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Abstract

Social

network services can be defined as an

individual web page which enables online,

human-relationship building by collecting useful information and sharing it with specific or unspecific

people. Recently, as the social network services(SNS) such as Twitter and Facebook have been paid

attention in many fields of the society. SNSs are also one of the fastest channels to get news which

people may not be able to see on TV or newspaper. The number of people who feel they are

benefiting from social network services are increasing dramatically.

A number of researches about SNS are underway. The study based on the Technology Acceptance

Model empirically investigates the relationship between characteristics of SNS (system, service,

information,

and emotional) and user satisfaction of SNS. The study also analyzes how the

relationshipa between SNS characteristics, satisfaction and user acceptance are moderated by country

type of SNS users and inclination toward SNS acceptance. To achieve these research purposes, the

study conducted various statistical analyses using questionnaire of the Korean and Chinese SNS

users. The results of the study are followings. First, SNS characteristics have a positive effect to the

user satisfaction. Second, SNS satisfaction have a positive effect to the user acceptance. Third, the

relationship between SNS characteristics and user satisfaction is moderated by the country type of

SNS users and inclination toward SNS acceptance.

The study results could provide some implications to researchers who have interest in studying

SNS, also could help business managers to operate and develop their SNS site more effectively.

» Keyword : Social Network Service (SNS), characteristics of SNS, user satisfaction, user acceptance

[. Introduction

2 E Y I AH)~(SNS : Socail Network Service)= ¢1E
o2 A3 A At AR T, QAL S R0
AIAE Hale As HHo2 /AEE ARUEY fixo|Eo]

Na HH—
14]:;12 ULT 9= o

TH1]. SNSE= Efolate] ol &4

A, RAE 70T AE] Felstol Juit TARE AL,
B, AHlhs 30 A8 Yk o] o84 Bl B
Fao] A% o] F7h= Folslgel Az

N
—_
R
A
=2
1= Y

Aoz B
1 7hRle] A BAALE NE FHE S Jon] o] 43
YT A2 A FE BANE ol AE HE 5
ek M sHiEst ohe A

.

Web 2.0Ate] Z@l} A G5 L8| ES0] Thekst A4
UIES]E AB|g AT ARERARE Fel oz e
o SNS AlolESo] SHaL 58, Aol snjEEcR

e First Author: Changbae Ko,
*Changbae Ko(kcb2013@kduniv.ac.kr),

* Corresponding Author: Jongsoo Yoon
Department of Business Administration, Kyungdong University

**Jongsoo Yoon(jongsoo@kangnam.ac.kr), College of Business Administration, Kangnam University
* Received: 2015. 09. 22, Revised: 2015. 10. 12, Accepted: 2015. 10. 20.



144

Journal of The Korea Society of Computer and Information

gpEs wHk)7]e] ofEse] Bede] SNSe| ol §5A47} B
P35 glom, 14 SNSE 28517] $late] ofe] 1A
o AAEL Q= Aeltt,
SNSt= HHslstn Salol 54 4] Jrow
£ AU ISR deleiilel 2ol <13
R e e ER T
O SNS 2 /19 i 5 913 kel A
q4i%,ﬂﬂlo

o] x4,
SNSe] fHﬁP
71 A0 2 w$- thoksl A
A%k, o] SNS wHEe} —’F%«]L‘)ﬂ g
diks 3l B, oM B dy-Edtell dAE
o QA 5 o d 22150 SNS WS} 4-82)50] o
& MAETRE EEA WA A= et e Aol
o). 53], SNS| Wee] 9k Sk Afele] w]amel
AR A Fol mhe Aold] B AT
o},

ﬁ
rl
S
N
v
Z,
o
N
N
g
\l
AL
Lo
r:i
mlo
17
I,
Ay

= To/]—'—

Qi e nt

=)
-

whEbA], 2 e A= SNSTE 2
A A2EBEY AREAY AH] 2~
3o i&} o=
o gl me o
SNS EA 7} =7t
gl weh Aol} EAH=TE

II. Theoretical Background

1. SNS Definition and Characteristics
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[Il. Research Design

1. Research Model and Hypotheses
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Fig. 1. Research model
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2. Definition of Research Variables

2.1 System Characteristics
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2.5 Inclination toward SNS Acceptance
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IV. Empirical Analysis
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Table 5. Regression analysis of relationships between SNS
characteristics and SNS satisfaction
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Table 10. Regression analysis of relationships between SNS
characteristics and SNS satisfaction by inclination toward SNS
acceptance
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