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Impacts of Small and Medium Enterprises Recognition of
Social Media on Their Behavioral Intention and Use Behavior

Jung Woo Lee* - Eun Hong Kim**

m Abstract m

Recently, as the number of smart-phone users has been rapidly increased, enterprise managers have a keen interest
in business application of social media. Most previous studies have focused on perspective of the individual unit of
analysis instead of enterprise level unit. The study is focused on the relationship between the enterprises’ recognition
and behavioral intention (and use) about social media application. The purpose of this study is to develop the model
of small and medium enterprises’ social media application, and to find the factors affecting their behavioral intention
or use behavior. The moderating effects of four corporate characteristics on the relationship between the enterprises’
recognition and behavioral intention are also examined. We surveyed 900 corporate staffs and received 203 responses.
After questionnaires with unreliable responses had been excluded, 182 effective samples were used in the final analysis.
The findings suggest that Performance Expectation, Social Influence, Facilitating Conditions significantly affect Behavioral
Intention of social medea, and Behavioral Intention affects USE. Furthermore, some corporate characteristics have
moderating effect on the relationship between recognition of social media and Behavioral Intention.

Keyword : TAM, UTAUT, UTAUTZ2, Social Media, Social Network Service, Moderate Effect,
Corporate Characteristics, SME(Small and Medium Enterprise)
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Industrial characteristic
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(Table 1) Operational Definitions and Measurement Items of Variables
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Variable

Operational Definition and Measurement Items

PE

* The degree to which using social media will provide benefits to consumers in performing

certain activities

- Our company find social media useful in business

- Using social media increases our chances of achieving things that are important to company

- Using social media helps our company accomplish things more quickly

- Using social media increases my productivity

EE

* The degree of ease associated with consumers’ use of social media

- Learning how to use social media is easy for our company

- Our company find social media easy to use in marketing business

- It is easy for our company to become skillful at using company

SI

* The extent to which consumers perceive that important others believe they should use a

social media

- People who are important to our company think that We should use social media

- People who influence our behavior think that We should use mobile Internet

- People whose opinions that the company value prefer that We use social media.

FC

* Perceptions of the resources and support available to perform a behavior

- Our company have the resources necessary to use social media

- QOur company have the knowledge necessary to use social media

- Social media is compatible with other technologies We use

- We can get help from others when We have difficulties using social media

PV

* Cognitive trade-off between the perceived benefits of the applications and the monetary cost for

using social media

- Social media is reasonably priced

- Social media is a good value for the money

- At the current price, social media provides a good value

BI

* The degree of behavioral intention to use a social media

- We intend to continue using social media in the future

- We will always try to use social media in business

- We plan to continue to use social media frequently

USE

* Average usage per month

Sales

* Value of log(sales) in 2013(sales unit : ¥)

Employee

» Number of employee in corporate(unit : person)

Sales Person

* Number of person in sales and marketing department(unit : person)

R C G

E Sales for consumption goods

Z Sales

> 100
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(Table 2> Demographic Characteristics of Respondents
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(Table 3 Descriptive Statistics of Research Variables

Variable Measurement Items Mean S.D.
(PE1) Useful in business 291 1.03
Performance (PE2) Increasement of chances for achieving things 3.20 1.00
Expectancy
(PE) (PE3) Level of growth contribution in business 3.19 1.01
(PEA4) Degree of performance improvement in company 319 0.9
(EE1) Learnability of social media 313 0.9
Effort
Expectancy (EE2) Easy of use for business 293 1.05
(EE)
(EE3) Easy of skillful for application 3.06 1.01
Social (SI1) Degree of encouragement of assistance group 3.06 1.01
oci
Influence (SI2) Degree of encouragement of major group 3.04 1.01
(SD
(SI3) Degree of encouragement in environment 2.% 1.00
(FC1) Degree of resource possession for using 2.90 111
Facilitating (FC2) Degree of knowledge possession for using 3.08 1.09
Conditions
(FC) (FC3) Compatihility of existing business and marketing 3.08 0.9
(FC4) Outside sources to get help for resolving problems 2.89 0.97
(PV1) Resonable price 3.01 094
Pnc(ep\\]/;ﬂ ue (PV2) Good value for the money 3.16 0.9
(PV3) Propriety of current price 2.98 104
. (BI1) Degree of intention to continuous use 3.18 1.07
Behavioral
Intention (BI2) Degree of effort for using social media 3.22 1.04
(BD
(BI3) Degree of planing to use at all time 319 1.03
(USE1) Twitter 3.15 12.33
(USE2) Facebook 487 14.07
(USE3) Kakao 11.96 4176
Use Behavior
(USE) (USE4) Blogue 3.23 9.04
(USE5) U-tube 2.44 10.48
(USE6) Linked-in 057 3.02
(USE7) Others 0.36 3.16
Sales Sales in 2013(unit : 100million won) 155.40 233.40
Employee Sum of employee(unit : person) 50.85 67.68
Sales person Sum of person in sales, marketing dpt.(unit : person) 725 11.71
R.C G Ratio of consumption goods in sales 30.25 34.78
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ATl THAT @ SAHET B 3! >

I AHAgE SRy flske] B 4 % Al 190& o]838te] &3A5(Cronbach’s alpha)&
1 EAE A 7 A4S SPSS 190 3 24319t AT E Aue Wy dBdes y
AMOS 19.0& ©]8-83ith. <Table 4>+= 7} ¥ Bl ghe® 0~19] ghe 7P, dubH o gt
Fo| SAYE A A0 2ALXt AFE °] 06 oldeld AFHeol A= Aoz HFI
T A A9E g0k Aot SAH 7t WS (Kang et al, 2009). <Table 5>¢ ZAy= 57
o x* % CRzkel BF fojudt FEo e SYAFe wpae] AR BE 068 2
LI glo] & 7o) SAETIL B Kol A gElete] 2 AT AR FEF A
a Sl e St QS HolFal gitk

{Table 4> Result of Factor Analysis

Construct Confirmatory F;’;lctor Analysis Convergent Validity Analysis
KMO X Value B(Norm.) | Critical Ratio AVE Construct Reliability

PE1 853 782 14577

PE PE2 @ 68851"™ 942 912 21.207?: 01 a7
PE3 939 936 23.012
PEA 933 927 -
EE1 893 822 14293

EE | EE2 734 311.10™ 893 846 15.009" 124 883
EE3 926 8H -
S 903 827 13607

SI SI2 142 305.36"" 918 871 14731 124 391
SI3 890 85 -
FC1 878 870 8352

FC fea 720 33184 873 16 8379 570 837
FC3 783 668 7.102
FC4 710 530 -
PV1 891 815 1401

PV | PV2 125 35248 941 921 17.15™ 766 909
PV3 909 874 -
BI1 950 926 -

BI B2 773 527.29" 98 936 227757 80 919
BI3 949 920 216417

“p < 0.001.
(Table 5> Result of Reliability Analysis
Variable PE EE SI FC PV BI
No. of Items 4 3 3 4 3 3

Cronbach’s alpha 0.937 0.838 0.838 0.827 0.901 0.948
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Verification

Modified Model

Result
1.027
974
929
892
012
936
998

Verification

Proposed Model

Result
2.174
971
783
081
84
872
939

{Table 6) Model Fit of Research Model

Goodness of Fit
(Ref. value)
<5
< 0.05
> 09
> 09
<01
> 09
> 09
> 09

Category
*(Norm.)
GFI
AGFI
RMSEA
NFI
TLI
CFI
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(Table 7> Summary of Hypothesis Testing

Hypothesis B(Norm.) SE CR. p-value Result
H; : PE(Price Expectancy) .
= Bl(Behavioral Intention) 203 09 2173 030 Adopted
H, : EE(Effort Expectancy) B S .
= Bl(Behavioral Intention) A7 1% 2751 066 Rejected
Hs : SI(Social Influence) -
= Bl(Behavioral Intention) 259 182 | 2028 043 Adopted
Hy : FC(Facilitating Conditions) - _
= Bl(Behavioral Intention) 67 285 2.906 004 Adopted
Hs : PV(Price Value) - .
= Bl(Behavioral Intention) 126 121 1151 20 Rejected
Hi; : Bl(Behavioral Intention) o - ~
= USE(Use Behavior) 241 5415 | 3257 001 Adopted
" < 0.05 “p < 0.01.
(Table 8> Summary of Hypothesis Testing for Moderating Effects
Moderating 3 .
Construct Variable B t-value p-value Result
Hea Sales 0.634 1.790 0.075 Rejected
PE(Price %Dectancy) Hs, Employee 0236 0,632 0528 Rejected
Bl(Behavioral Intention) He. Sales person 1.106 1.663 0.098 Rejected
Hea R.C. G 0.408 1.497 0.136 Rejected
Hza Sales 0.753™ 3.349 0.001 Adopted
EE(Effort ﬁxpectancy) Hz, Employee 0526 2271 0.024 Adopted
BI(Behavioral Intention) Hze Sales person 0.564 1.597 0.112 Rejected
H R.C G -0.79" -2.312 0.022 Adopted
Hsa Sales -0.366 -0.910 0.364 Rejected
SI(SOCiaI@Inﬂuencé Hs, Employee -0.049 -0.129 0.897 Rejected
Bl(Behavioral Intention) Hse Sales person 0.078 0.139 0.839 Rejected
Haa R.C. G -0.222 -0.800 0.425 Rejected
Hoa Sales -1.230" -3.318 0.001 Adopted
FC(F acﬂitatilhg Conditions) Ha, Employee -1.039™ -3232 0.001 Adopted
Bl(Behavioral Intention) Ho Sales person -1.835" -2.713 0.007 Adopted
Hoq R.C. G 0915™ 2458 0.015 Adopted
Hioa Sales 0.153 0.608 0.544 Rejected
PV(PH‘CE Value) Hion Employee 0487 1781 0.077 Rejected
BI(Behavioral Intention) Hige Sales person 0.074 0.264 0.792 Rejected
Hioa R.C. G -0.005 -0.019 0.935 Rejected

'p < 005, "p < 001
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