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Abstract—  In order to study the motivation of consumers’ interactive participation in virtual brand community, software 
AMOS18.0 and SPSS21.0 is separately used to conduct the exploratory factor analysis and the confirmatory factor analysis with 
two independent samples. The research results shows that customers’ interactive behaviors in virtual brand community are mainly 
motivated by contribution motivation, social motivation, information motivation, economic motivation and pleasure motivation. 
The first three items, social motivation, contribution motivation and the pleasure contribution influence the behavior more greatly, 
while the next two items, information motivation and economic motives make smaller contribution to the whole participation 
motive. 
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I. INTRODUCTION 

With the development and popularization of network, 
people increasingly rely on the Internet to get information, 
maintain social relationship and improve the efficiency and 
effect of consumption. With the ease and openness of 
communication, the virtual brand community provides an 
important platform for consumers to share information, 
communicate their consumption experience, and help 
forming the purchase decision. Meanwhile, that the 
consumers actively participate in the interaction in virtual 
brand community and share information is the inherent 
power for the virtual brand community to exist and maintain 
its vitality. So exploring the motivation of consumers to 
participate in virtual brand community interaction will help 
the marketers further understand the psychology and 
behavior of consumers in network. By guiding consumers to 
take an active part in the virtual brand community 
interaction, the purpose of promoting brand information 
communication, effectively using of consumers’ knowledge 
and ability to improve and innovate the brand, as well as 
enhancing the consumers’ brand loyalty will be achieved, 
which also reflects the significance of this study.  

II. LITERATURE REVIEW 

A. Virtual Brand Community 

Since Muniz and 0 'Guinn (2001) put forward the 
concept and the model of brand community, it has been paid 
more and more attention by scholars. With the pervasive use 
of network, the research on brand community has been 
extended to scope of virtual brand community (also known 
as online brand community). Algesheimer et al. (2005) 

thought that virtual brand community was a kind of virtual 
community formed by numerous brand lovers [1]. Amine 
and Sitz (2004) pointed out that virtual brand community 
was in fact a social group of customers who shared the 
common interests to a specific brand, through the medium of 
network and computers [2]. Sicilia, Palazón (2008) believed 
that virtual brand community was a network platform 
provided by enterprise for communication with those 
customers who had a common hobby on its brand [3]. Based 
on the above literature, it can be concluded that the virtual 
brand community in general has the following two important 
features: (1) the contact among community members is 
based on the network platform; (2) the community members 
focus on a common brand. Therefore, the virtual brand 
community in this paper is defined as a social group consists 
of specific brand followers, and it is formed by their 
participation in the community around the core theme, brand 
or products on network communication platform. The typical 
virtual brand communities include Xiaomi, Weifeng, 
Samsung community, etc. 

B. The Participation Behavior in Virtual Brand 
Community  

Wang and Fesenmaier (2004) pointed out that the 
participation behavior in virtual brand community included 
general participation and contribution participation. The 
former was driven by self interests, such as solving problems 
by searching useful information; the latter was driven by 
community interests, such as providing help or advice for 
others [4]. Ridings et al. (2006) similarly divided the 
participation behavior in virtual community into two types, 
that is, diving and spamming. Diving referred to searching 
information; spamming referred to actively participate in 
post and reply [5]. Zhao Weihong (2011) summarized the 
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participation behavior in virtual brand community as the 
seeking participation and the interactive participation, the 
seeking participation was a kind of one-way participation, 
such as seeking or browsing information; while interactive 
participation referred to spamming, sharing brand 
experience, replying and interacting with other members [6]. 
This paper has drawn the concept of “interactive 
participation behavior” from the above relative research, and 
defines the interactive participation in virtual brand 
community as “consumers’ contribution and dissemination 
behavior in the virtual brand community, in the form of 
retransmit, sharing and participating in discussions about the 
use function, product quality, personal consumption 
experience, brand evaluation, product improvement or 
creation of a specific brand”. 

C. The Motivation of Interactive Participation in Virtual 
Brand Community 

Many scholars researched on the consumers’ 
participation motives in virtual community. Wang and 
Fesenmaier (2004) classified the community participation 
behavior into general community participation and positive 
contribution participation, and accordingly concluded two 
kinds of motives, the former included functional, 
entertainment, psychological and social motives; the later 
included efficacy, instrumental, quality safety, expectation, 
status improvement ones [6]. Dholakia et al. (2004) pointed 
out that customer’s participation in virtual community was 
mainly driven by information value, self discovery, 
interpersonal communication, social enhancement and 
entertainment value [7]. Wang Xinxin, Xue haibo(2008) 
concluded that consumers’ participation in the brand 
community interaction are mainly because of social, leisure, 
information, ability achievement, economic motive [8]. 
Wang Yonggui, Ma Shuang(2013) concluded that the 
customers’ interaction were mainly driven by the use and 
gratification requirements in the virtual brand community 
[9]. Li Zhaohui (2013) referred the customer participation 
motivation as cognitive needs, personal integration needs, 
social integration needs, economic interests needs etc. when 
studying the co-creation in virtual brand community [10]. 
This paper will further explore and verify the intrinsic 
motives of consumers’ active interactive participation in 
virtual brand community, based on referring and integrating 
the measurement scales of the relevant research, so as to get 
a thorough understanding of online consumers’ psychology 
and behaviors. 

III. THE QUESTIONNAIRE FORMATION AND SAMPLE 

DESCRIPTION 

Based on related literature research on consumers’ 
behavior and their motive of participation in virtual 
community or brand community, this study particularly 
refers the measurement scales of Dholakia (2004) [7], Wang 
Xinxin and Xue Haibo (2008) [8], Wang Yonggui and Ma 
Shuang (2013) [9], Li Zhaohui (2013) [10], and then forms 
the questionnaire of consumers’ motive of interactive 
participation in virtual brand community. Following the in-
depth interview of 30 virtual brand community members, a 

preliminary research with a small sample of 60 community 
members is adopted. With the survey data above, this 
research firstly tests the reliability of the scale, and then 
deletes the items with poor reliability in order to further 
optimize and modify the questionnaire. Thus an ultimate 
questionnaire composed of 21 items, with Likert five-point 
scales used, are formed. 

This study used both online and offline methods to 
collect data. 520 formal questionnaires were hanged out and 
495 effective questionnaires were recycled, and the effective 
recovery rate was 95.19%, including 52.15% online 
recycling questionnaires and 47.85% offline ones.  

IV. DATA ANALYSIS  

This study divides the data of 495 valid questionnaires 
into two groups, which name sample 1 and sample 2 
separately, according to the odd and even number of the 
individuals in the whole sample. Sample 1 contains the data 
of 248 valid questionnaires and sample 2 contains that of 247 
valid questionnaires. Sample 1 is used for exploratory factor 
analysis, while sample 2 is used for confirmatory factor 
analysis. 

A. Exploratory Factor Analysis 

This research uses the data of sample 1 with 248 valid 
questionnaires to make the exploratory factor analysis for 
consumers’ motives of interactive participation in virtual 
brand community, using the software SPSS21.0. Firstly, it 
tests the scale reliability and validity. By analyzing 
Cronbach's α, the results shows that the total scale has good 
internal consistency reliability since the Cronbach's α of the 
total scale is 0.874, which is greater than 0.80. While the 
validity analysis is made by KMO and Bartlett 's test of 
sphericity. It shows the KMO measure value is 0.869, which 
is greater than 0.80, so it can be concluded that the 
correlations among variables are strong enough to fit factor 
analysis; the approx. chi-square is 1621.685, and the Sig. 
coefficient is 0.000, which is less than 0.05, thus it can be 
concluded that the null hypothesis of sphericity test should 
be rejected, in another words, the correlation coefficient 
matrix is not a unit one, so the data is suitable for factor 
analysis.  

Secondly, we determine the number of common factors 
with principal component analysis, according to the principle 
that the Eigenvalues are greater than 1. With the varimax 
rotation of 21 items of motivation scale, taking 0.5 as the 
intercept point of factor loadings, we have todelete the items 
whose factor loading are less than 0.5, as well as those ones 
which have multiple factors loadings greater than 0.5 in the 
rotated component matrix. Thus ultimately 18 items are 
maintained while 3 items are deleted, which are separately 
“monitoring and improving the product or service”, 
“maintaining the brand reputation and the quality of 
community information”,“sharing my joy and feeling with 
others”. 

Thirdly, we make another exploratory factor analysis for 
the modified scales. KMO value and Sig. value are tested 
again, and it shows that the KMO measure value is 0.853, 
while the approx. chi-square is 1354.893 and the Sig. is 



YINHUA HU: EXPLORATION AND VERIFICATION OF CONSUMER MOTIVES DURING INTERACTIVE  . .  

DOI 10.2013/IJSSST.a.17.07.19 19.3 ISSN: 1473-804x online, 1473-8031 print 

0.000, so the reliability and validity are up to standard and fit 
the factor analysis. Through varimax rotation, the 18 
measure indexes are finally converged into 5 effective 
factors, with Eigenvalues greater than 1. The Cronbach's α of 
5 factors are separately 0.769, 0.744, 0.688, 0.734, 0.703, 
and the Cronbach's α of the total scale reaches 0.857, thus it 
can be concluded that the scales have good internal 
consistency. Viewed from the total variance explained, the % 
of variance explained of the 5 factors are separately 
14.692%, 12.082%, 11.863%, 11.177%, 11.863%, and the 
cumulative % of variance reaches 60.621%, which illustrates 
the 5 common factors contain a large part of information of 
the initial variables. Furthermore, the factor loadings of all 
variables are greater than 0.5, and the factor structure is very 
clear and has good interpretability. The detailed results are 
shown in table 1. 

Viewed from the factor structure, the factor 1 is highly 
tally with the following 5 items “giving full play to my 
knowledge and ability”, “improving my status and influence 
power in the brand community”, “expressing myself”, 
“strengthening the friendly relations with other members in 
the community”, “getting a sense of belonging to the 
community”. It reflects the consumers' social needs, such as 
social contact, belonging and self-value realization, so the 
factor 1 is named as “social motive”. Factor 2 highly 

corresponds to the following 3 items “contributing to the 
development of the brand”, “contributing to the virtual brand 
community”, “helping other members of the virtual brand 
community”. It reflects the desires of consumers to serve 
community and help others, so the factor 2 can be defined as 
“contribution motive”. Factor 3 properly fit the following 4 
items “acquiring knowledge or information about specific 
product (brand) or its use”, “understanding the brand 
further”, “helping make purchase decisions”, “solving 
problems in the product (brand) use”. It reflects the 
consumer's need for information search and use, so the factor 
3 is defined as “information motive”. Factor 4 accords with 
the following 3 indexes “getting more accumulative points as 
community member”, “getting attractive bonus during 
various activities in community”, “getting more discounts in 
the purchase in the future”. It reflects the consumers’ needs 
for economic benefits and physical pursuit, so the factor 4 is 
named as “economic motive”. Factor 5 highly fit the 
following 3 indexes “getting pleasure and happiness”, 
“spending the boring time”, “enjoying the feeling in problem 
solving and creative activities”. It reflects the consumers’ 
needs for spiritual pleasure, so the factor 5 is defined as 
“pleasure motive”. The concrete structure is shown in table 
1. 

TABLE I.  ROTATED COMPONENT MATRIX 

Item 
Social 
motive

Contribution 
motive

Information 
motive

Economic 
motive 

Pleasure 
motive

S1 giving full play to my knowledge and ability 0.720     

S2 improving my status and influence power in the 
brand community 

0.707     

S3 expressing myself 0.706     

S4 strengthening the friendly relations with other 
members in the community 

0.627     

S5 getting a sense of belonging to the community 0.543     

C1 contributing to the development of the brand  0.686    

C2 contributing to the virtual brand community  0.646    

C3 helping other members of the virtual brand 
community 

 0.798    

I1 acquiring knowledge or information about 
specific product (brand) or its use 

  0.738   

I2 understanding the brand further   0.634   

I3 helping make purchase decisions   0.689   

I4 solving problems in the products (brand) use   0.699   

E1 getting more accumulative points as community 
member 

 
  0.717  

E2 getting attractive bonus during various activities 
in community 

 
  0.726  

E3 getting more discounts in the purchase in the 
future 

 
  0.791  

P1 getting pleasure and happiness     0.602 

P2 spending the boring time     0.810 

P3 enjoying the feeling in problem solving and 
creative activities 

    0.794 

% of variance 14.692 12.082 11.863 11.177 10.807 

Total variance explained     60.621 
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B. The Confirmatory Factor Analysis  

On the basis of exploratory factor analysis, the research 
uses the data of 247 valid questionnaires in sample 2 for 

confirmatory factor analysis. With the software AMOS18.0, 
we build the first-order factor analysis model, and get the 
model fit measurement indexes as shown in table 2. 

TABLE II.  THE MODEL FIT SUMMARY OF CONSUMERS’ MOTIVE OF INTERACTIVE PARTICIPATION IN VIRTUAL BRAND COMMUNITY                        

Index RMSEA GFI AGFI NFI CFI IFI TLI PGFI PNFI P X2/DF 

Critical value  <0.08 >0.9 >0.9 >0.9 >0.9 >0.9 >0.9 >0.5 >0.5 >0.05 <2 

Measure value 0.049 0.919 0.889 0.870 0.947 0.948 0.935 0.672 0.711 0.000 1.585 

 
As the test results show, the chi-square value X2 is 

198.130; the freedom DF is 125; P is 0.000. Under the large 
samples, when judging whether a hypothetical model 
matches the sample data, we should not only consider the 
value P, but also refer the other statistics for mode fit. It is 
shown that the other indicators of the model fit are ideal. X2 
/ DF is 1.585, less than 2, the general standard values; 
RMSEA is 0.049, far less than the critical value 0.08; CFI is 
0.947, IFI is 0.948, GFI is 0.919, TLI is 0.935, all are higher 
than the critical value 0.9; the measurement results of the 
above indexes reflect the good fit status of the model. It is a 
pity that AGFI is just 0.889, and NFI is 0.870, but they are 
still very close to the standard value 0.9, so the results are 
also in the acceptable range. In addition, PGFI is 0.672, 
PNFI is 0.711, higher than the critical value 0.5. 
Consequently the overall model fit status is good and has 
strong explanatory power as a whole. 

TABLE III.  THE CONFIRMATORY FACTOR ANALYSIS 

variables      Item Factor loading T  S.E. 

Social 
motive 

S1 0.704 - - 
S2 0.753 10.083 0.105 
S3 0.574 7.968 0.111 
S4 0.601 8.310 0.095 
S5 0.565 7.843 0.100 

contribution 
motive 

C1 0.699   - - 
C2 0.794 10.197 0.104 

C3 0.664 8.967 0.107 

Information 
motive 

I1 0.760 - - 

I2 0.707 9.463 0.089 

I3 0.642 8.768 0.088 

I4 0.616 8.453 0.091 

Economic 
motive 

E1 0.721   - - 

E2 0.766 8.890 0.124 

E3 0.617 7.972 0.107 

Pleasure 
motive 

P1 0.679 - - 

P2 0.597 7.559 0.129 
P3 0.675 8.266 0.129 

 
All the factor loadings of observation indexes on their 

latent variables measured are higher than 0.5, including 15 
items which exceed 0.6, and all the indicators are highly 
significant (standardized coefficient are in the range of 
0.565- 0.794, T is in the range of 6.889 - 10.197), the 
standard errors (S.E.) are very small (regardless of the 5 

indicators set as fixed parameters). So it can be conclude that 
the sample data verify the conclusion of exploratory factor 
analysis, and confirm the inherent dimensions of consumers’ 
motives of interactive participation in virtual brand 
community. The concrete indicators are shown in the table 3. 

In view of the high correlation among the latent 
variables, to make the model more simplified and understand 
the loads of each factor on the interactive participation 
motive of customers in-depth, the research further build a 
second-order factor analysis model on the basis of the first-
order factor analysis, as shown in Figure1. By analyzing the 
model fit summary, it can be drawn the detailed results as 
following: chi-square X2 is 258.25, DF is 130, P is 0.000; 
GFI, AGFI, NFI, CFI, IFI, TLI are separately 0.893, 0.859, 
0.831, 0.907, 0.908, 0.890; PGFI, PNFI are separately 0.679, 
0.706; RMSEA is 0.063, X2 / DF = 1.987, P = 0.000. The 
output results show that the mode fit state between second-
order factor analysis model and the sample data is 
acceptable. 

 
Figure 1.  Second-order Confirmatory Analysis Model 

By further analyzing the standardized parameters of the 
model in Figure1., it is showed that the factor loadings of the 
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social motive, the contribution motive, the information 
motivation, the economic motive and the pleasure motive on 
the second-order factor “participation motivation” are all 
significant; the standardized coefficient are separately 0.82, 
0.88, 0.37, 0.55, 0.78, T is in the range of 4.080-6.277. The 
results above show that the consumers’ motives of 
interactive participation in virtual brand community are 
formed under the interplay of their internal dimensions, and 
different dimension contributes to the interactive 
participation motive in varying degree. The standardized 
coefficient of contribution motive is the highest, up to 0.88. 
Followed is the social motive and enjoy motives, and then is 
the economic motive, and the lowest is the information 
motive. 

V. CONCLUSION 

Through the exploratory factor analysis and the 
confirmatory factor analysis, it is found that different 
dimension make different degree of contribution to the 
motive of consumers’ interactive participation in virtual 
brand community, which reflects the variety and diversity of 
consumers’ interactive participation motives. We elaborate 
the consequences in the following two aspects. 

First, the factor loadings of the contribution motive, 
social motive and the pleasure motive on the second-order 
factor “participation motivation” are separately as high as 
0.88, 0.82 and 0.78, which illustrates the three dimensions 
make huge contribution to the interactive participation 
motives. The interactive participation behaviors of 
consumers in the virtual brand community include both the 
information communication about consumers’ consumption 
experience or brand evaluation, and the knowledge 
contribution on product (brand) improvement and innovation 
for businesses. It can be viewed as a process of brand value 
co-creation by consumers and businesses together in essence. 
And such brand value co-creation behavior is embodied in 
actively communicating and sharing brand information, 
participating in product (brand) improvement, contributing 
fresh ideas, etc.. Thus the  above active participation 
behaviors particularly require the intrinsic drive of 
consumers, such as willing to share, love of contribution, 
expecting to give play to their knowledge and ability, 
realizing their self-value, and so on. 

Second, the factor loadings of economic motive and 
information motive on the second-order factor “
participation motivation” are only 0.55 and 0.37 separately, 
which reflects the two dimensions make relative small 
contribution to the whole participation motives. Compared 
with the search type behavior, like simply browsing the 

community information, interactive participation behaviors 
are less driven by information motive, because the 
interactive participation are more performed as spreading 
and sharing information, rather than searching and browsing 
information only. In addition, the external stimulation, like 
the attractive rewards and the future discount, will drive the 
consumers to join the value co-creation activities with others 
in virtual brand community to some extent, but compared 
with the internal achievement motive, like expecting to give 
play to their personal knowledge ability, improving their 
reputation and influence power in the community, its driving 
effect is relatively weak. 
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