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Tablep The result of confimato1y factor analysis of conceptualmaode]
T ®R AVE
X 0. 80 12 73 0 36
X 0. 76 11 98 042 0. 821 0 605
X3 0. 77 12 20 040
X4 0. 74 10 17 0 46
X5 0. 66 9 08 057 0. 741 0 489
X6 0. 70 9 66 051
X7 0 61 9 35 063
X8 0. 94 16 86 011 0. 850 0 660
X9 0. 85 14 45 028
X10 0. 68 10 36 053
X1 0. 76 11 88 042 0. 807 0 585
X12 0. 84 13 49 029
X3 0. 88 13 58 032
X4 0. 59 710 076 0. 782 0 550
X15 0. 80 13 00 036
X16 0 82 13 78 033
X17 0. 85 14 62 028 0. 879 0 708
X18 0. 86 14 72 027
X19 0. 67 10 56 055
X0 0. 75 12 17 0 44
X1 0. 74 12 05 045
0. 883 0 557
X2 0. 75 12 29 0 44
X3 0. 81 13 78 034
X4 0. 75 12 22 044
2 (dh 2 (dbh GF1 AGF1 NF1 NNF I CFI IFI RMSEA
437 94(231) 1 896 0. 851 0. 806 0 947 0. 973 0 977 0. 977 0 066
E ( 2) (2 )2
AVE = CR=
2 ¢ DY S SEDY
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2 df e /df GF1 NF1 NNF I CF1 FI RMSEA
472 70 236 2. 003 0. 841 Q0 940 0 96 0. 971 0. 971 0 069
2
Fi8 2 The result of structura] equation mode] ana [ysis
, , 2 ,
¥ /df 2003 <3 ; L5 , 4 :
GFI 0.9 . . 2.3 ;
=09 ; RMSEA 0. 069 < . 6
0. 08 ,
, 0. 168(0. 24 * 0 70 X
Q 133 (0 19 * 0. 70),
. . 3 Q 308

(0 44*0Q 70).
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R esearch on know Jedge shar ng n virtua] canm unities on consum er purchase

mntention

(HANG YaPng LIU Xing& & YAN Jun ZHANG ] long
Schoo] ofManagemen,t Huazhong8 Unjversity of Science and Techno pgy W uhan 430074 China

Abstract W ith the PobPulargaton of pemet knowledge sharing in virua] caxmunites has ajready stared ©
affect consumers purchase hehavior Based on the sub ject of knowledge sharing the sudy explores the mflw
encngmechanjsn of know edge sharmng jn virtua] canmun;tes on consumer purchase pention The study in
dicates thagt tie suppctof sharing can pe described by five d'mension:s the sender s expertise the recejver
S expertisge te proactivity of e mfomation seamhqr te strength and canmun;ty activir}j Among then the
{irst three dimensjons have si€nificant mfluence on the purchase pnention hy tru st and the latter wo dimen
spns haven t sigificant pfluence

Key WOI‘d:S virual om]munit’y know led&e shar'ng supject of sharing rust Purchase pntenton



