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Abstract In this study, we investigated opinion leaders' communication activities on Facebook and analyzed the
differences of communication patterns on Facebook between Korean and US college students. As a primary
source of information, we conducted an online survey to collect data from students currently enrolled at two
different universities in US. Additionally, we utilized online survey data previously collected from Korean
students. According to our analysis, we found that US male students had more active opinion leadership than
Korean male students. Also, opinion leadership of Korean students’ was significantly associated with both active
and passive communication patterns on Facebook whereas opinion leadership of US students’ was significantly
associated with passive communication patterns.

Key Words : Facebook, Cross-cultural Study, Korea & US, Product opinion leadership, SNS(Social Network
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(Table 1) Communication patterns on Facebook
among Korean and US students

(Table 2) Communication activities on Facebook
among Korean and US students
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(Table 3) Factor analysis of communication

activities

Ttems

Component

2

3 4

Creating groups

Creating events and sending
invitations

774

Responding to/reviewing
events/invitations

766

Interacting with groups

124

Looking at groups

716

Adding or removing groups

Posting notes

Adding or removing friends

597

Updating or editing profile

196

Posting links to youtube.com

Posting photos

21

Looking at video links in
others’ photos

672

Tagging or untagging photos

Commenting on photos

620

Sending private messages

Reading post on your wall

790

Reading post on others’ wall

124

Posting on walls

Changing current status
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(Table 4) Factor analysis of opinion leadership

% of
Items Factor | Vari
ance
In general, I talk often to my FB .810
When I talk to my FB friends about
a product, I give a great deal of .859
informations
Compared with my FB friends, I am
very likely to be asked about a .852
product
In discussion of a product, my FB 633
friends tell me about it :
Overall in all of my discussion with
FB friends, I am often used as a 918
source of information.
My FB friends consider me a good 68.28
. .844
source of advice about a product
I tend to talk a lot about a product 365
to my FB friends :
In the past 6 months, I've talked to
a lot of my FB people about a 705
product
When asked for advice about a
product in the FB, I offer a lot of 873
information
When discussing a product in the
FB, I usually convince them of my .847
opinion

72 1 Journal of Digital Convergence 2014 Aug; 12(8): 67-76



A Cross—Cultural Study of the Product Opinion Leaders' Communication Activity on Facebook
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(Table 3) Comparison of opinion leadership
between male and female students
in US and Korea

Gender in Country | Mean(SD) t-value | p value
USA | [ o] %L |
Mile | e o] 2% | O
Female [ it | 0| 0
Ronear omeie | 20| 10 |
5.3 gt - O] cHsto| Ho|AFoM HFLA
ol &S
WA do|zEoA AFYA A Pl w2 g

ul= giEAE gl Aols AwEr] $J8iA paired
two—sample t-testE ATk Folgk 2po)7} vt
A3E 2 B3 "Reading posts on your wall”ol]l 9104
S e Al (M=32002 vl sh A (M=3.39),  “Reading
posts on others’ wall”d| A= a2t gAY (M=3.20)7} 1]
= A (M=2.88), “Responding events/ invitations”oll
Me  FAFRGAM=200 =SB M=255),
"Adding or removing friends” &= thHY (M=2.66)%} n|
= SAA(M=250), "Creating events and sending
invitation” +=r S (M=1.65)7} w]=thsHA(M=2.16),
"Posting note” S UlEAM=280)  m=UIEHAY
(M=1.85), "Posting photos” 3+t st (M=2.59)3} ©]=;
A (M=325)7 el Frolngh AfolEe] ith

(Table 4) Comparison of communication activities
on Facebook between Korean and US

students
Korea
Items
Mean| SD | t-value | p value

adi sts Korea | 320 | 1.16
Reading posts on 169 000

your wall USA | 339 | 114

adi Korea | 320 | 1.13
Reading posts on 0487 o014

others’ walls USA | 283 | 1.07

Korea | 257 | 98
Posting on walls 071 944
Usa | 267 | 96

Sending private | Korea | 267 | 115
messages USA | 304 | 112

107 873

Korea | 248 | 115
Looking at groups =307 759
USA | 250 | 1.09

Responding Korea | 206 | 1.06

to/reviewing 27105 008
USA | 255 | 112

events/invitations
i Korea | 266 | 9
Adding or 4434 | 000
removing friends | USA | 250 | 95
i Korea | 224 | 1.01
Changing current 368 714
status USA | 230 | 1.07
Looking at video | Korea | 262 | 117
links in others’ rr -522 603
proﬁles USA 2 0D 1 09
S Korea | 263 | 1.19
Tagging or 1237 | 219
untagging photos | USA | 283 | 97
i Korea | 2.06 | 1.00
Adding or 066 917

removing groups USA 2.09 92
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i Korea | 318 | 1.17
Commenting on 661 510
photos USA | 314 | 1.08
Creating events | Korea | 165 | .96
and sending . 3.181 002
invitations USA | 216 | 102
Korea | 1.78 | 94
Creating groups 824 412
USA | 192 | 9
i Korea | 251 | 1.10
Interact with 000 100
groups USA | 249 | 118
. Korea | 2.80 | 118
Posting notes -6.396 .000
USA | 1.8 | 1.06
. Korea | 259 | 1.14
Posting photos 3.920 .000
USA | 325 | 110
sti i Korea | 2.07 | 1.00
Posting links to 1922 057
youtube.com USA | 241 | 115
; Korea | 256 | 1.07
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(Table 5) The association between opinion
leadership and communication
activeness on Facebook
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