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ABSTRACT
Orginated from Japan, Doujinshi culture is flourishing in Taiwan. Similar to the virtual communities for free creation, Doujinshi
fans have expended their activities through the Web 2.0 services. Motivation of Doujinshi fans represents why free creators are
happy to create and share their works on the Internet. This study aims to examine the motivational factors driving fan’ s intention
to create and share Doujinshi works on the Interent from the individual development, flow, and social identity persepctives. A survey
of Doujinshi fans collected 322 effective samples in Taiwan. The structural equation modeling approach was employed to validate
the research model and to analyze the competing models. Results showed that self-actualization, perceived enjoyment, and Internet
self-efficacy had direct effects and Involvement, interaction with fanciers, and community identification had indirect effects on
Doujinshi fan’ s intention to create and share works on Intetrnet respectively. This study validated a motivaltional model for
explaining Doujinshi creation on the Internet. Practical suggestions for promoting online free creation are provided.
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