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ABSTRACT

Recently, the development and widespread use of the Internet lead to the increasing diversity of applications in the Internet. One of

the popular applications is the web of virtual community. According to the report of "2009 Taiwan Web100" released from Digital

Age, the web of virtual community site accounted for 21th. The extent of its vigorous development is obviously. Therefore, it is

important to acquire the user demand of virtual community in order to design the attractable virtual community web.

This purpose of study is to identify design attributes and levels by using conjoint analysis, and calculate their utility values for the web

designer as the references. If the virtual community website does not have the attract attributes, we can priority to increase and

strengthen higher levels. It can also be done to the website managers planning future business strategies, and make some amendment

by consumer preferences.

The results showed that members of game community website can be divided into three segments: information-oriented groups,

service-emphasis group and interface-oriented group. We can individually strengthen the marketing and service for the three

separate segment emphasized with the found attributes and levels.
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