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The Relationship between Facebook Users’ Value

and Loyalty: The Moderating Effect on Trust
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ABSTRACT

The contact between people has been changing as the progress of internet in these years.
Since 2004, Facebook has changed everyone all around the world. Facebook has successfully
attracted tens of thousands of people to use it since it started. As more and more users use
Facebook, it is a big challenge for Facebook to maintain and even increase the original Facebook
users’ loyalty. The purpose of this study is to investigate the relationship between the value of
Facebook and the royalties, and explore the moderating roles of the relationship between the value
of Facebook and the loyalties. A total of 345 valid copies have been used. The results show that
there is partial significant in the correlation between the value of Facebook, the royalties and
internet trust. Finally, the study provides some suggestions for the academics and companies.
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