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[Abstract]

This study was conducted with the aim of providing help in finding ways to utilize marketing for small
business owners closely related to our daily lives by utilizing SNS marketing. To achive these research
purpose, the study conducted various statistical analyses using questionnaire of SNS users. The results and
implications of this study are as follows. The characteristics of SNS, such as information provision,
interactivity and convenience, all showed positive positive effects on the intention of purchase, and the size
of the influence was shown in the order of convenience, information provision and interactivity, confirming
that the convenience had the greatest impact on the intention of purchase. Based on the impact of SNS
characteristics on purchasing intentions, the results of this study confirmed that all three characteristics of
SNS, namely interactivity, information provision and convenience, are important variables in predicting
consumers' purchasing intentions. Communication with consumers and providing useful information can be
seen as essential factors in conducting SNS marketing for small business owners, and if they focus on the
benefits that make it easy to access SNS, they will not only be able to increase their purchasing intentions

but also to develop strategic ways to lead to the execution of purchases.
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II. Preliminaries

1. Current Status of Small Business Owners
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2. SNS Definition and Characteristics
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3. SNS Characteristics and Purchase Intention
SNS= Afolu] B7HollA ERfslAIe @A) QRzkeA|
= HHSITE. SNS= 1 AAPT 459 7 IAME d74dsh7]

T 5o AH|Q} AAKS] QEbRI0l T UZ0] ALE|X] 9o

], oFalBHA 2 283510 0] 8A[S0] AR08 Rloja}l
A Foo10 EHAS gHE0] W 4ol 9oi{13]

SNSO| S4H M8 UAZ YR ofjet 2ol L ie}
Uo| wats Aoy AL Hol Wt P
ol[14], ACkEES] ciEalet SNS AHgAI9] 5712 olu]



A Study on the Relationships between SNS Characteristics and Purchase Intention of Small Business Products 291

ure 7]} 749l AFgALSo] SNSE CioRt 2A We
ol X3 g3t ct.
TOIA AEstalA} sk SNS 5733t Fofef =ot
o] WAVdS mefsh] flet A4S AmEY tE
7EEJr( <Table 1> %)
FA1 2] SNS 57go] 2249l &gE oiel=o] ]
At AoA SNS S84S5 AT oAt
CEAS AR Ao R Hdsrelen wAdE
oF Ltix] Q152 AR mofulsh ol e
At BEE. o8- 2Esl15]= AR
SNS =/4DL i) & % Jofelzefe] Ao
SNSo| =g 4angd, AR, asl8e PER
cloe eipsiglon] Qs Aealgy, FuAlRy B
% 3R At Yerdrh
ALR[16] 2470~ SRYEY AU} By
o Pl gh%, AlE) % o] gelzo] nlx): ol
APAFHAO] EAS HHATA, AFSAIRA molNg2
QQloz XY on, Avtg HolXu} A HA-ZAo]
oo Qojulat g nlxke o2 UETh orls)
TAIS{41e 9471 e] SNSE4o] WARtS % ufol
o] ORI Qo] Thet AIER SNSEHL AHeAtg )
NuAE, HEHS PYRQIeR nARtSD of
oo FoujtAlS Aot A JeAgd. BEAE
A, x%:Lﬁ:]g]/d £02 oJske oAt
Z R3Sk SNSSY 5 Aaxbg, HuAley, g
AE. Bl G 7994 3 FolelE] Al
Qe Aqotgin Mo pojel=o] erS ujzirt
Logan et al.[17]= SNS ZojA] Ho]AE-S E5}o] SNS
o] Fat oA FuEi=o] YF= UAlEAlE At
11 SNS9] &48 ozbd A=A, A HEAJO] 37FK] Q010
2 Apsloith. eehynt ArAe BukKlel Fao) §
ot gk nFon AL JFL ulAIK] e Ao
2 Uehdry,
FolA A 71EAES S5l = ™, SNSO| 54
o wAsto JiE AR FEH o= Aolst §4

oo A
_@. O_>‘|.. l‘l[‘ ON

ol

S

Eﬁ

fyl

29152 AN 9o
T
oA, B APl
SNSe] S} PufelEzre] el

3.1 Information Provision
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3.2 Interactivity
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Table 1. Previous Studies on the Relationship between SNS Characteristics and Purchase Intention
Researcher Research Area Influencing Variables on Purchase Intention

Logan et al.[15] | Advertising value perceptions among females on Facebook | Information, Entertainment, Stimulation

Szhang[8] Online Shopping Mall Relationship, Interactivity, Pleasure, A Sense of Social Presence

Yjlee & Nhcho[12]| Fashion Interactivity, Information Provision, Playfulness

Ejshin[13] Hotel Interactivity, Information Provision, Convenience

Shahn & Jyko[14] | The restaurant business Interactivity, Information Provision, Easy to Approach

Yhcho[9] Hotel Interactivity, Information Reliability, Information Provision, Convenience




292  Journal of The Korea Society of Computer and Information

3.3 Convenience
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3.4 Purchase Intention
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III. Research Design

1. Research Model and Variables
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Fig. 1. Research Model

Table 2. Definition of Research Variables

Research Variable Detailed Items

(com1)There are various types of information
provided by small business owners on SNS.
(com2)There are accurate types of
information provided by small business
Information | owners on SNS.

Provision |(com3)There are useful types of information
provided by small business owners on SNS.
(com4)There are the latest information types
of information provided by small business
owners on SNS.

(comb)SNS operated by small business
owners allows communication with other
users.

(comé)SNS operated by small business
owners is easy information exchange with
other SNS users.

(com7)SNS operated by small business
owners allows users to know the reactions
of other SNS users.

(com8)SNS operated by small business
owners is good communication with other
users.

(com9) It is easy to find information or
services for desired products through SNS
operated by small business owners.
(com10) It can be purchased a cheap discount
coupons and event of products through SNS
operated by small business owners.
(com11) It can save time on information
search and purchase decisions through SNS
operated by small business owners .
(com12) It is easy to compare and search
various services through SNS operated by
small business owners.

SNS | Interactivity
Charact
eristics

Convenience

(add13) I want to purchase the small business
product based on the information obtained
through SNS.

(add14) I want to recommend the small
business product to others based on the
information obtained through SNS.
(add15) I want to buy the small business
product based on the information obtained
through SNS

(add16) I want to buy the small business
product based on the reactions and

Purchase Intention

communication of SNS users.
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2. Research Methods and Subjects
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IV. Empirical Analysis

1. Basic Statistics
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2. Feasibility and Reliability Analysis

2.1 Feasibility Analysis
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Table 3. Basic Statistics on Independent and Dependent Variables

Rest_aarch Ttems Mea_n _
Variable (Std. Deviation)
There are various types of information provided by small business owners on SNS 4.354 (.6924
Information | There are accurate types of information provided by small business owners on SNS. 3.010 (.7842
Provision |There are useful types of information provided by small business owners on SNS. 3.039 (.7379
There are the latest information types of information provided by small business owners on SNS. 2.921 (.7740
SNS operated by small business owners allows communication with other users. 3.905 (.8116
Interactivity SNS operated by small business owners is easy information exchange with other SNS users. 3.948 (.7888
SNS operated by small business owners allows users to know the reactions of other SNS users. 3.954 (.7056
SNS operated by small business owners is good communication with other users. 3.672 (7763

It can be purchased a cheap discount coupons and event of products through SNS operated by small business owners.

3.656 (.7713

Convenience

It can save time on information search and purchase decisions through SNS operated by small business owners .

3.902 (.8051

It is easy to compare and search various services through SNS operated by small business owners.

3.872 (.7989

I want to purchase the small business product based on the information obtained through SNS.

3.600 (.7635

Purchase

I want to recommend the small business product to others based on the information obtained through SNS.

3.377 (.8225

Intention

I want to buy the small business product based on the information obtained through SNS

3.593 (.7643

(.
(.
(.
(.
(.
(.
(.
It is easy to find information or services for desired products through SNS operated by small business owners.| 3.875 (.7722
(.
(.
(.
(.
(.
(.
(.

I want to buy the small business product based on the reactions and communication of SNS users.
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3.361 (.7352
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Table 4. Feasibility Analysis Results

Resgarch Measurement Items factor1 | factor2 | factor3 Resgarch Measurement Items factor
Variable Variable
Interactivity 2 .857 170 139 Purchase Intention 1 871
o Interactivity 1 .798 231 .108 Purchase Purchase Intention 3 .862
Interactivity — . -
Interactivity 3 768 .265 168 Intention Purchase Intention 2 .837
Interactivity 4 694 228 303 Purchase Intention 4 824
Convenience 4 192 757 148 Kaiser-Meyer- Olkin Measure: .831
Convenience Convenience 2 105 742 206 | Bartlett's Test of Sphericity : Chi-square 580.230(p<.001)
Convenience 1 .331 721 .188 Degree of Freedom 6
Convenience 3 318 7 236 Variance Explained by each factor
Information Provision 2 .015 .100 .845 Factor1
Information | Information Provision 3 .250 .288 722 _ _ 2-8_80
Provision Information Provision 4 309 242 614 Final Community Estimate: Total = 72.005
Information Provision 1 330 .323 406
Kaiser-Meyer-Olkin Measure @ .891
Bartlett’s Test of Sphericity : Chi-square 1537.458(p<.001)
Degree of Freedom 66
Variance Explained by each factor
Factor1 Factor2 Factor3
5.404 1.248 1.003
Final Community Estimate: Total 63.792
cfgr AL Alm R, SNS S40) 9 of 638%, 1 oo UEht Y53 £5US L 4 9, o5 U
el £ 72.0%0 023 18-S & 4 9tk PIEL 2 ANl £ ATLE FPoke £
o)g 53 2 1, B Aol QoA B £RE =4 38| wolsY 4 rt
[Q150] MM LREASS T 4 YU

2.2 Reliability Analysis
B Ao A9 At AlRzs BAGH| 95
Cronbachs’ a A4S AFRSI0] A2 e& BA5H9C) Al
2]e FA A1} <Table 5>04 ¥ Hiel Zo] SNS £
of] &3H= AHAZHE Cronbachs gmtgto] 0. 718 A
Ar2/de (.855, o2 0.80702 UERITH &

24
291 oo == 0.8700.2 UERC

Table 5. Reliability Analysis

Research Variable Mea;:rne]rsnent Cronl;achs
Information
SNS Provision 4 718
Characteristics Interactivity 4 .855
Convenience 4 .807
Purchase
Intention Purchase 4 870
Intention '
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3. Research Hypothesis Test
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Table 6. Effect of SNS Characteristics on Purchase
Intention

UnStandardized | Standardized

I?/Zsr?:lglceh Coefficients Coefficients T(—;/izl;;e
B SE B

(Constant) 223 203 1.100
Information | 501 | ge3 313 5.752% %

Provision

Interactivity .130 .055 128 2.379*
Convenience .375 .059 .359 6.408**x*
F-value(Sig) 89.809*x*x*

R? 467

*p < .05, **p < 01, =*xp < .001

V. Conclusions
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