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The Impact of Website Interactivity and Word-of-
Mouth Effect on Social Networking Website Loyalty—
A Case Study of Group Buying Communities

Tsu-yeh Fan * Fang-mei Liu **  Jhong-de Ding ***

Abstract

Group buying community websites are rising in recent years. Consumers purchase
products by calling for groups to bargain better purchase terms than market price.
Consumers can share their experience and product information through an interactive
communication interface of the group buying community websites. With accumula-
tion of the good reputation, more and more consumers will be willing to participate in
the group buying activities on the website. In this study, we explore the effect of the
website interactivity and word of mouth on the consumer loyalty. The preferences and
needs of consumers and the business model of the group buying community websites
website are also discussed.

This study conducted a questionnaire survey, using the convenience sampling
method, with a total of 163 valid samples. The results show that the website interactiv-
ity and word-of-mouth are significantly positive relation to the website loyalty. There-
fore, in addition to provide product with discount prices, it is very important for group
buying community website operators to increase consumers’ interactivity and to estab-

lish a good reputation.

Keywords: Website Interactivity - Word-of-Mouth Effect - Loyalty * Group Buying
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