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{Abstract)

The popularity of communities on the internet has captured the attention of marketing
scholars and practitioners. By adapting to the culture of the internet, however, and
providing consumer with the ability to interact with one another in addition to the
company, businesses can build new and deeper relationships with customers.

The economic potentid of online communities has been discussed with much hope in
the many popular papers. In contrast to this enthusiastic prognogtications, empirica and
practical evidence regarding the economic potentia of the online community has shown a
little different concluson. To date, even communities with high levels of membership and
vibrant social arenas have faled to build financid viability.

In this perspective, this study investigates the role of various kinds of influencing
factors to online community loyaty and basically suggests the framework that explains
the process of building purchase loyaty. Even though the importance of building loyalty
in an online environment has been emphasized from the marketing theorists and
prectitioners, there is no sufficient research concluson about what is the process of
building purchase loyaty and the most powerful factors that influence to it.

In this study, the process of building purchase loydty is divided into three levels
characteristics of community site such as content superiority, Site vividness, navigation
easiness, and customerization, the mediating variables such as sdf congruency, consumer
experience, and consumer to consumer interactivity, and finaly various factors about
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online community loyaty such as vist loyaty, affect, trust, and purchase loyaty are
those things.

And the findings of this ressarch are as follows. First, consumer-to-consumer
interactivity is an important factor to online community purchase loyaty and other loyalty
factors. This means, in order to interact with other people more actively, many
participants in online community have the willingness to buy some kinds of products
such as music, content, avatar, and etc. From this perspective, marketers of online
community have to create some online environments in order that consumers can easily
interact with other consumers and meke some sSite environments in order that consumer
can fed experience in this dte is interesting and self congruency is higher than a other
community sites.

It has been argued that giving consumers a good experience is vita in cyber space,
and websites create an active (rather than passive) customer by their nature. Some
researchers have tried to pin down the postive experience, with limited success and less
empirical support. Web sites can provide a cognitively stimulating experience for the user.
We define the online community experience as playfulness based on the past studies.
Playfulness is created by the excitement generated through a websités content and
measured using three descriptors

Marketers can promote using and visiting online communities, which deliver a superior
web experience, to influence their customers attitudes and actions, encouraging high
involvement with those communities. Specialy, we suggest that transcendent customer
experiences(TCEs) which have aspects of flow and/or pesk experience, can generate
lasting shifts in beliefs and atitudes including subjective sdf-transformation and facilitate
strong consumer’s ties to a online community. And we find that website success is
closdy related to positive website experiences. consumers will spend more time on the
dte, interacting with other users.

As we can see figure 2, vidit loyaty and consumer affect toward the online community
ste didn't directly influence to purchase loydty. This implies that there may be a little
different dituations here in online community sSte compared to online shopping mall
studies that shows close relations between revisit intention and purchase intention. There
are O many dternative sites on web, consumers do not want to spend money to buy
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content and etc. In this sense, marketers of community websites must know consumers
affect toward online community ste is not a last goal and important factor to influnece
consumers  purchase.

Third, building good content environment can be a redly important marketing tool to
create a competitive advantage in cyberspace. For example, Cyworld, Koreas number one
community site shows distinctive superiority in the consumer evauations of content
characteristics such as content superiority, site vividness, and customerization. Particularly,
comsumer evaluation about customerization was remarkably higher than the other sites. In
this point, we can conclude that providing comsumers with good, unique and highly
customized content will be urgent and important task directly and indirectly impacting to
sdf congruency, consumer experience, c-to-c interactivity, and various loydty factors of
online community. By creating enjoyable, useful, and unique online community
environments, online community portals such as Daum, Naver, and Cyworld are able to
build customer loyaty to a degree that many of today's online marketer can only dream
of these loyalty, in turn, generates strong economic returns.

Another way to build good online community sSite is to provide consumers with an
interactive, fun, experience-oriented or experientid Web site. Elements that can make a
dot.com's Web dite experiential include graphics, 3-D images, animation, video and audio
capabilities. In addition, chat rooms and red-time customer service applications (which
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link dte vidtors directly to other vistors, or with company support personnd,
respectively) are aso being used to make web Sites more interactive. Researchers note
that online communities are increasingly incorporating such applications in their Web
sites, in order to make consumers online shopping experience more similar to that of an
offline store. That is, if consumers are able to experience sensory stimulation (eg. via
3-D images and audio sound), interact with other consumers (e.g., via chat rooms), and
interact with sales or support people (eg. via a red-time chat interface or emall), then
they are likdy to have a more positive dot.com experience, and develop a more positive
image toward the online company itself). Anaysts caution, however, that, while high
quality graphics, animation and the like may create a fun experience for consumers, when
heavily used, they can dow dite navigation, resulting in frustrated consumers, who may
never return to a site. Consequently, some andysts suggest that, a least with current
technology, the rule-of-thumb is that less is more. That is, while graphics etc. can draw
consumers to a dte, they should be kept to a minimum, so as not to impact negatively
on consumers overdl ste experience.

Key words: consumer to consumer interactivity, consumer experience and self—
congruency, purchase loyalty, online community
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Table 1. Websites That are Studied in This Study

Name of community website Cyworld Naver Daum Damoim
The number of user(%) 281(47.6) 35(5.9) 172(29.2) 38(6.4)
Name of community website Buddybuddy Freecha Paran etc
The number of user(%) 9(1.5) 24(4.1) 7(1.2) 24(4.1)
Table 2. Sample Characteristics
it Name of community website
item
Cyworld | Naver | Daum | Damoim | Buddybuddy | Freechal | Paran etc
yes(%) 179(63.7) 2 13 16 2 2 3 8
purchase
. no(%) 102(36.3) | 33 159 2 7 2 4 16
experience
total 281 35 172 38 9 24 7 24
h'gh(;;h(’o' 17(512) | 21 60 29 8 1 5 21
Occupaion | cse(%) | 160(47.6) | 13 111 8 1 23 1 3
total 162(98.8) 34 171 37 9 24 6 3
BGM 169 - 1 13 2 - 1 3
Purchase mini-
Items 111 - 1 1 2 - - 2
o homepage
(repect avater 27 - 2 2 2 - 1 3
answer)
etc 13 2 8 4 - - 2 2
cell-phone 65 1 7 9 1 - 1 2
point 73 - - - - 1 1 1
A settlement | credit card 3 - 1 - - - -
etc 35 4 7 - 1 1 5
total 176 2 12 16 1 2 3 8
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