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Abstract This study deals with the digital policy proposal through the path modeling study on the effect of the
strength of weak ties & emotional perception leading to the user's satisfaction, WOM between game users, and the
verification on the effect of the emotional real name SNS on the social network game's diffusion. Researcher
confirmed that the effect of the strength of weak ties & emotional perception led to the user's satisfaction, WOM of
SNG. Even though weak tie, researchers estimate that the users emotionally interact with the real name relation effect
of SNS. And effective factors for WOM are not a tie relationship or emotional interactivity of weak tie antecedently
but user's satisfaction. As a result, though antecedent factors (weak tie & interactivity) had a positive effect as real
name SNS, eventually powerful factor of making buzz was the SNG user's satisfaction. Thus researchers expect the
practical policy proposition for government & corporation, which means SNG service providers more carefully manage
the service satisfaction for WOM with SNG user's experience.
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Effect of the Strength of Weak Ties & Emotional Perception on the Social Network Game's Diffusion
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(Table 1) Breakdown of respondents
Demographic categories Frequency | Percentage Demographic categories Frequency | Percentage(%)
Male 57 41.6 . 1/ 3 Days 23 168
p Daily
Gender Female 80 534 NG 1/ 2 Days 19 139
Under 20 26 19.0 ' 1-4 / 1 Day 52 380
Ao 21725 59 431 Access 5+ / 1 Day 43 31.3
ge 26730 38 217 less than 30min 72 52.6
31+ 14 10.2 SNG 30-60min 39 285
Ani Pang 73 53.3 Access 60-120min 15 109
Favorite My Giraffe Painting 20 146 Time 120-180min 7 5.1
SNG Tiny Pang 11 8.0 180min+ 4 29
Others 33 24.1 Experience | less than 3 months 103 7.2
Sum 137 100.0 Sum 137 100.0
(Table 2) Results of reliability and validity analysis
Variables of proposed model Standardlged T-Value CR AVE
item loading
WT <« WT1 0.945 - a)
Strength of WT WT <« WT2 0.910 16.198 0.767 0.525
WT <« WT3 0.762 11.689
Emotional Interactivity < Interactivityl 0.770 - a)
Interactivity Interactivity < Interactivity2 0.839 10.638 0.777 0.538
of WT Interactivity < Interactivityl 0.876 10.550
Satisfaction < Satisfactionl 0.801 - a)
Satisfaction Satisfaction <— Satisfaction2 0911 11.879 0.853 0.660
Satisfaction < Satisfaction3 0.856 11.197
WOM < WOM1 0.843 - a)
Word of Mouth WOM < WOM2 0.816 11.061 0.833 0.625
WOM < WOM3 0.836 12.153
Summary of model fit indices: X?=84.063, df=48, p=0.001, X?/df=1.751, RMR=0.085, GFI=0.913, CFI=0.968, NFI=0.930, RFI=0.903
IF1=0.969, TLI=0.956, PNFI=0.676, PCFI=0.704, RMSEA=0.075
x) P< 0.001, a) fixed to 1
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(Table 3) The square root of AVE and factor correlation coefficients

Variables of proposed model 1 2 3 4
1. Strength of WT 0.724x
2. Emotional Interactivity of WT 0.298 0.733*
3. Satisfaction 0.668 0.474 0.812x*
4. Word of Mouth 0.421 0.439 0.668 0.791%

* Values in bold asterisk type along the diagonal indicate numbers (the AVE's square root). For discriminant validity, these values

should exceed off-diagonal correlations.

(Table 4) Results of Model estimated by AMOS

Path of proposed model iStLargdlif(Ijzir?g T-Value p #* Results
Emotional Interactivity < Strength of WT H1 2.407 4.442 otk Support
Satisfaction < Strength of WT H2 0.814 3.460 Hokok Support
Satisfaction <~ Emotional Interactivity H3 1.5% 3.760 HHK Support
WOM <« Strength of WT H4 0.448 1.38 0.166 Not Support
WOM <« Emotional Interactivity H5 0.287 1.434 0.152 Not Support
WOM <« Satisfaction H6 0.605 5.533 ook Support

Summary of model fit indices : X?=84.053, df=48, p=0.001, X?/df=1.751, RMR=0.085, GFI=0.913, CFI=0.968, NFI=0.930, RFI=0.903,

IFI=0.969, TLI=0.956, PNFI=0.676, PCFI=0.704, RMSEA=0.075

%) p< 0.1, #%) p< 0.05, *+x) p< 0.001
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[Fig. 2] AMOS test of proposed model
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