Supporting the Construction of Game Community Websites by Using Conjoint Analysis

Method
Oo0o0oooo

E-mail: 9808368@mail.dyu.edu.tw

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.

Keywords : virtual community(] community website[J conjoint analysis

oooo
ood
oo i
goodiv
ABSTRACT v
aad vi

aa vii
ooox
ooo xi

gooogl
1100000001
120000 3
130000 3
140000 4
oogoogoonD e
21000000 6
2110000000 6
2120000000 8
220000 10
2210000000 10
2220000000 12
22300 14
230000 16
23100000000 16
23200 18
2400000 19

2410000000000 19

Table of Contents



2420000000000 20
2430000000 26
2440000000000 28
ooooooo 29
310000 29
3200000000 30
321000000000 30
32200000000 31
330000 33

340000 36
goooogoog 38
41000000 38
42000000 39
4210000000000 39
42200000000 42
42300000000 44
4300000000 47
oooooobg s:

5100 51

52000000 52

oooQ ss

oo s7

REFERENCES

[1I0DDO0O020300000000000000000000000O0000000000000O0000000O0DO00OoOOOn
[QI0O00200200000000000000000000000O000O0O0O0O00OO0OO0O0OOOOOO0OOd
[BoO0D00dz20000000000000000000000O0OD0D0O00ODO0D0O0O0O000O0O0
[4000000000002030000000000000000000DO0DO000DODO0OOOOOO
[flo00O020000000000000000DOO00DOOO000DOD0O0DOO00DODO0ODOO00DDODOO0DOODDODDOODOOOOO
[pl00O000d0Dopz2000 0000000000 00DOO00O0ODODDO0ODODOOO

[7l0D00020050 00 000000000000 000000O0DD0O0OO0OO0O0ODOOO0ODOO
[BIOO000oope04000000000000000D00O0OOOOO0O

[QUoboo0es 000l 00NoDo00UD0o0000o000D0DD000o00o0oooOooDooooDO
[I0j0D000200100000000000000000D0OO0O0DOD0OO0O00ODOOO0DDOOO0OOOOOg

[11]j0D00020030 00 00000000000000D0O00O00O0OO00O0OOOO0ODOO0O0OOO0OO

[121000020030 00000 0Happy0:0000000ON-LineGameOD 000D OO0 OO0DODOOOOOOOO

[1Bj00001980 0 0000000000000 0000000N00D000D0000oooOooooooon

[14000019980 0 0000000000000 0000000000000O000000O0OOO00OOn

[1510 0001990 0000000000000000000000000D0000D0O00O0ODO0OoOoDoOOoOn

[16]Adler, P. R. & Christopher, J. A. (1998), “ Internet Community Primer: Overview and Business Opportunities” .01

[17]Ahuja, M. K. & Galvin, J. E. (2003), “ Socialization in Virtual Groups,” Journal of Management, Vol.29, No.2, pp.161-185.00

[18]Baym, K. N. (1994), * The Emergence of Community” , Cybersociety: Computer mediated communication and Community, pp.38-163.0
[19]Baym, N. K. (1998), “* The emergence of on-line community” , In S. G. Jones (Ed.), Cybersociety 2.0: Revisting computer-mediated
communication and community.(]

[20]Chang, M. K. & Cheung, W. & Lai, V. S. (2005), “ Literature derived reference models for the adoption of online shopping” , Information
and Management, VVol.42, No.4, pp.543-559.00

[21]Green, P. E. & Krieger, A. M. & Wind, Y. (2001), “ Thirty Years of Conjoint Analysis: Reflections and Prospects” , Interface, Vol.31, No.3,
pp.S56-S73.00

[22]Green, P. E. & Srinivasan, V. (1978),” Conjoint Analysis in Marketing: New Developments with Implications for Research and Practice” .0
[23]John H. 111 & Arthur, A. (1997), “ Net Gain: Expanding Markets Through Virtual Communities” , Harvard Business School Press.]
[24)Jiwoong, S. & Taewon, J. & So, Y. S. (2009), “ Conjoint Analysis for IPTV service” , Expert System with Application, VVol.34, No.4,
pp.7860-7864.01



[25]Koh, J. & Kim, Y. G. (2004), “ Knowledge Sharing in Virtual Communities: an E-Business Perspective” , Expert Systems with Applications,
Vol.26, No.2, pp.155-166.01

[26]Mole, C. & Mulcahy M. & O’ Donnell, K. & Gupta, A. (1999),” Making real sense of virtual communities” .01

[27]Newman, M. & Landy, J. (2000), “ Sitemaps, Storyboards and Specification: A Sketch of Web Site Design Practice” .[J

[28]Palmer W. J. & Griffith A. D. (1998), “ An emerging model of Web site design for marketing” , Communications of the ACM, Vol. 41, No.3,
pp.44-51.0

[29]Ranganathan, C. & Ganapathy, S. (2002), “ Key dimensions of business-to-consumer web sites” , Information & Management, 39,
pp.457-465.00

[30]Rheingold, H. (1993), “ The Virtual Community: Homesteading on the Electronic Frontier” , New York: Haper Perennial.(]

[31]JRomm, C. & Pliskin, N. & Clarke, R. (1997), “ Virtual Communities and Society: Toward an Integrative Three Phase Model” , International
Journal of Information Management, VVol.17, No.4, pp.261-270.00

[32]Rothaermel, F. T. & Sugiyama, S. (2001), “ Virtual Internet Communities and Commercial Success:Individual and Community-level Theory
Grounded in the Atypical Case of TimeZone.com” , Journal of Management, Vol.27, No.3, pp.297-312.



