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The Effect of the Precedential Factors on the SNS User's Revisit
and Switching Intention
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ABSTRACT

Previous research about SNS users’ intention was mainly focused on revisit intention,
while this study reaches a research conclusion by considering both revisit and switching
intention. According to the research result, (1) social interaction and SNS addiction influence
other precedential factors; (2) enjoyment and usefulness increase SNS users’ revisit inten-
tion; (3) SNS users would not consider switching to another SNS even they have negative
opinions about their current SNS. This research result implies that, for SNS enterprises
to dominate market, it is required to provide services so that SNS users can actively
participate on social interaction activities, and a strategy is necessary to attract and turn
SNS users with negative opinions into active participants.
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Bobzko] woldrh e SNSmo| e A 29l e AR TAE) FAFES

e S olnkn Azte) B S olth mebd, el ATEEE TSI <Table 1>

obdlel Mg B ol ATenA I} Aragl g A 4o 2 SHA5E

4e)g Zot.
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(+) FFE 1A 3 9lE st Auelg FHoE RS

Hib: F227) ke Agelwe] 2442 ANa I8 28A T £ g3

(+) JFg v, St FeEERAY B44T gRoR B

HE 4EAE A9dSn F 178 AR

Ag B ATE A8 Al AERae

4. AFEH 913 EARLES ol =E SPSS 1503 AMOS

0% AHgSIRlor] B2 ATEAGA 5

4.1 Xt23E U m29| EN gk dnbd 5445 EAs] flete] Wl

Mg AN 7 B 78 IA=AR

B Qs Agars sukoz w39 SNS = ARgsklan, ARl et =
gAY AR S Qo] G v S <Table 2> 2.

(Table 1) Operationalization of Variables

Constructs Operationalization References
Eniovment The degree to which a user perceives a SNS to be| Van der Heijden[41], Ahn

1oy enjoyable after using SNS. et al.[1], Shin[34]

Usefulness The degree to which a user expects benefits from using Davis[9], Shin[34]

a SNS.

Social Interaction

The degree to which a user interacts with other people
from using a SNS.

Roblyer et al.[30], Fischer
and Reuber[12]

SNS Addiction

The degree to which a user feels addiction from using a
SNS.

Kuss and Griffiths[20],
Kang et al.[16]

Weak Connection

The degree to which a user feels difficult to make
connection with other people from using a SNS.

Katz and Shapiro[18], Van
Slyke et al.[42], Kwai Fun
and Wagner[21]

Writing Anxiety

The degree to which a user feels anxious to write from
using a SNS.

Spielberger and
Sarason[36]

Revisit Intention

The degree to which a user revisits to a SNS using
currently.

Zhou and Liu[47],
Kang et al.[16]

Switching Intention

The degree to which a user switches to other SNS from
a SNS using currently.

Lee et al.[23],
Hsieh et al.[14]
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(Table 2) Characteristics of Sample 4.2 AF1ZSo Haz HMA
Index N Rimo N
(6) B Ao Aejgk g7 2.0l Bl =
Male 97 | 54.49% ) -
Gender Female 81 4550% 26]%60 o= }:jiﬂéol 1'1__.‘X]'4 oqlzll'é‘ “d7]’°}7]
<20 18 | 10.11% el Hei-=#(Maxinum Likelihood Estimation)
20~24 23 | 1292% I} v g] 9 ~3) A (Varimax Rotation) S ©]-&-3F
25~29 46 | 25.84%
Agelyear) 30-34 58 | 32.58% B 2 s AAsY FAE 1A
35~39 19 | 1067% A= <Table 3>7 2t} 7} Aol st
> 40 14 | 7.86% QBEE 05 oo w BEHL. J}o]
University student | 76 | 42.69% e
J()b Company staff 73 41.01% X‘ﬂﬁ 4—0475"’]'()( (128 N = 178) = 220384, D <
Company manager | 29 | 16.29% 0.001))¢} RMSEA%L(0.06)s &3l 2340l
Duration of <1 40 | 2247% g nkgl G550 al 7F SR A d
SNS s 1~3 83 | 46.62% ) o
el u’s) 3~5 32 | 17.97% dE Asetr] A S A5uedat
e >5 23 | 1292% (Cronbach’s @)3HE tj¥-3-9] =4 Eato] 08
(Table 3) Result of Principal Component Analysis
Component
Constructs
1 3 4 5 6 8
0.519
Enjoyment 0.504
0.606
0.776
Usefulness 0.698
0.718
0.817
Social Interaction 0.845
0.828
0.817
. . 0.814
SNS Addiction 0836
0.752
0.765
Weak Connection 0.751
0.681
0.821
Writing Anxiety 0.774
0.872
0.618
Revisit Intention 0.685
0.663
0.865
Switching Intention 0.862
0.508
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(Table 4) Result of Factor Analysis
Constructs Items Loading Error Term Cronbach’a CR AVE
ENJ_1 0.872 0.197
Enjoyment ENJ_2 0.891 0.160 0915 0.931 0.819
ENJ_3 0.892 0.159
USE_1 0.870 0.204
Usefulness USE_2 0.797 0.282 0.851 0.874 0.700
USE_3 0.727 0.337
SOC_1 0.665 0.453
Social Interaction SOC_2 0.902 0.190 0.825 0.848 0.654
SOC_3 0.780 0.342
ADD_1 0.900 0.269
ADD_2 0.955 0.123
SNS Addiction 0.960 0.943 0.808
ADD_3 0.933 0.204
ADD_4 0916 0.219
WEA_1 0.653 0.463
Weak Connection WEA_2 0.845 0.331 0.753 0.793 0.565
WEA_3 0.662 0.420
WRI_1 0.926 0.176
Writing Anxiety WRI_2 0.852 0.404 0.891 0.871 0.694
WRI_3 0.803 0.400
REV_1 0.828 0.336
Revisit Intention REV_2 0.946 0.087 0.896 0918 0.789
REV_3 0.853 0.193
SWI_1L 0.388 0.841
Switching Intention | SWI_2 0.731 0.381 0.636 0.719 0.478
SWIL3 0.790 0.202
ooz PHAAANE F&3 gl 39 olo} zt a9l ¥ FATE] R g
= gletsi A& H7Fet9th <Table 4>01A4 gHeled 4
7 qlel AT B Selsl 9 dE AW 7 29 TS 3ARIE
o seld a9lBAe ANk BelH 2 o Ay e NEA olgg el
AEA An, x(247, N = 178) = 548888, p Bt

AW HrolE BAVL 9o gk vung

Ak |

< 0.001, RMSEA = 0.083, NFI = 0.849, TLI n}
0.890, CFI = 0910 59 AgA+E Ho a4

==
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(Table 5) Correlation Matrix

Constructs Enjoyment | Usefulness Socia! SNS Weak Writ'ing Revi§it SWitCh.jng
Interaction | Addiction |Connection| Anxiety | Intention | Intention
Enjoyment 0.904
Usefulness 0.683 0.836
Social Interaction 0.405 0.335 0.808
SNS Addiction 0.682 0.598 0.244 0.898
Weak Connection 0.320 0.409 0.170 0.449 0.751
Writing Anxiety 0.405 0.389 0.156 0572 0.407 0.833
Revisit Intention 0.727 0.642 0.339 0.674 0.393 0.476 0.888
Switching Intention | -0.162 | -0.152 0.017 -0.145 0.046 -0.221 -0.179 0.691
4.3 ATRE EMAN} ANE mdstEd B FdFEta @

o

ATRE BA An, 267, N = 1) =
782460, p<0.001, RMSEA = 0.104, NFI =
0.785, TLI = 0.827, CFI = 0.846 5¢] &
TE Bol AvA Aol EA7F e
S sk 7 Aol gk AAAR =
<Table 6>} 2t} H19 7t 4245 Hla
(0499, p<0.001), H1b(0.442, p <0.001)Z A}
314 dazge] EARY FE4d $HH
A4S Fa ek F, SNS o] &A= v}
zpebe] Abs|H T8-S Bl o8

o) [e)
7 F84S S =
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=2 O
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R
E=Ne]
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%

PR
FEFS Fo wElaldS g9 & 5 vt
H39| 7+ 7274 H3a(0.580, p<0.001), H3b
(0331, p<O0ONZE =AY &4 AW
o & FAARI G v ke H37E A
BAEQirh = SNS o] &A= A o] &sta
A SNSel s EAFH fFr8AHS =7=
B4 @A o]&3kaL 3= SNSE ALHow
ARgstaLat e & 4 vk mRAEoR, HAS)
7} A2 A4 H4a(0.045, 717}, H4b(0.128,
717hE Yept £ 7pde 71290 5, dA
AHESEAL QlE SNSel oisl] the AbTte]
B} 3o HAREAEY] 97 SEHA FA
u, SNSE T3l #Aals mEshed glo] B
? =

A&

£ =oFANE FA|(Push)-8.9120 ofFst
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(Table 6) Result of Hypothesis Testing

Path Standardized
Hypothesis Path SE CR D Result
Lrirg To co-efficient
Hla Social Interaction Enjoyment 0.499 0.119 | 5523 | 0.000™" | Accept
Hib Social Interaction Usefulness 0.442 0.110 | 4695 | 0.000™ | Accept
H2a SNS Addiction Weak Connection 0.508 0.046 | 5351 | 0.000™ | Accept
H2b SNS Addiction Writing Anxiety 0.593 0.062 | 8642 | 0.000™ | Accept
H3a Enjoyment Revisit Intention 0.580 0.063 | 7.968 | 0.000"" | Accept
H3b Usefulness Revisit Intention 0.331 0.068 | 4760 | 0.000™" | Accept
H4a Weak Connection | Switching Intention 0.045 0.103 | 0449 | 0653 | Reject
H4b Writing Anxiety | Switching Intention 0.128 0.063 | 1.320 | 0.187 Reject

p<0.05, "p<0.01, "p<0.001.

Pull !
Factor |

[ 0.580%x

Social ; Revisit
' Interaction : ' Intention :
Mooring : , User
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SNS N\ Switching '
Addiction | 508*** /"'7. Intention :
PNy Weak L0045 Ty e ——
0.593* L
Connection L
0128

Push !
Factor;
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Hoick w5 J1Ee] 9 EE ARV o ejes] FAPush-290% EFak SNS
AR QENS o837 A% Bl ol olgAe A9 o)F AE AL} A
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