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	摘要(中)	由於虛擬社群的蓬勃發展，使得人們的溝通不再侷限於實體生活當中，而不受地理限制進一步延伸至網際網路上，人與人之間的無形情感在虛擬世界中真實的呈現出來。隨著虛擬社群的多元發展，社群網絡的發展有可能是從實際生活中延伸至網際網絡上，與過去先在虛擬社群中建立關係後才有機會延伸至真實世界中的情況大不相同。另外，虛擬社群不再像過往只提供單一種功能，而是已能同時滿足使用者溝通、娛樂、資訊獲取等多種面向的需求，導致若使用科技接受模式單一理論來探究虛擬社群的使用意圖，將產生解釋力不足的現象。故依據虛擬社群互動與娛樂的特性，以科技接受模式為研究基礎，加入從眾行為因子與知覺娛樂性兩種因素，探討影響虛擬社群使用意圖的關鍵因素為何。本研究以目前相當熱門的虛擬社群Facebook其使用者為研究對象，採用問卷方式與結構方程模式進行假說驗證。本研究結果發現知覺有用性、知覺易用性與知覺娛樂性會對虛擬社群的使用意圖產生影響，而透過從眾因素當中的資訊性影響也會間接增加虛擬社群的使用意圖，但從眾因素當中的另一規範性影響則不會對使用意圖產生任何作用。



	摘要(英)	With the rapid development of virtual community, the communication of people is no longer limited in the real life, and further to the network without restricted by geography. The interpersonal intangible sense of love comes true and shown on the virtual world. Along with the variety of virtual communities the development of community that people probably built the relationships first on the Internet in the past. But nowadays, people built the relationships first in the real world.


Virtual community is multi-function, and also provides the need of communication, entertainment, information etc. If only use the single theory of TAM to find out the behavior intention of virtual community, lack of explanatory power will be a problem. So according to the characteristic of interaction and entertainment, based on the TAM, together with conformity and perceived playfulness, find out the key reason to influence the behavior intention of virtual community. A structural equation modeling (SEM) approach was employed to analyze respondents’ intention of virtual community Facebook.


As the result of this study, the perceived usefulness, perceived ease of use and perceived playfulness could influence the behavior intention of virtual community, the informational influence also plays an role in behavior intention of virtual community, but normative influence which in the conformity cannot working in the behavior intention of virtual community.
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