point out that to raise member participation managers should 

focus on improving members’ satisfaction with member to member interactions, and 

the community's site and members’ satisfaction. 

Increasing member to member interactions is rather difficult, because the 

frequency and quality of interactions among members is highly dependent upon the 

input of individual members. Therefore, managers of virtual communities should 

focus on facilitating member to member interactions by warranting the functioning of 

the community through up-to-date website technologies and communications (i.e., 

improving members’ satisfaction with the site) and ensuring smooth organizer to 

member interactions(i.e., improving members' satisfaction with organizer to member 

interactions).In doing so, they should strike a balance between setting and enforcing 

the rules on one hand, and allowing community members freedom and sovereignty on 

the other hand.  
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5.2 Research Limitations and Further Research 

This study, like all others, is not without its limitations. It is important to 

recognize that data for our study were collected from members of virtual community 

of interest and relations. The reliability and validity of the virtual community 

satisfaction scale and the hypotheses must be further tested with other types of virtual 

communities and relations (Langerak and Verhoef, 2003).especially more profit-

oriented communities should be considered in order to link members' satisfaction to 

their purchase behavior within the community. 

As approximately 53% of the variance in stickiness remains unexplained. 

Future research should use more elaborate models incorporating additional antecedent 

factors beyond satisfaction and perceived usefulness. systematic research should be 

conducted that focuses on how organizers of virtual communities can increase 

community's site satisfaction .this is important to find out, because community site 

satisfaction is the key determinant of member's satisfaction with virtual communities. 

Moreover, it might be interesting to relate virtual community satisfaction to other 

behavior and characteristics of community members, including (online) purchase 

behavior. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  82  
  



6. References: 
 
Aaker, D.A & Day, G.S," Marketing research", 4 th Ed. New York: John Wiley & 
Sons, Inc, 1990. 
 
Anderson, Eugene W., Claes Fornell and Donald Lehmann, “Customer Satisfaction, 
Market Share, and Profitability: Findings from Sweden,” Journal of Marketing, 
1994,58 (2), 53-66. 
 
Anderson, James C. and David W. Gerbing , “Structural Equation Modeling in 
Practice: A Review and Recommended Two-Step Approach,” Psychological 
Bulletin,1998, 103 (3), 411-423. 
 
Anita L. Blanchard, M. Lynne Markus," Sense of Virtual Community—Maintaining 
the Experience of Belonging", Proceedings of the 35th Hawaii International 
Conference on System Sciences - 2002 
 
Amit Raphael, Christoph Zott," Value Drivers of E-Commerce Business Models " 
February 7, 2000 
 
Armstrong, J. Scott and Terry S. Overton, “Estimating Non-Response Bias in Mail 
Surveys,” Journal of Marketing Research, 1997, 14 (August), 396-402. 
 
Akkinen Miia, "Conceptual Foundations of Online Communities." Information 
Systems Science, September 2005 
 
Baxter Helen, "An Introduction to Online Communities" 
 
Bhattacherjee, A. “Understanding changes in belief and attitude toward information 
technology usage: A theoretical model and longitudinal test,” MIS Quarterly, 28(2), 
June 2004, pp. 229-254. 
 
Blanchard,Anita L;Markus,Lynne M."The experienced "Sense" of a virtual 
community: Characteristics and processes." The database for advances in information 
systems,winter 2004(vol.35,No.1) 
 
Brockner, J., Siegel, P. A., Daly, J. P., Tyler, T.,Martin, C. “When trust matters: The 
moderating effect of outcome favorability,” Administrative Science Quarterly (42:3), 
September 1997, pp. 558-583. 
 
Bourhis Anne, Dubé Line and Jacob Réal," The Success of Virtual Communities of 
Practice: The Leadership Factor," Proceedings of the Tenth Americas Conference on 
Information Systems, New York, New York, August 2004 2679, Electronic Journal of 
Knowledge Management Volume 3 Issue 1 2005(23-34)  
 
Beddoe-Stephens Yahoo: Getting Sticky with IT. http://www.wired.com last 
accessed: November, 1999, (1999). 
 

  83  
  

http://www.wired.com


Billante, P.,DeLey, W.,Hom, G.,Lewis, B.,and Melia, K. Internet Portal 
Personalization Strategies: Segmentation using intangible Prices and sticky Features 
to lockin Customers. http://web.mit.edu/dwilliam/www/final_paper_2-_edited.html, 
last accessed:November, 1999, (1998). 
 
Bush, E." Company to Expand Strategic Alliances in Key Vertical Markets by Helping 
Partners Increase Portal Stickiness and Community Development", Business Wire, 
(March 23 1999) 1999, Davenport, T. Sticky Business. CIO, February 1, (2000), 58-
60. 
 
Brown, Shona L., Andrew Tilton and Dennis M. Woodside, “The Case for Online 
Communities,” The McKinsey Quarterly, 1 Web exclusive at 
http//www.mckinseyquarterly.com,2002. 
 
Bruza Peter and Robert McArthur," The ABC's of Online Community" Distributed 
System Technology Centre Brisbane,Australia 
 
Carte, T. A. and Russell, C. J. “In pursuit of moderation: Nine common errors and 
their solutions,” MIS Quarterly (27:3), September 2003, pp. 479-501. 
 
Chen, Lei-da and Gillenson. Mark L. and Sherrell. Daniel L." Consumer Acceptance 
of Virtual Stores:A Theoretical Model and Critical Success Factors for Virtual 
Stores", ACM Categories: J.4; H.5.2 
 
Childers, Terry L, Christopher L. Carr, Joann Peck, and Stephen Carson , “Hedonic 
and Utilitarian Motivations for Online Retail Shopping Behavior," Journal of 
Retailing,2001, 77 (4), 511-535 
  
Chin, W. W. “The Partial Least Squares Approach for Structural Equation Modeling”, 
in G. A.Marcoulides (Ed.) Modern methods for business research, Hillsdale, NJ:  
Lawrence Erlbaum Associates, 1998. 
 
Chin, W.W,"PLS Graph Manual", Unpublished, 1994 
 
Chin, W. W. and Gopal, A., “Adoption Intention in GSS: Importance of Beliefs,” 
Data Base Advance, 26(2 & 3), 1995, pp. 42-64. 
 
Chin, W. W., Marcolin, B. L., and Newsted, P. R. “A partial least squares latent 
variable modeling approach for measuring interaction effects: Results from a monte 
carlo simulation study and voice mail emotion/adoption study,” Proceedings of the 
Seventeenth International Conference on Information Systems, J. I. DeGross, S. 
Jarvenpaa, & A. Srinivasan (eds.), 1996, pp. 21-41. 
 
Cohen, J. Statistical Power Analysis for the Behavioral Sciences (second edition). 
New Jersey: Lawrence Erlbaum, 1988. 
 
Cotterman, W. & Senn, J. Challenges and Strategies for Research in Information 
Systems Development. Chichester, John Wiley & Sons, 1992. 
 
Crockett,R.O."Keep'em Coming Back". Business Week, May 15,New York,2000. 

  84  
  

http://web.mit.edu/dwilliam/www/final_paper_2-_edited.html
http://www.mckinseyquarterly.com


 
Davis, F. D., Bagozzi, R. P., and Warshaw, P. R. User Acceptance of Computer 
Technology: A Comparison of Two Theoretical Models,”Management Science, 35(8), 
1989, pp. 982-1003. 
 
Dan J. Kim and Donald .L and Ferrin.H and Raghav.Rao " A Study of the Effect of 
Consumer Trust on Consumer Expectations and Satisfaction: the Korean Experience" 
ACM 1-58113-788-5/03/09 
 
Daniel R. Fesenmaier  and Youcheng Wang ,"Understanding the Motivation of 
Contribution in Online Communities An Empirical Investigation of an Online Travel 
Community " National Laboratory for Tourism and eCommerce University of Illinois 
at Urbana-Champaign Champaign, Illinois USA 
 
Davenport,T."Stickiy Business",CIO,February 1,2000,58-60 
 
Dholakia,U.M.,Bagozzi,R.P. & Klein Pearo,L.(2004)."Asocial influence model of 
consumer participation in network – and small-group-based virtual communities." 
International journal of research in marketing.21 (2004), 241-263 
 
Duffy, Daintry (1999), “It Takes an E-village,” CIO, 13 (2), 32-46. 
 
Elliott,Steve (2002)."Electronic commerce.B2C strategies and models." 
 
Franz Reinhard, Wolkinger Thomas," Customer Integration with Virtual Communities 
Case study: The online community of the largest regional newspaper in Austria", 
Proceedings of the 36th Hawaii International Conference on System Sciences 
(HICSS’03)0-7695-1874-5/03, 2002 IEEE 
 
Felix Geyer," Virtual communities in cyberspace ", Research in Social Science, 
Amsterdam, the Netherlands Kybernetes, Vol. 25 No. 4, 1996, pp. 60-66 
 
Fion S L Lee; Douglas Vogel; Moez Limayem," Virtual community informatics: A 
review and research agenda", JITTA : Journal of Information Technology Theory and 
Application; 2003; 5, 1; ABI/INFORM Global pg. 47 
 
Fischer, Eileen, Julia Bristor, Brenda Gainer (1996), “Creating or Escaping 
Community? An Exploratory Study of Internet Consumers’ Behaviors,” 
Advances of Consumer Research, 23, 178-182. 
 
Frenzen, Jonathan K. and Harry L. Davis (1990), “Purchasing Behavior in Embedded 
Markets,” Journal of Consumer Research, 17 (1), 1- 12. 
 
Fool Homepage of the Motely Fool. http://www.fool.com/ last accessed: 31.1., 2001, 
and (2001). 
 
Hagel,J.I. and Armstrong,A.G. "Net Gain: Expanding Markets Through Virtual 
Communities".The McKinsey Quarterly,2,(1997),140-153 
 
Hof, R.D. Now It's Your Web. Business Week - European Edition, October 5, (1998) 

  85  
  

http://www.fool.com


Homburg, Christian and Bettina Rudolph (2001), “Customer Satisfaction in Industrial 
Markets: Dimensional and Multiple Role Issues,” Journal of Business 
Research, 52 (1), 15-33. 
 
Hogg, M.A.; Terry, D.j. (2000)."Social Identity and Self-Categorization Processes in 
Organizational Contexts," Academy of Management Review (25:1), January 2000, 
pp.121-140  
 
Holme, I.M. & Solvand, B.K.," Forskningsmetodik. Om Kvalitativa och Kvantitativa 
Metoder. Lund, Sverige: Studentlitteratur." 1991. 
 
 
Hung-Jen Lai and Ting-Peng Liang," Customized Internet News Services Based on 
CustomerProfiles", ICEC 2003. Pittsburgh, PA ACM 1-58113-788-5/03/09 
 
Hee-Woong Kim and Sumeet Gupta" VC Concepts, Implications and Future 
Research Directions Virtual Community: Concepts, Implications, and Future 
Research Directions" 
 
Jap, Sandy D. and Shankar Ganesan, “Controlling Mechanisms and the Relationship 
Lifecycle: Implications for Safeguarding Specific Investments And Developing 
Commitment,” Journal of Marketing Research, 2000, 37 (2), 227-245. 
 
Julian Farrior,Sarah Heckscher,Paul Judy,Andy Kelly,Stacey Lawrence and Bill 
Morrison" Online Communities" 
 
Khalifa Mohamed, Limayem Moez, Liu Vanessa," Online Consumer Stickiness: A 
Longitudinal Study",City University of Hong Kong, Hong Kong 
 
Khalifa Mohamed and Vanessa Liu " Satisfaction with Internet-Based Services:The 
Role of Expectations and Desires "International Journal of Electronic Commerce / 
Winter 2002–3, Vol. 7, No. 2, pp. 31–50. 
 
Khalifa Mohamed and Vanessa Liu "Determinants of satisfaction at Different 
Adoption Stages of Internet Based Services", Journal of the Association for 
Information Systems Vol. 4 No. 5, pp. 206-232/October 2003 
 
Khalifa Mohamed and Vanessa Liu," Online Consumer Retention: Development of 
New Habits" Proceedings of the 38th Hawaii International Conference on System 
Sciences - 2005 
 
Khalifa Mohamed and Katherine N. Lemon, “A Dynamic Model of Customers’ Usage 
of Services: Usage as an Antecedent and Consequences of Satisfaction,” Journal 
of Marketing Research , 1999,36 (2), 171-86 
 
Kim,Amy Jo."Community Building on the Web:Secret Strategies for Successful 
Online Communities", Berkeley:Peachpit Press,2000. 
 
Kozinets,T."T.Pilot study interview, interview with one jongmans,t", February 
29,2000,(2000). 

  86  
  



 
Kozinets, Robert V., “E-tribalized Marketing? The Strategic Implications of Virtual 
Communities of Consumption,” European Management Journal, 1999, 17(3), 252-64. 
 
 
Kozinets "The Field Behind the Screen:Using Netnography for Marketing Research 
in Online Community", Journal of Marketing Research,39,February,2002,61-72 
 
 
Langerak Fred, Peter C. Verhoef,Peeter W.J. Verlegh, Kristine de Valck," The Effect 
of Members’ Satisfaction with a Virtual Community on Member Participation", ERS-
2003-004-MKT,Publication January 2003 
 
Langerak Fred and Peter C. Verhoef and Peeter W.J. Verlegh," Satisfaction and 
Participation in Virtual Communities",   2004, Volume 31 
 
Lechner, Ulrike and Johannes Hummel, “Business Models and System Architecture 
of Virtual Communities: From a Sociological Phenomenon to Peer-to-Peer 
Architectures,” International Journal of Electronic Commerce, 2002, 6(3), 41-53. 
 
Lechner, Ulrike and Johannes Hummel, “Business Models and System Architecture 
of Virtual Communities: From a Sociological Phenomenon to Peer-to-Peer 
Architectures,” International Journal of Electronic Commerce, 2002, 6(3), 41-53. 
 
Lueg Christopher," Knowledge sharing in online communities and its relevance to 
knowledge management in thee-business era", Int. J. Electronic Business, Vol. 1, No. 
2, 2003 
 
Ling Xue and Gautam Ray and Andrew Whinston," Differentiation Strategies by 
Customer Attraction and Customer Retention through Shopping Experience", Nov. 
30, 2001 
 
Lee Matthew K. O and Wynne W. Chin " A Proposed Model and Measurement 
Instrument for the Formation of IS Satisfaction: The Case of End-User Computing 
Satisfaction" 
  
Lee Matthew K. O , Wynne W. Chin and Lynn W. Phillips, “Assessing Construct 
Validity in Organizational Research,” Administrative Science Quarterly, 1991, 36 (3), 
421-458. 
 
Miles, M. B., Huberman, A. M. " Qualitative data analysis: an expanded sourcebook, 
(2’’ ed), Thousand Oaks, Sage, cop." 1994, Calif 
 
Moore G.C., & Benbasat, I. “Development of an Instrument to Measure the 
Perceptions of Adopting an Information Technology Innovation,” Information 
Systems Research, 2(3), 1991, pp.192-222. 
 
Michael Buys and Irwin Brown." Customer Satisfaction with Internet Banking Web 
Sites: An Empirical Test and Validation of a Measuring Instrument" 
 

  87  
  



Nemzow, M. “Ecommerce ‘Stickiness’ for Customer Retention,” Journal of Internet 
Banking and Commerce, 8 (3), 1999, http://www.arraydev.com/commerce/jibc/9908- 
03. Htm. 
 
Novak,Thomas P,Donna L,Hoffman and Yiu-Fai Yung. "Measuring the Customer 
Experience in Online Environments: A Structural Modeling Approach", Marketing 
Science, 19(1), 22-42, 2002 
 
Nunnally, J.C. Psychometric Theory, McGraw Hill, New York, 1978. 
 
Nemzow Mrtin ," Ecommerce "Stickiness" for Customer Retention " Journal of 
Internet Banking and Commerce 
 
Oliver, R. L. “Product satisfaction as a function of prior expectation and subsequent 
disconfirmation: New evidence,” New dimensions of consumer satisfaction and 
complaining behavior, R. 4Day & H.K. Hunt (eds), Bloomington: Indiana University, 
1979. 
 
Oliver, R. L. “A cognitive model of the antecedents and consequences of satisfaction 
decisions,” Journal of Marketing Research, 17, 1980, pp. 460-469. 
 
Oliver, R. L. “Whence Consumer Loyalty,”Journal of Marketing, 63, 1999, pp.33-44. 
 
Oliver, R. L. and DeSarbo, W. S. “Response determinants in satisfaction judgments,” 
Journal of Consumer Research, 14, 1988, pp. 495-507. 
 
Oliva,R.A ."Playing the Web Wild Card" .Marketing Management, Spring 
1998,(1998),51-54. 
 
Patel & Tebelius: U, "grundbok I forskningsmetodik Lund: Student literature", 1987. 
 
Patel, R. & Davidson, B.," Forskningsmetodikens Grunder; att Planera, Genomfora 
och Rapportera en Undersokning. Lund: Studentlitteratur", 1994. 
 
Reynolds, P.D.," A Primer in Theory Construction. New York: Macmillian Publishing 
Company", 1971. 
 
Sekaran, U. " Research methods for business. a skill-building approach",2000, (31C1 
ed), Wiley, cop. New York; Chichester. 
Tull, D.S. & Hawkins, D.I.,"Marketing Research, 5t1 Ed. New York: Macmillian 
Publishing Company", 1990. 
 
Walliman, N. S. R., "Your research project. a step-by-step guide for the first-time 
researcher", 2000,Sage, London 
 
Wasko,M.McLure & Faraj S." It is what one does: why People Participate and help 
others in electronic communities of practice." Strategic Information Systems.2000, 
No.9, pp.155-173 
 

  88  
  

http://www.arraydev.com/commerce/jibc/9908-03
http://www.arraydev.com/commerce/jibc/9908-03


Wiedersheim-Paul, F. & Eriksson, L.T., "Att Utreda, Forska och Rapportera. Malmö, 
Sverige: Liber Ekonomi", 1999. 
 
Wold,H. "Introduction to the Second Generation of Multivariate Analysis.". 
Theoretical Empiricism, New York: Paragon House, vii-xl, 1989. 
 
Xue Ling, Ray Gautam and Whinston Andrew. "Differentiation Strategies by 
Customer Attraction and Customer Retention through Shopping Experience", 
Department of Management Science and Information Systems Center for Research on 
Electronic Commerce Red McCombs School of Business University of Texas at 
Austin 
 
Yin, R. K., "Case study research: design and methods", (2’’ ed), 1994, Thousand 
Oaks, Sage, cop. CA 
 
Yin, R. K.," Case study research. Design and methods", (3rd ed), 2003, Thousand 
Oaks, Sage, cop. Calif. 
 
Zikmund, W. G., "Business research methods", (6th ed), 2000, Dryden Press, cop. 
Fort Worth Tex. 
 
Zott, C.;Amit,R.;Donlevy,J." Strategies for value creation in e-commerce: best 
practice in Europe." European Management Journal, 2000, Vol.18, No.5, pp.463-475 
 
Zeithaml, Valarie A., A. Parasuraman and Arvind Malhotra, “A Conceptual 
Framework for Understanding e-Service Quality: Implications for Future Research 
and Managerial Practice,” Marketing Science Institute Working Paper, 2000, Report 
No. 00-115, Cambridge, Massachusetts. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  89  
  



6. APPENDIX: 
 
 
 

STICKINESS IN VIRTUAL COMMUNITY 
 

Gender
  Male   Female 

 
Age

                                            Less than 20 years   20 to 35 years 
                            35 to 50 years   Older than 50 years 

 
Education

               Bachelor                Master                PhDs.  Others 

 

Specify the virtual community  --------------------------------------------------------------
----------------------------------------------------------------------------------------------------

 
How long have you been using this virtual community?

                       Less than 6 month  1 year to 2 year 
               6 month to 1 year  Longer than 2 years 

 
How often?

      Daily                        Several times in week  Once a week 
              Several times a month       Once a month  Less than once a month 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

A likert-type scale with 5 levels (1= Strongly disagree 2=disagree 3=neutral 
4=agree       5= Strongly agree) was used for these items.
For each of the following statement please answer by an X in the box that best 
represents your level of agreement or disagreement.
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                                                                                                    1    2   3    4   5 
I Plan to continue using this virtual community in the 
future.

    

My intention is to remain an active member of this virtual 
community.

    

I intend to discontinue the usage of the virtual community.     

Using this virtual community is beneficial to me.     

Participating in the virtual community is useful to me.     

This virtual community is valuable to me.     

This virtual community helps me to make new friends.     

This virtual community provides me with access to 
information.

    

This virtual community is entertaining for me.     

This virtual community allows me to use shared resources.     

This virtual community permits me to seek assistance from 
other members.

    

This virtual community enables me to be well informed 
about topics of my interest.

    

This virtual community allows me to interact effectively 
with other members.

    

 The members of this virtual community are interesting to 
interact with.

    

This virtual community allows me to share interests with 
other members.

    

 
 
 
 
 
 
 
 
 
 
 
A likert – type scale with 5 levels (1=very dissatisfied 2= dissatisfied 3= neutral 
4=satisfied 5=very satisfied) was used for these items.
For each of the following statements please answer by an X in the box that best 
represents your level of satisfaction or dissatisfaction. 
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                                                                                                         1    2   3    4   5 
How do you feel about your overall experience of using this 
virtual community?

    

Interaction between you and other members.     

Reaction that you get from other members.     

The contribution of other members.     

The virtual friendships you have.     

The rules, values and norms that members apply among 
themselves.

    

The information resources that the virtual community places 
on the website.

    

The freedom that members enjoy in this virtual community.     

The rules of behavior in this virtual community.     

The extent to which this virtual community puts members 
interests at the forefront.

    

Incentives provided by this virtual community for its 
members.

    

Choice you have to do different things in this virtual 
community.

    

Ease of use of this virtual community site.     

Topics supported by this virtual community.     

Customization of virtual community to your individual usage.     

Personal interaction between the virtual community masters 
and yourself.

    

The reaction of the virtual community masters (managers) if 
you contact them.

    

Efforts that virtual community masters (managers) put into 
members.

    

Extend to which virtual community masters (managers) are 
involved.
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	Expression
	The community itself has a "soul" or "personality"; members are aware of what other community members are doing.
	History
	The community must keep track of past events and must react and change in response to it.
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