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Members are the ultimate value for service providers of virtual communities 

because members post articles which enhance the plenty and reliability of content in 

the website and attract more and more targeted browsers. In addition, virtual 

communities can get more revenues from advertisements and transaction services. 

However, the number of competitors which have the same kind with community 

websites has increased over the years. To encourage users to revisit, contribute 

content and recommend the website frequently and attract more users to participate 

in the community are important issues for all service providers of virtual 

communities.

This study adopts the value perspective proposed by Babin et al. (1994) to 

understand members’ behavioral intention in virtual communities. This study extends 

the original concept of value (shopping value) to the website browsing value 

(WSBV). The WSBV means that members get hedonic and utilitarian value after 

browsing content in virtual community websites. This study also discusses four 

determinants affecting the WSBV and investigates its influence on behavioral 

intention including revisiting, sharing, and recommendation. 

Data was obtained from FashionGuide.com which is well known forum for 



sharing information about women’s beauty. This study collected 312 valid 

questionnaires and the research model was tested through structural equation 

modeling (SEM) with PLS. The result confirmed that users will acquire the WSBV 

when they browse the community websites. Moreover, it revealed WSBV is 

positively associated with intention of revisiting, sharing and recommendation. 

External variables like website quality, pleasure and arousal are also positively 

associated with WSBV. Although, incentive is not significantly correlation with 

WSBV, it still has impact on users’ intention to share. 

Keywords: virtual community, web site browing value, hedonic value, utilitarian 

value, stick, revisit, share, recommend, WOM, behavioral intention 



......................................................................................................

......................................................................................................

..................................................................................................

...........................................................................................1

..................................................................................... 1 

..................................................................................... 3 

................................................................................................ 5 

...................................................................................6

................................................................................................ 6 

................................................................................................ 8 

....................................................................................11 

................................................................ 12 

2.4.1 ............................................................................................ 12 

2.4.2 ................................................................................................... 14 

2.4.3 .............................................................. 15 

.................................................................................17

................................................................................... 17 

3.1.1 .................................................................. 18 

3.1.2 ...................................................... 19 

....................................................................... 20 

3.2.1 ............................................................................................ 20 



3.2.2 ................................................................................................... 22 

3.2.3 .............................................................. 23 

3.2.4 .................................................................................... 24 

3.2.5 .................................................................................... 25 

3.2.6 ............................................................................................ 26 

3.2.7 ............................................................................................ 27 

.............................................................................................. 28 

3.3.1 ............................................................................................ 28 

3.3.2 ............................................................................................ 28 

3.3.3 .................................................................................... 29 

3.3.4 .................................................................................... 29 

.................................................................................30

................................................................................... 30 

4.1.1 ................................................................................. 30 

4.1.2 .................................................................................... 32 

MEASUREMENT MODEL .................................................... 34 

SECOND-ORDER CFA .................................... 40 

STRUCTURAL MODEL ....................................................... 45 

..............................................................................48

..................................................................................................... 48 

5.1.1 ............................................................................................ 48 

5.1.2 ............................................................................................ 50 

.............................................................................................. 51 



.............................................................................................. 52 

..................................................................................................... 53 

...............................................................................................55

...........................................................................................61



-1 ........................................................................................ 10 

-1 ............................................................................. 21 

-2 ............................................................................. 21 

-3 ............................................................................. 21 

-4 ..................................................................................... 22 

-5 ................................................................................. 23 

-6 ................................................................................. 23 

-7 ............................................................................. 24 

-8 ............................................................................. 25 

-9 ...................................................................... 26 

-10 ........................................................................... 26 

-11 ........................................................................... 27 

-1 ..................................................................................... 31 

-2 ............................................................................. 33 

-3 ........................................ 36 

-4 ........................................... 38 

-5 ........................................... 41 

-6 ............................................... 42 

-7 .................................................................. 43 

-8 ............................ 44 

-9 ........................................................................................ 47 



-1 ................................................................................................ 17 

-1 ........................................................................................ 46 



1

1979 Duke University Usenet

News Usenet Newsgroup

Bulletin Board System BBS Internet 

Forums Usenet

Virtual Community

World Wide Web

Web1.0 Web2.0

Usenet

User Generated Content UGC
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User Generated 
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4.1.1

2009 5 29 6 15

364 FashionGuide

FashionGuide 52

312 85.71%

-1 312

268 85.9%

FashionGuide

FashionGuide

312 17

18 25 161 51.6%

26 35 42.6% FashionGuide

273 87.5%

240

76.9% 16.0%

6.7%

34.6% 17.3%
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7.4% 6.1% / 5.8% 5.4% /

4.2% 2.6%

16.7% FashionGuide 46.2%

15,000 37.8% 25,000

35,000 22.8% 56.4% 25,000

34.6%

-1

44 14.1%

268 85.9%

15 0 0.0%

15~17 0 0.0%

18~22 79 25.3%

23~25 82 26.3%

26~35 133 42.6%

36~45 15 4.8%

46~55 2 0.6%

56 1 0.3%

273 87.5%

39 12.5%

0 0.0%

21 6.7%

240 76.9%

50 16.0%

1 0.3%
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108 34.6%

54 17.3%

/ 13 4.2%

/ 18 5.8%

19 6.1%

23 7.4%

17 5.4%

8 2.6%

52 16.7%

15,000 118 37.8%

15,000~25,000 58 18.6%

25,000~35,000 71 22.8%

35,000~45,000 39 12.5%

45,000~55,000 8 2.6%

55,000 18 5.8%

4.1.2

-2

FashionGuide 34.4%

20%

12.8%

FashionGuide 198

63.5% FashionGuide
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FashionGuide

33.3%

FashionGuide

FashionGuide 1 3 34.3% 3

6 22.4% FashionGuide

FashionGuide 7 37.2%

1 2 22.4%

FashionGuide 1 3

38.8% 0.5 1 34.3%

-2

289 34.4%

30 3.6%

/3C 55 6.6%

/ 62 7.4%

38 4.5%

16 1.9%

107 12.8%

57 6.8%

168 20.0%

17 2.0%

198 63.5%

114 36.5%



34

104 33.3%
/

208 66.7%

3 43 13.8%

3~6 24 7.7%

6 ~1 49 15.7%

1~3 107 34.3%

3~6 70 22.4%

6 19 6.1%

1 44 14.1%

1~2 70 22.4%

3~4 45 14.4%

5~6 37 11.9%

7 116 37.2%

0.5 31 9.9%

0.5~1 107 34.3%

1~3 121 38.8%

3~5 32 10.3%

5 21 6.7%

Measurement Model

Structural Equation Modeling SEM

SEM

SEM

Measurement Model Structural 

Model SEM
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Latent Variables Observed 

Variables

Exogenous Variables

Endogenous Variables

2006

SEM Anderson & Gerbing 1988

Two-Step Approach

Measurement Model

Standardized Factor 

Loading

Carmines

Zeller 1979 Loading 0.7

Carmines & Zeller -3

0.7

Incentive-4 Loading=0.54 Incentive-5 Loading=0.64 HV-8

Loading=0.68 UV-2 Loading=0.65 Share-4 Loading=0.62

-4
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-3

Loading

Incentive-1 0.83**

Incentive-2 0.83**

Incentive-3 0.81**

Incentive-4 0.54**

Incentive-5 0.64**

Pleasure-1 0.94**

Pleasure-2 0.87**

Pleasure-3 0.93**

Pleasure-4 0.81**

Arousal-1 0.89**

Arousal-2 0.91**

Arousal-3 0.84**

Arousal-4 0.90**

Arousal-5 0.88**

HV-1 0.72**

HV-2 0.85**

HV-3 0.86**

HV-4 0.83**



37

HV-5 0.79**

HV-6
0.75**

HV-7 0.76**

HV-8 0.68**

HV-9 0.79**

UV-1 0.76**

UV-2 0.65**

UV-3 0.86**

UV-4 0.77**

UV-5 0.86**

UV-6 0.74**

UV-7 0.86**

Stick-1 0.87**

Stick-2 0.87**

Stick-3 0.90**

Stick-4 0.83**

Stick-5 0.92**

Stick-6 0.84**

Share-1 0.93**

Share-2 0.92**

Share-3 0.88**
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Share-4
0.62**

Share-5 0.92**

WOM-1 0.86**

WOM-2 0.90**

WOM-3 0.92**

WOM-4 0.90**

WOM-5 0.83**

WOM-6 0.73**

Note **p<0.01

-4

Loading

CR= 0.90 AVE = 0.75

Incentive-1 0.87**

Incentive-2 0.85**

Incentive-3 0.87**

CR= 0.94 AVE = 0.79

Pleasure-1 0.94**

Pleasure-2 0.87**

Pleasure-3 0.93**

Pleasure-4 0.81**

CR= 0.95 AVE = 0.78) 

Arousal-1 0.89**
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Arousal-2 0.91**

Arousal-3 0.83**

Arousal-4 0.90**

Arousal-5 0.88**

CR= 0.93 AVE = 0.64

HV-1 0.74**

HV-2 0.86**

HV-3 0.88**

HV-4 0.84**

HV-5 0.78**

HV-6
0.75**

HV-7 0.74**

HV-9 0.78**

CR= 0.92 AVE = 0.67

UV-1 0.75**

UV-3 0.83**

UV-4 0.78**

UV-5 0.88**

UV-6 0.76**

UV-7 0.87**

CR= 0.95 AVE = 0.76

Stick-1 0.87**

Stick-2 0.87**

Stick-3 0.90**
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Stick-4 0.83**

Stick-5 0.92**

Stick-6 0.84**

CR= 0.96 AVE = 0.86

Share-1 0.94**

Share-2 0.93**

Share-3
0.90**

Share-5 0.93**

CR= 0.94 AVE = 0.74

WOM-1 0.86**

WOM-2 0.90**

WOM-3 0.92**

WOM-4 0.90**

WOM-5 0.83**

WOM-6 0.72**

Notes **p<0.01

Second-Order CFA

Carmines & 

Zeller 1979 -5

0.7 IQ-4 Loading 0.69

-6
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-5

Loading 

IQ-1 0.84**

IQ-2 0.83**

IQ-3 0.75**

IQ-4 0.69**

IQ-5
0.78**

IQ-6 0.85**

SQ-1 0.72**

SQ-2 0.81**

SQ-3 0.79**

SQ-4 0.78**

SQ-5 0.73**

SQ-6
0.74**

SQ-7
0.82**

SerQ-1 0.86**

SerQ-2
0.90**
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SerQ-3 0.91**

SerQ-4 0.89**

SerQ-5
0.89**

SerQ-6
0.89**

Note **p<0.01

-6

Loading 

CR= 0.91 AVE = 0.68

IQ-1 0.85**

IQ-2 0.84**

IQ-3 0.77**

IQ-5
0.79**

IQ-6 0.87**

CR= 0.91 AVE = 0.60

SQ-1 0.72**

SQ-2 0.81**

SQ-3 0.79**

SQ-4 0.78**

SQ-5 0.73**

SQ-6
0.74**



43

SQ-7
0.82**

CR= 0.96 AVE = 0.79

SerQ-1 0.86**

SerQ-2
0.90**

SerQ-3 0.91**

SerQ-4 0.89**

SerQ-5
0.89**

SerQ-6
0.89**

Note **p<0.01

-7

Loading 

CR= 0.95 AVE = 0.53

0.87**

0.87**

0.90**

Note **p<0.01

-8

Composite Reliability

CR 6 0.90 0.96 Average Variance Extracted

6 Composite Reliability CR
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AVE 7 0.53 0.86 Bagozzi Yi 1988 CR

0.6 AVE 0.5

Internal Consistency

-8

mean SD CR AVE 1 2 3 4 5 6 7 8 9

1.Incentive 3 4.99 1.18 0.90 0.75 0.87

2.Pleasure 4 5.40 1.06 0.94 0.79 0.50 0.89

3.Arousal 5 4.75 1.14 0.95 0.78 0.39 0.67 0.88

4.HV 8 5.35 1.02 0.93 0.64 0.44 0.73 0.61 0.80

5.UV 6 4.99 1.07 0.92 0.67 0.43 0.70 0.64 0.67 0.82

6.Stick 6 5.27 1.22 0.95 0.76 0.38 0.69 0.57 0.77 0.67 0.87

7.Share 4 4.98 1.14 0.96 0.86 0.36 0.46 0.39 0.55 0.43 0.66 0.93

8.WOM 6 4.88 1.27 0.94 0.74 0.36 0.61 0.53 0.58 0.61 0.68 0.61 0.86

9.Quality 3 5.11 1.01 0.95 0.53 0.51 0.76 0.61 0.67 0.77 0.71 0.50 0.66 0.73
Notes CR AVE AVE

Convergent Validity

-4

-6

p<0.01 AVE 0.53 0.86

AVE 0.5 Bagozzi & Yi 1988

7 Average Variance Extracted AVE

AVE



45

Discriminate Validity Fornell Larcker 1981

-8

AVE

Fornell & Larcker AVE

0.80 0.44 0.73 0.61

0.67 0.77 0.55 0.58 0.67

Structural Model

-1

=0.43 t=6.23

p<0.01 =0.22 t=3.59 p<0.01 =0.18 t=2.72

p<0.01 =0.04 t=0.98 p>0.05

=0.51 t=8.12 p<0.01 =0.22 t=3.88

p<0.01 =0.17 t=2.78 p<0.01 =0.00 t=0.02

p>0.05

=0.58

t=12.51 p<0.01 =0.48 t=5.86 p<0.01

=0.32 t=5.86 p<0.01

=0.29 t=5.69 p<0.01 =0.39

t=7.20 p<0.01 =0.12 t=1.66

p<0.01

R2

Falk Miller 1992

0.1



46

R2 0.59

0.64 0.64 0.31 0.43

-1

-9

H2a

H2b
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-9

t-value

H1a 0.22 3.59

H1b 0.51 8.12

H2a 0.04 0.98

H2b 0.00 0.02

H3a 0.43 6.23

H3b 0.17 2.78

H4a 0.18 2.72

H4b 0.22 3.88

H5a 0.58 12.51

H5b 0.48 5.86

H5c 0.32 5.86

H6a 0.29 5.69

H6b 0.12 1.66

H6c 0.39 7.20

Note **p<0.01
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5.1.1

Babin et al. 1994

Babin et 

al. 2005

Wang et al. 2007

Web Site Browsing Value WSBV

Oliver 1999 Shankar et al. 2003 Lin 2008

Lam et al. 2004 Babin et al. 2005 Chen 2007

Ho & Huang 2009

R2 Falk & Miller

1992 0.1

R2 0.31 R2 0.43
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R2 0.64

R2 59% R2

64% Falk & Miller 1992 10%

=0.04 t=0.98 p>0.05

=0.00 t=0.02 p>0.05

=0.13 t=2.47 p<0.01

=0.00 t=0.08 p>0.05 =0.08

t=1.32 p>0.05

FashionGuide

=0.43 t=6.23 p<0.01

=0.17 t=2.78 p<0.01 Babin & Darden 1995

Wang et al. 2007

Lin 2008
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2006 Ahn et al. 2007

0.87 0.87 0.90

5.1.2

Oliver

1999

=0.51

t=8.12 p<0.01

=0.43 t=6.23 p<0.01
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Lin 2008

Ahn et al. 2007

FashionGuide

Armstrong & Hagel 1996

Communities of Interest
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Communities of Transaction Communities of 

Fantasy Communities of Relationship

Wang et al. 2007

WSBV

Griffin et al. 2000

Babin et al. 2005

2005
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