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An Empirical Research about the Influence of Value Perceptions to Participation
Desires of Virtual Communities Members
Based on the Analysis of Fans Sites of Superstar
LIN Zhi-yang FANG Zhi-bin
( School of Management Xiamen University Xiamen Fujian 361005 China)
Abstract: In combing the literatures on the basis of relevant theories this paper built a relationship model of

Value perceptions  Social influence variables and Participation desires and then empirical studied. The finding
showed that according to fans purposive value that is one of value perceptions has positive impact social influ—
ence variables which composed of group norms and social identity. But others of value perceptions have not signifi—
cant impact social influence variables. Group norms positive impacted social identity and didnt significant impact—
ed participation desires. Social identity has positive impact to participation desires. Finally according to the empirical
results the paper provided guidance on the practical suggestions for management activities.

Key Words: value perceptions; group norms; social identity; participation desires; virtual community
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