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A Resear ch of the Relationships between Participant Motivations, I nteractive Type and
L oyalty Program to Virtual Community L oyalty

1 2

Abstract

This research focuses on the relationships between the participant motivations, the
interactive type and the loyalty program while Internet users intend to be members of virtual
community, and the relationship between the clusters. Therefore, the purposes are as follows:
1. the relationships between loyalty of virtual community members and their participant
motivations, the fallowing 2nd and 3rd issues focus on the relationship between loyalty and
their interactive type and the loyalty program The last issue focus on the relationships
between the clusters. The conclusions of the research are as follows: the relationship with
loyalty, the clusters of participant motivations and interactive type are significant, but the
cluster of loyalty programs is not. We got the conclusion after Chi-Squire test, the
relationships between participant motivations and interactive types and between interactive

types and loyalty programs are significant, but the remnant is otherwise.
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