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ABSTRACT
ㄴ

소셜네트워크 서비스(SNS)를 사용하는 이유는 무엇일까?게임,정보의 검색,시간 보내기,단순한 반복

적인 습관 등 다양한 이유가 있을 수 있겠지만,가장 공통적인 이유는 재미(fun)이다.그렇다면 사용자들이

SNS를 이용하면서 느끼는 재미의 개념은 무엇이며 이러한 재미는 어떻게 이루어져 있는가?라는 의문을

갖게 된다.재미 현상을 이해하는 것이야말로 SNS현상의 본질을 이해하는 것이 될 것이며,향후 개발되는

SNS의 많은 부분을 보다 재미있게 만드는데 필요한 단초를 제공할 수 있다는 점에서 매우 중요하다.

이에 본 연구에서는 (1)SNS사용자들이 어떤 종류의 재미를 느끼는지를 살펴보고,(2)재미를 구하기 위

하여 어떤 행동을 하는지를 고찰하였다.또한,(3)이러한 행동을 체계적인 설명을 위하여 SNS에서 재미를

구하는 가치 양식이 어떻게 달라지는지를 하나의 모형(재미진화모형)으로 제시하였다.

재미진화모형은 보기(seeing),가지기(having),하기(doing),되기(being)4가지 단계로 이루어지며,각 단계

로 진행되면서 몰입(commitment)는 커지게 된다.보기단계에서는 사실 모든 SNS행동에서 사람들은 가장

먼저 “보는 것”을 통해 재미를 느낀다.가지기(having)단계에서는 보는 것만으로 재미를 지속하기는 어려

우며,정상적인 경우 일정기간이 지나면 그 활동의 구성요소를 소유하고 싶어한다.하기(doing)단계에서는

가지기의 재미는 다시 발전하여 그 활동과 직접 관련된 행동으로 나타난다.마지막으로 되기(being)단계에

서 동일시 과정이 발전하면 보다 성숙한 형태의 재미추구 양식이 나타난다.
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Ⅰ.Introduction1)

SocialNetworkServices(SNS)isapopularcom-

munication toolespeciallyforcurrentgeneration.

Facebook,MySpace,Weiboandothersbecomemore

in-trendastheintroductionofbettermobiledevices
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surfaces.Mobiledevicessuchassmartphone,tablet

PC,netbook,cameraembeddedwithInternetcon-

nectivityandotherdevicesenableusageofSNS

anywhereandanytimewithcheaperandlesseffort.

Furthermore,serviceprovidersalso offervarious

servicesinsupportofSNSapplications.Thesup-

portofhardware,softwareandserviceseaseusers’

usageofSNS.However,thesearenottheonlyfac-

torsthatensureusageamongusers.Therefore,this

studyisinterestedtostudytheusageSNSbased

on fun experience by userswhile using SNS.
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AccordingtoXu,Ryan,PrybutokandWen(2012),

oneofthefactorsthatdetermineSocialNetwork

Services (SNS)usage is pleasure-oriented grati-

ficationofaffectionandleisure.Accordingtothem,

thereareeightgratificationsofSNSwhichareaf-

fection,coordination,disclosure,entertainment,es-

cape,immediateaccess,relaxationandstylishness.

AffectionreferstotheadoptionofSNSasawayto

expresstheirthoughtsandfeelingstofriends;coor-

dinationreferstotheadoptionofSNStoorganize

socialactivities;disclosurereferstousersneeds’’to

talktosomeonewhileusingSNS;entertainmentre-

ferstousageofSNSasanentertainingtoolsolely

forthesakeoffunandpleasure;escaperefersto

usageofSNStorunawayfrom currentstressand

pressureinreallife;immediateaccessreferstous-

ageofSNStoconnectwithothersregardlessof

temporalandgeographicallimitations;relaxationre-

ferstousageofSNStofeelrelaxandlastly,styl-

ishnessreferstousageofSNSasasymbolof

status.Furthermore,Xu,Ryan,PrybutokandWen

(2012)alsodescribefivecommonactivitiesonSNS.

Thefiveactivitiesareposting,viewing,sharing,re-

plyingandplaying.Postingreferstousers’actof

publishinginformationsuchasstatus,photos,vid-

eos,eventsandothers;viewingreferstousers’act

ofviewing otherpeoples’published information;

sharingreferstousers’actofsharinginformation

suchasphotos,videos,quotes,poemsandothers

withotherpeople;replyingreferstousers’actof

replyingtootherpeoplepublishedinformation;and

lastlyplayingreferstousers’actofplayingsocial

gamesavailableonSNS.

Whenpeopletalksabouthavingfun,itusually

relatedtoactivitiesthatinvokedfun.Forexample,

participation in leisureactivitiesisusuallyasso-

ciatedwiththedesiretoexperiencefun.However,

forsomepeopleleisureactivitiesaremorethanjust

anactivityforthemtospendtimeleisurely.Instead

theyarewillingtospendtime,money,effortand

ontopofthatmakesacrificesinordertopartic-

ipateinleisureactivities.KoDongWoo(2004a)

suggestedthatasapersonparticipatesinaleisure

activityoveraperiodoftime,theirbehavioralso

change.Thebehaviorchangeisanefforttoachieve

aperson’smeansvalues– terminalvaluesandin-

strumentalvalues(Rokeach,1968).

Previousstudiesfocusedonperceivedenjoyment

(Igbaria,Parasuraman and Baroudi,1996;Yiand

Hwang,2003;VandeHaijden,2004;Cyr,Hassanein,

HeadandIvanov,2007;QiuandBenbasat,2009;Lin

and Bhattacherjee, 2010), cognitive absorption

(Agarwaland Karahanna,2000;Shang,Chenand

Shen,2005),flow (Hoffman and Novak,1996;

Korzaan,2003;JiangandBenbasat,2004;Animesh,

Pinsonneault,YangandWonseok,2011)andothers

intryingtounderstandusers’acceptance,usageas

wellascontinuoususage.Alltheseresearchesarein-

terestedtoidentityfactorsthatcontributetothis.

Therearestudiesdonethatincludedresearchmodels

thatconsistoffactorssuchasperceivedeaseofuse

(Teo,Lim andLai,1999;AgarwalandKarahanna,

2000;MoonandKim,2001;Lee,CheungandChen,

2005;Saadeand Bahli,2005;Lin,2009;Leeand

Chen,2010),perceived usefulness (Agarwaland

Karahanna,2000;SaadeandBahli,2005;Roca,Chiu

andMartinez,2006;Lin,2009;),cognitivefit(Chung

andTan,2004),perceivedenjoymentandmanyoth-

ersinordertoempiricallyunderstanduserspointof

view.Mostofthisstudyalsocontributedthedis-

cussion onintrinsicrewardsincludingplayfulness

(MoonandKim,2001;ChungandTan,2004;Hsu

andChiu,2004;Ahn,RyuandHan,2007;Chuand

Lu, 2007), enjoyment, pleasure (Mathwick and
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Riydon, 2004; Wulf, Schillewaert, Muylle and

Rangarajan,2006;Sen,Subramaniam and Nelson,

2008)aswellasfun.Therefore,funalwayshasbeen

apartofpreviousstudieseventhoughnotthemain

focus.Furthermore,lookingatcollectionofrelated

researchers,funalwaysappearasoneoftheterm

usedindescribingtheitems inthemeasurement

scaleforsimilarconstructs.Therefore,thefocuson

conceptoffuninunderstandingthepositivegrowth

ofInformationSystems(IS)usageingeneraliscrit-

icalatthispointoftimewherebymosttechnology

arenolongeranoveltyinnovationthatisdifficultto

beusedbygeneralusers.Instead,thehedonicbene-

fitsthatusersexperiencewhileusingISaremore

importantforthecurrentgenerationofusers.

Sincelate2000,thereisanincreasinginterestin

mobileservices.Thisissupportedwithvariousin-

troductions ofmobile devices into the market.

Mobiledevicessuchassmartphone,tabletPCand

netbookpushdevelopersanddesignerstocreate

applicationsthatusable through mobile devices.

Thisinturn,increaseusersdependenceontechnol-

ogy and improvecommunication and socializing

doneusingtechnology.Inthisstudy,therearea

few expectations:1)adaptationoforiginalfunevo-

lutionmodeltofunevolutionmodelforSNSand

2)theoreticalvalidation based on SNSactivities.

Theadaptationoforiginalfunevolutionmodelwill

bebasedonpreviousworksdonerelatedtoaccept-

anceand continuoususage ofIS.Previousre-

searchesdonewithregardstousageofinformation

systems(IS)arecommonlyfocusonfouraspects.

Thosefouraspectsarepre-usage,acceptance,usage

andcontinuoususage.Thisstudywouldliketoex-

pand thoseworksbyadoptingevolutionoffun

modelinexplainingusageofSNS.Meanwhilethe

theoreticalvalidationwillbebasedonpreviousval-

idationsdonebyKoDongWoo(2004a,2004b).

Ⅱ.TheoreticalBackgroundand
LiteratureReviews

1.WhatisexperiencingFun?

Fromtheacademicpointofview,itislookingat

funexperiencedduringvariouscircumstancesand

varioussituations.Sincefunisaboutindividuals’

psychological experience, it is a concrete

representation butverycomplexbecauseitmay

vary across individuals and also vary across

situations.Forexample,when afew peopleis

doingthesameactivityandaskedhow muchfun

andwhyaretheyexperiencingfunwhiledoing

that activity,the answers are various across

individuals.Thismeansthatwhileitisapositive

experience,itisnotaneasyandstraightforward

psychologicalexperience.AsmentionbyMcManus

andFurnham (2010),funisnotasingleconcept

butacomplexphenomenon.Thisphenomenonhas

differentmeaningsfordifferentpeople.Theyalso

mentionthatfuncanbeanactivity,astateora

trait.Inusingsocialnetworkservices(SNS),users

describehavingfunwhileusingitandexpressitas

senseoffreedom,competence,sympathy,senseof

adventure,senseofdeviance,self-expressionsense;

and also interpersonalexchangesensessuch as

loneliness, convenience and natural alternating

feeling(KoDongWoo,2002).Alltheseexpressions

belong to two kinds ofexperience which are

optimalarousalseekingandrelaxationseeking;thus

thesetwosynchronouslydrivesthepsychological

experience further (Ko Dong Woo,2002 and

Iso-Ahola,1980).

AccordingtoCsikszenmihalyi(1990),funbelongs
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toatleasttwocommonpsychologicaldimensions

underhappinessexperiencewhicharepleasureand

enjoyment.Pleasureisexperienced asamental

mechanism ofpsychology;homeostasiswhich is

achievable through entropy (flow of energy).

Personal growth and maturity may determine

pleasureisachieved through perception whether

expectationismetornot.Inotherwords,pleasure

canonlybeachievedwhenanindividualfindthat

something mettheirexpectation,which may be

determinedbytheindividual’spersonalgrowthand

maturity.Thismayincludesleisureactivitiessuch

assleepingandeatingwhichbringspleasure.On

theotherhand,enjoymentisapsychologicalenergy

thatneedstobefulfilledthroughspecificactivity

andmorewillbecreatedbyaccumulatedenergy.

So,enjoymentisexperiencewhenanindividualis

accumulating energy ratherthan becauseitmet

yourexpectation.Forexamplewhenanindividual

isreading,exercisingoreventalking.So,pleasure

can beexperienced even withoutinvestmentof

psychologicalenergy butenjoymentcannot be

experiencedwithouttheinvestmentofpsychological

energy(KoDongWoo,2002).Furthermore,pleasure

isexperiencedoverexistingconsciousnesswhereas

enjoymentisexperiencedovernew consciousness.

Inotherwords,enjoymentisexperiencedthrough

optimalarousalratherthan expected experience.

Therefore,inconclusion,individualswillexperience

funwhenindividualsfeelhappinessanditalso

producespsychologicalreactions(KoDongWoo,

2002).

2.FunSeekingBehavior

Whetherconsciouslyorunconsciously,ingeneral

individualsearchesforwaystoachievehappiness

in theirlife.Therearevariousreasonsforthe

searchofhappinessbutmostindividualsbelieve

thatoneofthereasonsbehindlivingisfinding

happiness.Therefore,humanstruggleeverydayin

searchofhappiness,whetherintheform ofbigger

salary,spending time with family and friends,

working hard in getting promotions atwork,

studying hard to entergood universities,doing

charitiesforpoorand sick people,entertaining

otherpeopleonstageandevenjustdoingnothing

atalljusttohavefun.Below twotheoriesare

discussed to understand human’s thinking in

achievinghappinessintheirlive.

2.1RokeachValuesurvey(RVS)–

terminalvalues-instrumentalvalues

Valuesareascentraltothelivesofindividuals

aswellastosocietyasawhole.Infact,valuescan

be classified into two categories: personal

(individual)andsocial(institutional,cultural,and

organizational). Rosenberg (1956) proposes that

values are divided into terminal value and

instrumental value. Terminal values refer to

person’sgoalsthattheywanttoachievewithinhis

orherlifetime.Meanwhile,instrumentalvaluesrefer

topreferablemodesofbehavioral.Thesevalues

complementeachother,specifyingagenerallifetime

goalandidentifyingacceptablebehaviorsthatcan

beusedtoreachthatobjective.Forexample,in

orderto achievetheterminalvalueof“family

security”, instrumental values such as “love”,

“self-control”, “forgiveness”, “helpfulness” and

“capacity” are needed.Another example is to

achieve the terminal value of “self-respect”,

instrumentalvaluessuchas“ambition”,“courage”,

“independence”, “intellect” and “responsibility”.

Therefore,theterminalvaluesarearepresentation
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ofpreferenceoffinalstateofexistence,whilethe

instrumentalrepresentthe kinds ofpreferential

behaviortoreachtheterminalones.Table1display

theterminalandinstrumentalvaluesasintroduced

byRokeach(1973).

[Table1]TerminalValuesandInstrumentalValues

TerminalValues PersonalValues

Acomfortablelife Ambitious

Anexcitinglife Broad-minded

Asenseofaccomplishment Capable

Aworldofpeace Cheerful

Aworldofbeauty Clean

Equality Courageous

Familysecurity Forgiving

Freedom Helpful

Happiness Honest

Innerharmony Imaginative

Maturelove Independent

NationalSecurity Intellectual

Pleasure Logical

Salvation Loving

Self-respect Obedient

Socialrecognition Polite

Truefriendship Responsible

Wisdom Self-controlled

Everyindividualmostlikelyhasdifferentset

ofterminalandpersonalvalues.Thiscouldbe

basedontheirbackground,belief,surrounding

andnumerousotherfactors.Gervazio,Giraldi

and Costa (2012) conducted a study that

verified dimensions of personal values

dominating Brazilian people.Forinstrumental

values, civility, self-direction, capability,

conformity and ambition are important

dimension and forterminalvalues,stability,

self-accomplishment, security and hedonism.

Theirstudyisinterestedinculturaldifferences

becausepeoplefrom differentculturearemore

inclined towardsdifferentsetofinstrumental

andterminalvalues.Therefore,theyintroduced

a few new values to accurately evaluate

Brazilians.

According to Thornburg, Thornburg and

Ellis-Schwabe (1984),Rokeach values can be

dividedintofourtypes.Thisisaccordingto

theirstudyonadolescents.Thefourtypesof

valuesare:(1)concretevaluesthatmay be

realized within the immediate time-frame of

adolescence, (2) concrete values that are

idealized by adolescents but functional for

adults,(3)abstractvaluesthatmayberealized

orfeltsbyindividuals;andlastly(4)abstract

values that are social constructs that one

embracesbutrarely hasa chance to truly

influence. The first value relates to true

friendshipandpleasure;andthesecondvalue

relates to family security and sense of

accomplishment.Meanwhile,the third value

relatestohappinessandselfrespect;andthe

fourth valuerelatesto nationalsecurity and

worldpeace.

2.2Means-endtheory

The means-end theory referring to the

linkagesbetween theattributesthatexistsin

products (means),the consequences for the

consumerprovided bytheattributesand the

personalvalues(the ends)the consequences

reinforce.Thetheoryapproachisbasedonthe

assumptionthatconsumersseeproductsasa

meanstoimportantendsand trytoexplain

how the selection ofa productorservice

facilitatestheachievementofdesiredend-states

(Gutman,1982).Themeans-end chain model
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developed by Gutman (1982) sustains the

suppositionthatvaluesaredominantfactorsin

thepattern ofconsumerpurchase;thatthese

considerproductsorservicesbased on the

function ofsatisfying values;thatallactions

haveconsequences(desiredornot);and,finally,

thatthereisaconnectionbetweenconsequences

andproductorserviceattributes.Themodelis

based on the attribute-consequence-value

(A-C-V)sequencethatformsameans-endchain.

Attribute refers to features or aspects of

products orservices.In the case ofsocial

networkservices(SNS),thefunctionalitiesthat

isavailableforusers(e.g.communicationtools,

personalization options,storage capacity,etc.)

and theappearanceofthesite(colors,logo,

fonts,etc.).Ontheotherhand,consequences

aretheoutcomefrom consumingproductsor

services.Therearetwokindsofconsequences,

functionalaswellaspsychological(Chiu,2005).

Users experience functionalconsequences by

directly consuming the product and users

experiencepsychologicalconsequenceswhichis

associated with the personal and socials

outcomesfrom usingtheproduct.Meanwhile,

value is as defined by Rokeach which is

divided into terminalvalueand instrumental

value.

3.Acceptance,Usageand

continuoususageinISStudies

Previousresearchesdoneinexplainingacceptance

and usageofInformation System (IS)arevery

importantinunderstandingofusers’behavior.In

1986, Davis (1986) introduced Technology

Acceptance Model (TAM).This model is an

adaptationofTheoryofReasonedAction(TRA),a

modelfrom Socialpsychology.Thismodelwas

developedforunderstandinguseracceptanceofIS.

Two particularbeliefs;perceived usefulnessand

perceivedeaseofusewereincludedinthismodel

thatisprimaryrelevanceforcomputeracceptance

behaviors.Therefore,Davis (1989) presented a

well-accepted idea focusing on pursuing better

measuresforpredictingandexplainingInformation

Technologyuse.Inthepaper,thetwonewbeliefs’

measurementscalesweredeveloped,pretestedand

validated.Thesetwoconstructsarewidelyadopted

byotherresearchersinsupportingtheirwork.In

thesameyear,Davis,BagozziandWarshaw (1989)

presentedtheirworkontheabilityofTRA and

TAM topredictandexplainuseracceptanceand

rejectionofcomputer-basedtechnology.Theirwork

discussesin detailthedifferencesbetween these

twotheoreticalmodels.

Taylor,Shirleyand Todd (1995)studied three

competing models which are TAM,Theory of

PlannedBehavior(TPB)andDecomposedTheoryof

PlannedBehaviorandsuggestedthatTAM might

bepreferableifthesolegoalisthepredictionof

usage.In1996,Szajnadidanempiricalevaluation

oftherevisedTAM.TherevisedversionofTAM

concernsaboutboththepre-implementationbeliefs

aboutusefulnessandeaseofuseaswellasthe

post-implementation beliefsaboutusefulnessand

easeofuse.Theresultsfrom thisstudysuggest

thattheoriginalmodelissufficientenough to

evaluateuser’sacceptance.However,theauthoralso

discouragingthesubstitutionofself-reportsusage

foractualusage.Agarwaland Karahanna(2000)

describetheconceptofcognitiveabsorption.This

constructisintroducedinthetheoreticalmodelas

an antecedent for perceived usefulness and
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perceived ease ofuse.Cognitive absorption is

defined as“a state ofdeep involvementwith

software”. This state is exhibit through 5

dimensionswhichare:1)temporaldissociationor

theinabilitytoregisterthepassageoftimewhile

engagedininteraction;2)focusedimmersionorthe

experience of total engagement where other

attentionaldemands are ignored;3)heightened

enjoyment which is capturing the pleasurable

aspectsofthe interaction;4)controlwhich is

representing the user’s perception ofbeing in

chargeoftheinteractionand;5)curiositywhichis

tappingintotheextenttheexperiencearousesan

individual’ssensoryand cognitivecuriosity.This

stateispositedasanintrinsicmotivationrelated

andverycriticalinunderstandingusers’behaviors

withinformationtechnology.

Venkatesh (2000) presented a model that

compriseofcontrol,intrinsicmotivationandmotion

anchorsthatdetermineearlyperceptionsaboutthe

easeofuseofnewsystem.Controlisbothinternal

and external control which conceptualized as

computerself-efficacy and facilitating conditions.

Intrinsicmotivationisconceptualizedascomputer

playfulness and motion is conceptualized as

computeranxiety.The results from this study

proposed thatperceived easeofusearelargely

individual distinction variable and situational

attributes,whose effects become stronger with

experience. As user become more experience,

characteristicsoftheuser-system interactionplaya

roleindrivingperceivedeaseofuseofthetarget

system.Meanwhile,Venkatesh and Davis(2000)

extendTAM byaddingsocialinfluenceprocesses

and cognitive instrumental processes. Social

influence processes consist of subjective norm,

voluntarinessandimageandcognitiveinstrumental

processesconsistofjobrelevance,outputquality,

resultdemonstrabilityandperceivedeaseofuse.

Theresultsshowedthatbothprocessessignificantly

influenceduseracceptance.MeanwhileMoonand

Kim (2001),adapted TAM in world-wide-web

framework.Theirstudy suggeststhatperceived

playfulnessshould beconsidered in thedesign

world-wide-websystems.Inotherwords,developers

should design their system to provide more

attention,inquisitivenessandpleasuretousers.

Therearealsopreviousstudiesthatdiscusson

users’beliefandattitudeschangeduringthecourse

ofusingIS(BhattacherjeeandPremkumar,2004).

Bhattacherjee and Premkumar (2004) adapted

expectation-disconfirmation theory (EDT). Their

findingssuggestedthatchangetendtobemore

obvious during the earlierstages ofusing IS

comparedtothelaterstages.Furthermore,therole

ofdisconfirmationandsatisfactionaresignificantin

drivingusefulnessandbeliefchange.Accordingto

Zhou,Fang,Vogel,JinandZhang(2012),thereare

twostreamsofthoughttoexplainusercontinuance

behaviorwithnewIS.Thetwostreamsofthoughts

are satisfaction and commitment. There are

differencesbetween satisfaction and commitment

(Zhou, Fang, Vogel, Jin and Zhang, 2012).

Satisfactionisbackwardlookingandcommitmentis

forward looking.Satisfaction is based on past

experienceandevenwhenauserisdissatisfied;it

doesnotmeanthathe/shewillnotbecommitted

to the systems.Additionally,satisfaction isnot

enough to measure the levelofusers’loyalty

comparedtocommitment.Furthermore,commitment

is more enduring over time compared to

satisfaction. Therefore, this study adapted

commitmentasthemeasurementofchangesfrom

oneleveltoanotherleveloffunevolutionmodel.
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Itisexpectedthatusersinseeingstagehaslesser

levelofcommitmentcompared tohaving,doing

and being.Thisisinaccordancetothestages,

startingwithseeing,andfollowedbyhaving,doing

andbeing.Infact,userswhoarenotcommittedto

SNSmightnotmoveontoanotherlevelbecause

theirlevelsofcommitmentdonotincrease.

Therearealotofreasonsbehindusers’usageof

SNS.Kim,Shim andAhn(2011)intheirwork,

suggestfourmainmotivationsbehindSNSusage.

The four motivations are networking,relieving

stress, recording one’s history and collecting

information.Networkingreferstokeepingintouch

andmaintainingcommunicationwithotherpeople

regardlessoftemporalandgeographicallimitations.

SNSenablethisandfurthermore,toolsembedded

within SNS makesitinteresting and lively for

users.Itisnotjustfortwo-waysinteractionbut

alsoone-wayinteractionwherebyuserscanmonitor

their friends’ walls without direct interaction.

Meanwhile,relievingstressenableuserstouseSNS

asawaytobeawayfrom theirstressandreality

oflive;andtakeabreakforawhile.Thiscanbe

seen with users status updates on their wall

mentioningtheirhecticdaysandsoforth.Thethird

motivationisrecordingone’shistory.Insteadofthe

conventionalwayofkeepingprivatejournals,users

are using SNS to record theirdaily activities,

thoughts,emotions,andsoon.

Ⅲ.FuninInformationSystems

Therearenumerousstudiesdonethatrelatedto

funinIS.VanDerHeijden(2004)studyisoneof

theearliestthatcomparedbetweenutilitarianand

hedonicIS.Inthisstudy,perceivedenjoymentis

foundtobeastrongerpredictorforhedonicIS.

However,thetermsthatwereusedarenotfun.

Instead there are terms such as perceived

enjoyment,flow,cognitiveabsorption,perceived

playfulnessandpleasureamongtheothers.Below

inTable2containsacollectionofsummarization

oftheserelatedconstructs.

The most common definition of perceived

enjoymentadoptedbypreviousresearchesis“The

extend to which the activity of using the

computerisperceivedtobeenjoyableinitsown

right,apartfrom anyperformanceconsequences

thatmaybeanticipated”.Itisaconstructthatis

usuallyusedtoevaluatehedonicsystemsrather

than utilitarian systems.Warner(1980)defined

enjoyment using thee dimensions which are

engagement,positiveeffectand fulfillment.Lin,

Gregor ad Ewing (2008) in developing

measurementforperceivedenjoymentadoptsthis

definitionasthebenchmark.

Meanwhileflow isa conceptintroduced by

MihalyCsikszentmihalyi(1991).Itisanoptimal

experienceachievedas“thefeelingwhenthings

weregoingwellasanalmostautomatic,effortless,

yet highly focused state of consciousness”.

AccordingtoChen,WigandNilan(2000);flowis

anoptimal,extremelyenjoyableexperiencewhen

anindividualengagesinanactivitywithtotal

involvement,concentrationandenjoyment.Ontop

ofthat,individualalsoexperiencesan intrinsic

interestandthesenseoftimedistortionduring

his/herengagement.

Agarwaland Karahanna(2000)introducethe

conceptofcognitive absorption in technology

usage.Itisdefineasastateofdeepinvolvement

with software. Cognitive absorption state is

exhibitsthroughfivedimensionsandoneofthem
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[Table2]SimilarConstructsinMISResearch

[Table2-1]PerceivedEnjoyment

Author Definition Antecedents Consequences

Igbariaetal

(1996)

AnIntrinsicMotivationfortheuse

of microcomputers.

Perceived

complexity

System usage

Teoetal(1999) Individualsmayengageina

particular behaviorifityieldsfun

andenjoyment.Thisimpliesthat

individualsmay adopttechnology

becauseitsuseisenjoyable.

Perceivedease

ofuse

Diversityof

Internetusage,

frequencyof

Internetusage

YiandHwang

(2003)

Theextenttowhichtheactivityof

using acomputersystem is

perceivedtobepersonallyenjoyable

initsownright asidefrom the

instrumentalvalueofthetechnology.

Learninggoal

orientation

Usefulness,ease

ofuse,application

specific

self-efficacy

VandeHaijden

(2004)

Theextenttowhichfuncanbe

derived from usingthesystem as

such.

Perceivedease

ofuse

Intentiontouse

Cyretal(2007) Weexpectthatifusersenjoya

website, theyaremorelikelyto

haveapositiveattitudetowardsit

andconsequently visititagainor

havee-loyaltytowardsthatsite.

Perceived

socialpresence

e-loyalty

Hwangand

Kim (2007)

Theextendtowhichtheactivityof

using acomputersystem is

perceivedtobepersonallyenjoyable

initsownright asidefrom the

instrumentalvalueofthetechnology.

Perceivedweb

quality

e-trust

Qiuand

Benbasat(2009)

Theextendtowhichtheactivityof

interactivitywiththerecommendation

agentisperceivedtobeenjoyablein

itsrightasidefrom theutilitarian

valueoftheagent.

Socialpresence Perceived

usefulness

Linand

Bhattacherjee

(2010)

Excitementandhappinessderived

from IT use.

Technical

quality

Attitude
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Author Definition Antecedents Consequences

Hoffmanand

Novak(1996)

Asthestateoccurringduring

network navigation,whichis(1)

characterizedbyaseamlesssequence

ofresponses facilitatedbymachine

interactivity,

(2)intrinsicallyenjoyable,

(3) accompaniedbyalossof

self-consciousnessand

(4)self-reinforcing.

Control

character,

content

character,

process

character,

involvement,

focused

attention,

telepresence

Consumer

learning,

perceived

behavioral

control,

exploratory

behavior,

positive

subjective

experience

Korzaan(2003) Astateofmindsometimes

experiencedby peoplewhoare

deeplyinvolvedinsomeactivity.

None Exploratory

behavior,

attitude

Jiangand

Benbasat(2004)

Computerusers’affectiveresponseto

computerusage,characterizing

playfulnessandexplorationas

defining characteristicsof

human-computerinteractions.

Visualcontrol,

functional

control

None

Animeshetal

(2011)

Theperceivedsenseofintrinsic

enjoymentobtainedfrom interacting

withthevirtualenvironment.

Interactivity,

density,

stability

Intentionto

purchase

[Table2-2]Flow

Author Definition Antecedents Consequences

Agarwaland

Karahanna

(2000)

Heightened enjoyment:capturing the

pleasurableaspectsofintheinteraction.

Personal

innovativeness,

playfulness

Perceived

usefulness,

perceivedeaseof

use

Shang etal

(2005)

Cogniive absorption was used to

conceptualizedflowexperienceasastate

ofperceivedplayfulnessandtried to

focus on the impact of intrinsic

motivationononlineshopping.

None Perceived

usefulness,

perceivedeaseof

use,shopping

online

[Table2-3]CognitiveAbsorption
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[Table2-5]Fun(singledimension)

Author Definition Antecedents Consequences

Igbaria et al

(1994)

An example ofintrinsic motivation,

referring to the performance of an

activity forno apparentreinforcement

otherthantheprocessofperformingthe

activityperse.

Computer

anxiety

Satisfaction,

systemusage

Author Definition Antecedents Consequences

HsuandChiu

(2004)

Theextentto which theactivity of

using acomputersystem isperceived

tobepersonally enjoyablein itsown

right asidefromtheinstrumentalvalue

ofthetechnology

None e-service

satisfaction

Chu and Lu

(2007)

The degree to which he consumer

believes thatenjoymentcould be

derivedwhenlisteningtoonlinemusic.

None Perceived

customervalue

[Table2-4]PerceivedPlayfulness

is heightened enjoyment. This dimension

demonstratesthestateofpleasurewheneveran

individualperformedcertainactivityinIS.Inthis

dimension,thereisabsorption;and captureof

pleasure and fun thatusersexperience while

interactingwithasystem.Theearlierstudyof

playfulnesswasdonebyWebsterandMartochhio

(1995)thatfocusesonmicrocomputerplayfulness.

The results from their study suggest that

microcomputerplayfulnessispositivelyassociated

with satisfaction.Additionally,Moon and Kim

(2001)suggestthatperceivedplayfulnessconsists

of three dimensions which are concentration,

curiosityandenjoyment.

Andlastly,funwasdefinedbyIgbaria,Schiffman

andWieckowski(1994).Therearealsoafewother

researchfieldsotherthanISthatconsideredfunas

one ofthe conceptworth furtherinvestigation.

Those research fields are Human Computer

Interaction(HCI)(Draper,1999;Prensky,2001;Sim,

MacFarlane and Read, 2006), fun related to

computer games (Choi,Kim and Kim, 1999;

Johansson, 2009; Skalski, Tamborini, Shelton,

BuncherandLindmark,2011),workandfunrelated

researchers(Fleming,2005;Rapuano,2009;Tews,

MichelandBartlett,2012)andfuninpsychology

thatfocusedontimeprogression(McGlone,2009,

Sackett,Meyvis,NelsonandSackett,2010;O’Brien,

AnastasioandBushman,2011).

Ⅳ.FunEvolutionModelforSocial

NetworkSystems

Figure1representedthefourbehavioralstagesof

fun evolution modelfor using Facebook.This

modelsuggeststhatwhen individualbelongsto
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higherstageoffunseeking,morecommitmentis

expected from him/her.For an example:You

SEEING forusing Facebook and enjoy itvery

much.Soyou end up buyingand HAVING a

Facebooklogin.Afterthat,youstartDOING by

joiningandplayingwithyourFacebookusersand

alsojoinyourfavoriteFacebookuserclub(BEING).

Asanexamplefrom InformationSystems(IS),in

thecaseofFacebookusers,youSEEING alotof

yourfamilyandfriendsuseFacebookandyoualso

starttobecuriousaboutit.So,youalsoregister

and HAVING yourownFacebookaccount.And

thenyoustartexploringthingsthatcanbedoneon

FacebookandstartDOING itaswell.Now you

consider yourself as hardcore Facebook users

(BEING)andcannotstartyourdaywithoutvisiting

your Facebook account. However, it is very

importanttohighlightthateachstageisnotsolely

onitsownbutisanoverlapwiththeotherstages

aswell.Forexample,thebeginningstageofbeing

isanoverlap withdoingstage.Therefore,itis

importanttounderstandthateachstageisnota

stand-alonestage.

SocialNetworkServices(SNS)suchasFacebook,

Twitter,myLink,mySpaceandothersareoneof

thecommoncommunicationtoolsespeciallyamong

theyounggeneration.Kim andLee(2011)workon

facebook focus on how facebook increases

college-age users’ subjective well-being. The

conclusionsfrom theirstudy suggested thatthe

visualizationfacebookfriendsmaybethefactorthat

deriveshappinessfrom numberoffriends.This

visualization reminds the users oftheir social

connection and subsequently affirmation or

enhancementoftheirself-worth.Thereisastudy

thatsuggesteddissatisfactionfrom usingfacebook

motivatesgreaterusageasacopingstrategyandon

theotherhand,satisfaction resultsfrom greater

usage(Sheldon,Abad and Hinsch,2011).Users

keep using facebook even when they are

dissatisfiedtobeabletoexperiencesatisfaction.

AstudydonebyKlenosky,GenglerandMulvey

(1993)adoptedvaluemeans-endtheoryinorderto

understandpeoplebehaviorinskiresort. They

figured outthateveryone’sultimatevalueisto

experiencefunandexcitement.So,skiercontinues

skiingasitisanactivitythatcreatesenjoymentfor

itschallenges.Furthermore,italsodependsonthe

skislopeswhichdeterminethedifficultylevel;and

atthesametimeitshouldbetimesavingand

moneysaving.Therefore,themean-endstheoryisa

greattheorytoadaptinordertounderstandusers’

behaviorinusingIS.Itmakessensetoassumethat

userswhoareusingIShaveacommonpursuitof

wantingtoexperiencefun.Inaddition,purchasing

behaviorisanexamplethatbuyersbuyinorderto

ownaproductorgetaservice.Thismeansthat

consumers’ultimate value ofhappiness is by

seeing,having,doingandbeing.Itisverysimilar

tousersofIS,theyarealsoseeing,having,doing

andbeing.Theirultimatevalueistoexperiencefun

andachievehappinessbyseeing,having,doingand

being.In otherwords,they are having a IS

application either by paying some amountof

moneyforitordownloadingitforfreeorjust

registeringforitwithoutdownloading.Secondly,

theyaredoingsomeactivitiesthroughusingtheIS

applicationandlastlytheyarebeingapartofthe

ISapplicationbyjoiningforumsrelatedtothatIS

application and giving ideas and suggestions.

AccordingtoKo(2002)workrelatedtosoccerfans,

soccerfansgothroughfourbehaviors.Thesefour

behaviorsareseeing,having,doingandbeing.As

timeevolved,soccerfansalsowillchangetheir
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behaviorandmovefromoneleveltoanotherlevel.

Sherif& Cantril(1974)isthefounderofthe

earlyconceptofego-involvement.Theyfocusedon

theactivationofego-attitudesthatwereconsidered

toberepresentativeofanindividual’svalues,goals,

standardsandnorms.Theconceptofevolutionary

phaseistryingtomeasurecommitmentlevel.The

commitmentlevelismeasuredaccordingtostrong

attitude that is defined by ego-involvement.

Previousresearchersonthisaredividedintothree

which are commitment, issues involved and

responseinvolved(Taylor,Peplau&Sears,1994).

Meanwhile,levelofcommitmentandmeansfor

thecommitmentareusually classified into four

categories (Chaiken & Stanger,1987;Eagly &

Chaiken,1993).Firstly,anyactbyanindividual

basedoncertainattitudewillincreasethelevelof

commitment.For example,when an individual

boughtanew computer,he/shebelievedthatthe

newcomputerisbetterthanthelastcomputerand

levelofcommitmentwillincreaseaswell.Secondly,

anactthatisaccompaniedbyastrongattitudewill

increasethelevelofcommitment.Thirdly,when

individual is free to determine his/her own

attitude,thelevelofcommitmentwillincrease.And

lastly,directexperience willincrease levelof

commitmentcomparedtoindirectexperience.For

example,when consumerisexposed to certain

product before purchase,he/she willhave a

strongerattitudetowardsthatproductcomparedto

exposure after purchasing (Wu & Shaffer,

1987).Eventually,self-expression attitude,positive

attitude,formation ofattitudes voluntarily and

directexperiencedeterminethelevelofcommitment

ofindividuals.Furthermore,levelofcommitment

changesaccordingtoattitudethatindividualshave

towardscertainactivity,product,serviceandothers.

AccordingtoZhou,Fang,Vogel,JinandZhang

(2012), there are two factors that determine

intentiontocontinuetouseInternet-basedsocial

virtualworld.These two factors are affective

commitmentandcalculativecommitment.Affective

commitment refers to being attracted to

(desire-based attachment) and calculative

commitmentreferstobeinglockedin(degreeto

whichanindividualcontinuetousebecauseof

potentialcostsofdiscontinue).Attheearlierstage

ofusage,usersareaffectivecommitmentbutas

theycontinuetobedependentonthetechnology,it

becomescalculativecommitment.

So,inthecaseofISapplications,whenusers

alreadyhaveanattitudeaboutit,actupontheir

attitude, free to choose and experience it

themselves;allthese may change the levelof

commitmenttheyhavetowardsspecificapplication.

Therefore,below in Figure 1 isa figure that

adaptedKo(2004a,2004b)focusingonusersusage

ofISapplications.LookingatKo(2002)works,it

makessenseforISusersalsotogothroughthe

fourbehaviorswhichareseeing,having,doingand

being.

Seeing– Alltypesofleisureactivitiesstarted

withseeing.Thisactofseeingcouldbewatching

television,watchingarealsoccermatch,listeningto

radio,talkingtoagroup offriendsand many

more.In this stage,itis expected thatthe

commitmentlevelisprettylow.However,astime

passesby,thiswillchange.Peoplewillstarttobe

morecommitted and wanttogetmoreinvolve

withtheactivity.Oneofthemostinfluentialmedia

ofseeingisthemassmediasuchastelevision,

radio,magazine,newspaper,Internetand others.

Therefore,seeing can be divided into indirect

(throughmassmedia,listeningtootherpeople’s
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[Figure1]FunEvolutionModelforSNS

experiences,storiesand etc.)and directseeing

(attendrealmatchatthestadium,attendmusical

playattheaterandetc.).InthecaseofSNS,users

heardfrom radio,music,television,friends;read

from magazine,book,newspapers;seeotherpeople

using;browseSNSsiteandevenregisterforanID.

However,thisstageisonlyfocusedonpeople’s

seeing,hearingandsimilaractslikethat.Thisstage

canbecomparedtopre-usageoracceptancestage

inpreviousstudies.Duringpre-usageoracceptance

stage, users are novice users with minimal

experiencewithanapplication.Furthermore,users

are not keenly interested and have the less

commitmenttotheapplication.Therefore,positive

outcomesgainfrom theexperiencemayleadusers

tocontinueusingtheapplication.

Having– Afteraperiodoftime,justseeingis

nolongerfun.Undernormalcircumstances,aftera

period oftime,peoplewillwanttofeelmore

relatedorfeelsortofownershipoveraleisure

activity.Thiswillencouragethem tomigratefrom

seeingstagetohavingstage.Forexample,ifthe

activityisrelatedtosports.Insteadofjustwatching

amatchontelevision,listeningtothematchlive

broadcastonradioorwatchingtherealmatchat

thestadium;individualswillbuysportsclothing,

sportsequipmentsandjerseys;andgetsignatures

from favoritesport’sstars.Alltheseactspresenta

senseofhaving.Anindividualmayevenwantto

beinvolvedingatheringsrelatedtotheirleisure

activities.Thesegatheringsdiscussandsharetheir

thoughtsandopinionsabouttheirleisureactivities

andwiththeexistenceofInternet,theseeasilycan

happen onlineinstead ofoffline.Duringhaving

stage,levelofcommitmentandinvolvementinthe

activityisgreaterthanduringtheseeingstage.In

thisstage,SNSusersareinterestedtolearnabout

SNS.Theyarenotsatisfiedwithjustowningan

accountbutwanttolearnmoreaboutit.Therefore,

theywilltrytofindwaystolearnmoreaboutit.
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Having stage iscomparable to acceptance and

earlierusagestagein previousstudies.In this

stage,thereareuserswhovoluntarilywillingto

exploreandlearnmoreabouttheapplication.This

groupofusershasabiggertendencytomigrateto

doingstage.However,thereisalsogroupofusers

whoishappytojustbeinginthisgroupwithout

learningmoreabouttheapplication.Hence,they

justremaininthisstage.

Doing– Inordertohavemorefun,individuals

migratefrom havingstagetodoingstage.Inthis

stage,therearetwoformsofdoing.Thefirstform

istheearlierstageofdoingwhichisimitation.

During childhood,people imitate their favorite

superhero such as superman, batman, power

rangersandothers.Thisisoneform ofdoing.The

secondform ofdoingisfandom.Inanextreme

caseoffansupportandfandom,anindividualtry

tobeascloseaspossibletotheiridolizedstar.

Everymoveoftheidolisnotonlymonitoredbut

closelyobserved.Heorsheiswillingtosacrifice

time,energy,effort,moneyandwhatevernecessary

forthesakeoftheidolizedstar.Thisisnowapart

oflife.Theexcitementofidolizingastarisa

turbulentstatewhichisnodoubtinvokedfun.This

dependentphenomenon is very similar to the

feelingsofbeinginloveandfeelingdependenton

anotherperson.Inthisstage,SNSusersaremore

interestedtodosomethingmorewithSNS.They

alreadyexploredSNSinhavingstageandareno

longer contentwith justhaving,instead more

interestedtouseSNSaspartoftheirroutinelife.

Therefore,usersinthisstageusuallyspendmore

timeusingSNScomparedtousersinseeingand

havingstage.Furthermore,inthisstageusersare

morelikelytobeobsessed overusageofSNS.

EventhethoughtsofnotbeingabletoaccessSNS

leavethemdistraught.Inthisstage,exposuretothe

applicationisbiggerandsimilartousagestageof

previousstudies.Furthermore,usersmightalso

develophabitsofusingtheapplication.Basedon

previousstudies,once usersdevelop habit,the

usageofanapplicationisnolongerwithconscious

effortinsteaditisautomatic(Limayem andHirt,

2003;Limayem,Hirtand Cheung,2007).Inthis

scenario,definitely the levelofcommitmentis

biggerthanthoseinseeingandhavingstage.

Being– From doingstage,individualsmigrate

toamorematureform offunseeking.Thisstage

iscalled being.In thisstage,individuals can

separatethemselvesfrom theiridolsbutwiththe

desire to share the knowledge about their

idolization with others. Sharing feelings and

thoughtswithotherpeoplecreatesynergies.This

stageisnotanindividualisticstagebutrequire

informalcollectiveactionwithotherpeople.Inthis

stage,SNSusersareinterested to beapartof

developmentandimprovementofSNSasawhole.

Simplyusingisnolongerfun,buttobeableto

createanddesignSNShasmorecharm.However,

inthisstage,ratherthanunhealthyobsession,itis

ahealthyobsessionthatrequireshighestlevelof

commitmentwiththemotivationtocreatebetter

SNSforconsumptionofgeneralpublic.Thereisa

highsenseofownershipandbelongingnessamong

thisstageofusers.Theyhavethehighestlevelof

commitmentandloyaltytowardsSNScomparedto

otherstagesofusers.Thisisthehigheststagein

funevolutionmodel.Inthisstage,itwentfurther

thanjustusinganapplication.Insteadusersare

interestedtobeapartoftheapplicationitself.Users

wanttohaveasayinthedevelopmentofthe

application.Theywanttogiveadviceand talk

abouttheapplicationasiftheyarepresentingthe
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No. Seeing-MeasurementItems

1 IenjoyseeingotherpeopleusingSNS.

2 Evenjustreadingsomeone’scommentonSNSmakesmehappy.

3 IenjoycommunicatingwithotherpeoplethroughSNS.

4 IalreadyregisteredandreceivedanIDtomyfavoriteSNS.

5 ThroughSNS,IsearchedpeoplethatIknow.

[Table3]SeeingMeasurementItems

application itself.The act of just using the

applicationisnotenoughanymore,thereforethe

level of commitment they have towards the

applicationisbiggestcomparedtothoseusersin

seeing,havinganddoingstages.

Ⅴ.ResearchMethodology

Intotaltwostudieswereconducted,study1and

study2.Study1isapilotstudyandstudy2is

therealstudy.Therearetwomainimportantparts

inbothstudieswhicharerelatedtothestagesin

fun evolution model. The first part is the

identificationofusers’stages.Inthisstudyfocusing

on SNS,therearefourstagesoffunevolution

whichareseeing,having,doingandbeing.Each

stageisrepresentedbyasetofitemsaspresented

inSection5.4.1below.Asetfitemswerepresented

toagroupofSNSusers.Theseitemsrepresent

activitiesatseeing,having,doingandbeingstage.

Userswereaskedwhethertheyagreeornotwith

eachstatement.Thestatementmaybeanexperience

theyhadbeforeoracurrentsituationtheyarein.

Basedonthe‘yes’and‘no’reply,theresultswere

analyzedtodetermineeachuser’sstage.Afterthe

identificationofusers’stages,one-wayANOVAwill

beconductedtoevaluateusers’commitmentlevel.

Inordertodevelopthemostappropriateitems

toidentifyusers’funevolutionstages,thefirst

steptakeninthisstudywastodevelopasetof

itemsforeachstage.Theinitialsetofitemsfor

eachstageisbiggerthanthefinalizedversion.

Initiallyasimplepilotstudywasconductedto

evaluatetheitemsandtheresultsgatheredfrom

thepilotstudyproducedthefinalizedversionof

itemsasshowninTable3,4,5,6and7.

1.Instrument

Themeasurementscaleforthisstudyconsistsof

threemainparts.Thefirstpartisthedemographic

section,followedbythefourstagesoffunwhich

are seeing, having, doing and being. The

measurementitemsweredevelopedbasedonthe

definitionofeachstageasdiscussedinprevious

sectionofthispaper.Andlastly,thethirdpartis

commitmentmeasurementitems.Thecommitment

measurementitemsareadaptedfrom Blau(1985).

Below inTable3,Table4,Table5andTable6

containsthemeasurementitemsforseeing,having,

doingandbeing.MeanwhileTable7containsthe

measurementitemsforcommitment.

2.SurveyAdministrationandData

Analysis

Asurveywasconductedinordertocollectthe

necessary users’information,to conductamong

universitystudentsinSouthKorea.
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No. Doing-MeasurementItems

1
IenjoyifIcanleanmoreaboutSNSthroughpeoplearoundme, magazines,newspapers,

television,radioandvariousothersources.

2 Ialwaysparticipateinallin-trendactivities(eg.playing games,watchingvideos)onSNS.

3 ByusingSNS,Ialwaysupdatemystatusandleavecomments.

4 IenjoysendingmessagetopeopleIknowthroughSNS.

5 IenjoysharinginformationwithotherpeoplethroughSNS.

No. Having-MeasurementItems

1 IenjoyleavingcommentaboutmyopinionusingmySNS’ID.

2 IenjoymeetingnewpeoplethroughSNS.

3 IamboredwhenIamnotabletoaccessSNS.

4 Iamanactivememberofonlinecommunitycreatedbyfellowusers’ ofmyfavoriteSNS.

No. Being MeasurementItems

1 IliketobeabletoaccessSNSatalltime.

2 IfeelanxiouswhenIamnotabletoaccessSNS.

3 Iam(wanttobe)involvewithdevelopmentofSNS.

4 IwanttogiveadvicesregardingtheimprovementofSNS.

5 ThroughSNS,Igettoknowtruefriend.

No. Commitment-MeasurementItems

1 IreallylikeSNSsoIwillneverstopusingit.

2 IfIcoulddoitallover,IwouldnotchooseSNS.(reverse)

3 IwillcontinueusingSNStobuildupmycareer.

4 Evenifthereisamoreenjoyableactivity,Iwillstillcontinue touseSNS.

5 SNScanbeanopportunitytoexperiencegreatestpleasureinlife.

6 ThroughusingSNS,itbringsmeaningtolife.

[Table4]HavingMeasurementItems

[Table5]DoingMeasurementItems

[Table6]BeingMeasurementItems

[Table7]CommitmentMeasurementItems
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Characteristics Frequency Percentage

Gender
Female 93 41.9

Male 129 58.1

Age

20–22yearsold 121 55.2

23–25yearsold 81 36.7

26–28yearsold 18 8.1

Year

First 1 0.5

Second 62 28.1

Third 94 42.5

Fourth 64 29.0

AverageUsage

perDay

Lessthanonehour 50 22.3

1–2hours 75 33.5

2–3hours 46 20.5

Morethan3hours 53 23.7

Frequencyof

UsageperDay

None 9 4.0

Once 8 3.6

2–3times 39 17.4

4–5times 36 16.1

6–7times 30 13.4

8–9times 18 8.0

Morethan10times 84 37.5

DurationofSNS

Usage

Lessthan1year 25 11.2

1–2years 89 39.7

2–3years 58 25.9

Morethan3years 52 23.2

[Table8]DemographicCharacteristicsoftheSample
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[Figure2]FrequenciesofEachStage(Seeing,Having,Doing,Being)

The survey successfully collected 224 valid

respondents.Allrespondents are undergraduate

studentsin two majors,BusinessAdministration

andTourism Management.Below isTable8which

contains the demographic characteristics ofthe

respondents.Outof224respondents,twoofthem

didnotdisclosetheirgender;threeofthemdidnot

disclosetheirageandyearofstudy.Fromthedata
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Construct Noofitems Mean StandardDeviation

Seeing(yes=1,no= 0) 5 0.741 0.212

Having(yes=1,no= 0) 4 0.455 0.294

Doing(yes=1,no= 0) 5 0.562 0.308

Being(yes=1,no= 0) 5 0.214 0.257

Commitment7-Likertscale 6 3.593 1.058

SEEING HAVING DOING BEING Fvalue

Commitment

Mean(s.d)
2.734(0.857) 3.138(0.963) 3.918(0.886) 4.263(0.966) 29.043

FunEvolution Stage MeanDifference Significance

Seeing

Having -0.404 0.294

Doing -1.184 0.000

Being -1.529 0.000

Having

Seeing 0.404 0.294

Doing -0.780 0.001

Being -1.125 0.000

Doing

Seeing 1.184 0.000

Having 0.780 0.001

Being 0.344 0.298

Being

Seeing 1.529 0.000

Having 1.125 0.000

Doing 0.344 0.298

[Table9]ResultsofReliabilityTests

[Table10]StageofFunSeekingagainstCommitment(ANOVA)

[Table11]Scheffe’stestResults(StageofFunSeekingagainstCommitment)

gatheredfrom 224respondents,one-wayANOVA

wasconducted.Thisanalysiswasconductedusing

SPSS.Figure3isabarchartthatshowsthe

number of users’ stages. Among the 224

respondents,52ofthem belongtoseeingstage,29

belongtohavingstage,110belongtodoingstage

and33ofthem belongtobeingstage.Meanwhile,

Table9containsthemeansandstandarddeviation

foreveryconstruct.

InTable10,resultsfrom one-wayANOVA are

presented.Thegroupingsofthe224usersare

based on theirstages.TheF-valueof29.043is

significanttoexplain thevarianceofthegroup

means.Thismeansthattherearedifferencesin

betweenthemeansofeachgroup/stage.Asthe

numberofusersforeachstageisnotthesame,
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Scheffe’stestwasconductedtofigureoutwhere

thedifferenceslie.MeanwhileTable11showsthe

resultsofScheffe’stest.Asmentionedearlierthis

testwas conducted to figure outwhere the

differencesliein.Thistestwasconductedlooking

atusers’stageagainsttheircommitmentlevel.

VI.DiscussionandConclusion

1.Discussion

Thefirstpartofthisstudyisapilotstudy.The

results from the pilot study show thatonly

commitmentissignificanton themean between

users’stages,meanwhiledurationisnotsignificant.

Durationinthisstudyreferstotheamountoftime

usershaveuseSNS.Thisresultisnotsurprisingas

users’experience ofusing a technology cannot

solelybeexplainbythedurationofusage.There

areuserswhoareintensiveusersandthereare

users who are just frequent users.Therefore,

durationisnotimportanttoexplainusers’stage

differencesbutcommitmentisveryimportantto

explain usersstagedifferences.Resultsforpilot

studyshow thatusersin seeingstagehasless

commitmentlevelcompared tousersin having,

doingand beingstages. Thecommitmentlevel

increasesasusersmove from seeing stage to

havingstage,fromhavingstagetodoingstage,and

lastlyfromdoingstagetobeingstage.

Thisstudywasconductedtoadaptfunevolution

modelforsocialnetworkservices(SNS).

Astheoriginaldevelopmentoftheevolution

modelisforleisureactivities,itisacceptableto

adaptitforSNS.However,stagesofseeing,having,

doingand beingforSNSneed tobeidentified

differentlybecauseofuniquenessofthisactivity.

Therefore,thefirststepisidentificationofusers’

stagesinfunevolutionmodel.Basedontheresults

gathered,outof224respondents,52isinseeing

stage,29isinhavingstage,110isindoingstage

and33isinbeingstage.Itisnotasurprising

resultbecause in any technology usage,itis

expectedthattheearlierstage(seeingandhaving)

willbequiteminimalaswellasthelaterstage

(being).Furthermore,sinceSNSisatechnologythat

requiressomesortofinteractionandactionfrom

users,doingstagehasthemostnumberofusers

comparedtootherstages.

After the identification ofusers’stages,the

secondpartwasconductingone-wayANOVA to

check thecommitmentlevelofeach stage.The

resultsshowedthatusersatseeingstagehaslesser

levelofcommitment,followedbyusersathaving

stage,doingstageand beingstage. Thisisa

confirmationoftheinitialexpectationofthisstudy.

Users’atbeingstagearetheonewhoaremost

committed with SNS usage compared to other

stages.Furthermore,thetypeofactivitiesthatusers

arewillingtodoisdifferentaccordingtotheir

stage.Userswho arein seeing stageareonly

interestedwithsimple,unobtrusiveactivities.They

arewillingtoexploreandupdatethemselveswith

SNSbutnottothepointofmakingextraeffortfor

it.Meanwhile,usersin having stagearemore

willingtoexploreandlearnaboutSNS.Theyare

alsointerestedtohavesomememorialsormaterials

relatedtoSNSthatcanhelpthem tolearnmore

aboutSNS.Ontheotherhand,usersindoingstage

are more willing to do something using SNS.

However,userswhoareinbeingstageistheone

who goesbeyond usersin seeing,having and

doingstages.Theyarewillingtodevotemoney,

timeandeffortforSNS.Theyarehavingwhile
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beingwithpeoplewhoenjoySNSasmuchasthey

do.Theygooutoftheirwaytolearnmoreand

wanttocontributetothedevelopmentofSNSfor

thesakeofimprovement.Regardlessofusers’stage,

itisimportanttounderstandthateachstagedoes

notstand solelyon itsown.Instead thereare

overlapswiththepreviousandthenextstage.For

example,havingstagehasanoverlapswithseeing

stageanddoingstage.

Thereareafewlimitationsinthisstudy.Firstly,

thisstudywasconductedamonguniversitystudents

whoaremostlyintheirearly20’s.Byconsidering

theirageandtheerathattheywereborn,their

usageofSNSmightbeslightlydifferentcompared

to peoplein theirteens,30’s,40’sand older.

However,thiscanonlybeconfirmedbyextending

this study beyond university students.Second

limitationistheinclusionofonlySouthKoreansas

thesample.SouthKoreaisknowntohavethe

mostdevelopedtechnologyandthefastestInternet

connectivityintheworld.Thisadvancementmay

alterthewaytheyview SNSusageintheirdaily

life.Theease,comfortandroutineusageofSNS

thatfreelyavailableforthem mayinfluencetheir

commitment.Instead people who are living in

developing countriesorpoorcountriesoreven

ruralareasofdeveloped countriesmighthave

differentview ofSNS.Secondly,anotherlimitation

ofthisstudyisthelackofdataonrespondents’

motivation in using SNS.Thisstudy wasnot

designedtoidentifyusers’motivation.However,the

lackofdataonthisreducesthisstudyabilityto

explainuser’susagewithmoredepth.

2.Conclusion

Thisstudyinvestigatedthecommitmentlevelof

users according to fun evolving model.Itis

importantasanexploratorystudyforSNSusage.

Theresultssuggestedthatidentificationofusers’

level of commitment can be determined by

knowingtheuser’sstageinfunevolvingmodel.

Therefore,furtherstudycanbedoneusingthis

modeltounderstandusers’usageofSNS.Thiswill

helpnotonlySNSresearchersbutalsohelpfulfor

developersofSNS.
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