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Abstract

In view of the technological environment’s dramatic changing and the increase of
Internet penetration, this study is focus on social networking website (SNW) which is popular
issue recently. We took SNW (Facebook) as a brand plan to find out the relationship between
involvement, narcissistic traits and loyalty. After analysis 414 valid samples (the
questionnaire’s Cronbach's o = 0.959). We confirm that user’s involvement and narcissistic
traits do affect their loyalty. The relationship between “involvement and loyalty” and
“narcissistic traits and loyalty” both have positive correlation. Furthermore, we discover
user’s gender and age do affect their narcissistic traits, and different age has different level of

involvement.
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