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An Effect of SNS Tourism Information Service Quality on
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ABSTRACT

Purpose: Present study was designed to examine the casual relationships among tourism information service
quality, value, user satisfaction, and reuse intention in social network service(SNS). Also, we intended to
testify the mediating role of value in causal model. We applied path analysis model in order to test the hypoth—
eses and research model.

Methods: Survey tool, that is, questionnaire has obtained validity through literature survey, exploratory survey
and pretest and sample 272 was selected. For statistical treatment of pretest and main analysis, SPSS18.0
and AMOS18.0 were employed and structural equation model was employed as analysis method.
Results: Result of this study shows as follows. Two factors(ease of understanding and structure) have an
effect on user satisfaction and reuse intention, and we found that value played a significant and important
role in causal relationship. Therefore, value was empirically confirmed as the important factor preceding
user satisfaction and reuse intention.

Conclusion: Present study shows that two factors(ease of understanding and structure) in via of value, were
important factors that related business companies have to emphasize to raise performance. However, present
study has some limitations to additionally research in the future.
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Table 1. Service Quality of SNS Tourism Information
Construct Previous Study
Base of Understandin Kim(2011), Kim et al.(2008), McKinny et al.(2002),
& DeLone & McLean(2003), Du Wulf et al.(2006)
Precision Kim(2011), Kim et al.(2008), McKinny et al.(2002), DeLone & McLean(2003)
Timing Park(2012), Seo et al.(2010), Agarwal & Venkatesh(2002), De Wulf et al.(2006)
Structure Park(2012), Seo et al.(2010), Agarwal & Venkatesh(2002),De Wulf et al.(2006)
Reciprocal Action Kim(2011), Seo et al.(2010), Hyun(2007), Agarwal & Venkatesh(2002)
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Figure 1. Research Model
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Table 2. Operational Definition of Variables

Construct Items Previous Study and Application
Ease of (DUnderstanding of information, @Ease of reading, Kl_m(2011), Kim et al.(2008)
Understanding | @Expression of information, @Clearness of information McKinny et al.(2002), DeLone &

’ McLean(2003), Du Wulf et al.(2006)
. (DPrecision of Information, @Zero defect of information, K1m(201‘1), Kim et al(2008)
Precision ®Source of information, @Information provided by expert McKinny et al.(2002)
' b v exp DeLone & McLean(2003)
(DUpdating of information, @Prompt offering of information, Park(2012), Seo et al.(2010)
Timing @Continuos update of information @User posting and Agarwal & Venkatesh(2002)
sharing of update information De Wulf et al.(2006)
(DSorting by category, @Degree of connection among Park(2012), Seo et al.(2010),
Structure related informations, @Ease of Search, @Structure to be Agarwal & Venkatesh(2002)
easily understood De Wulf et al.(2006)
. (DChance of communication, @Relationship connection Kim(2011), Seo et al.(2010)
Reciprocal e
Action among users, @Ease of communication to make sympathy Hyun(2007),
@Ease of relationship among users Agarwal & Venkatesh(2002)
@Sa\/lpg tlme.of searph, @Discount cogpan apd Systgm, Deng et al.(2010)
Value (30btaining of information, @Prompt offering of information,
. . Cho(2007)
(BOverall value of information
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Table 3. Demographic Characteristics of Respondents

Variables Frequency Variables Frequency

N % N %

Gender Male 78 | 28.7 Marriage Single 202 | 74.3
Female 194 | 71.3 Married 70 25.7

10’s 5 1.8 High school and lower 2 0.7

20’s 150 | 55.1 College student 62 22.8

Age 30's 90 | 33.2 Education Graduation of college | 141 51.8

40's and higher 27 | 9.9 Graduated school and | o7 | o) ¢

higher

Lower than 3 million won| 55 | 20.2 Office worker 138 50.7

3 million won 50 | 184 Private business 10 3.7

Monthly Income ™™ i won 62 | 22.8 , Expert field 7 | 26
of Family 5 million won 47 | 17.3 | Occupation Student 104 | 38.2

6 million won 58 | 21.3 Housewife 3 1.1

Device used for Mobile/Tablet PC 173 | 63.6 Others 10 3.7
SNS PC/Notebook 99 | 364 Total 272 | 100.0




Kim & Cho : An Effect of SNS Tourism Information Service Quality on User Satisfaction and Reuse Intention: Focusing on Mediating Effect of Value 193

5.2.1 &4 QQli4
AR QRINA S Fot SAFES] B AAS AAEGITh B A7 a9z IR adE AASRE,
A o7 FAREAM(PCAT QAo 58S 7 2 2bs]d (varimax)ell 9]¢ 8Q1iAS AAEAAL &
2 0.50142

= 39,

Table 4. Exploratory Factor Analysis and Reliability Analysis

c truct | Initial | Rotati Factor Loading
onstrue ha oration Factorl Factor2 Factor3 Factor4 Factorb Factor6 Factor7
0.909
Reuse 4 4 0.898
Intention 0.874
0.866
0.771
0.742
Value 5 4 0.692
0.650
Ease of 8?3%
Unilfrstan 4 4 0.778
e 0.649
0.838
Reciprocal 4 4 0.833
Action 0.794
0.528
0.791
.. 0.721
Precision 4 4 0.674
0.672
0.781
Timing 4 3 0.755
0.667
0.793
Structure 4 3 0.793
0.650
Cronbach a 0.928 0.838 0.845 0.826 0.747 0.811 0.780
Eigen Value 8.075 2.928 2.059 1.968 1.463 1.298 1.184
% of Explained Variance 29.906 10.844 7.626 7.289 5.420 4.806 4.387

frtl
i
ul
T
=
)
e
=)
o,
o
i)
e
M e
e



194 J Korean Soc Qual Manag Vol. 43, No. 2:185-200, June 2015

o
ol
o
ol
oX,

5 A(measurement model)& T4 71 A EFEA
B7HE 7FssA & £ SARI BN = U EHML) S o] 83k%leH,
5 B 2¥E Jrlsth ARG S B4 A 159 2k 3?4 z} U}ﬂ]tﬂi A o

ro,
=
- £
_l
~
=
ot
i,
N
o2l
[z
ol
&

Y

[N

%_
A ArE e GFI, TFI, CFI, NFI, RMR S0 ] AgsFo] BEE }Oﬂr:} ) 7t é—zg%ol%o &?}41]4 A9l
3 e BAALE B fosi YEh B ByS AR 4 AE Y HRES JFTEGA S 7HH A gtk
T2 712 2 % (construct rehablhty)S’Jr H B FE2(AVE) S Axke A3 71F4] 0.73 058 =4 YERY

ASE HESe YOl O YEe et

Table 5. Result of Measurement Model Analysis

Factor load—| Std. Factor

Construct Items . S t D CR AVE
ing loading
rud 1.000 0.846 - -
. ru3 0.977 0.902 19.432 0.000
Reuse Intention 2 1017 0.890 19.033 0.000 0.888 0.665
rul 1016 0.861 17.985 0.000
val5 1.000 0.645 - -
vald 1516 0.834 10.529 0.000
Value val3 1.373 0.751 9.928 0.000 0.872 0.632
vall 1.240 0.655 8.960 0.000
coms3 1.000 0.826
Base of | com2 1.081 0.860 15.540 0.000 0.922 0.789
Understanding
coml 0.996 0.821 14.878 0.000
‘ inter3 1.000 0.714
Re&fg’gal inter2 1111 0.787 10.061 0.000 0.825 0.611
interl 0.927 0.672 9.263 0.000
pre3 1.000 0.543 - -
Precision pre2 1.272 0.781 7.255 0.000 0.785 0.554
prel 1.078 0.696 7.216 0.000
. timed4 1.000 0.825 - -
Timing fime3 0.944 0.814 11.114 0.000 0.861 0.757
cst3 1.000 0.829 - -
Construct cst2 0.949 0.729 10.987 0.000 0.833 0.627
cstl 0.787 0.633 9.705 0.000
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2 891% 7o) WAHGHS FAS] Asho] BAFEASRY AT ot AN HBAF @S wlaets)
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Table 6. Correlation Matrix among Factors

Fase of Reciprocal User Reuse
Construct |Understan p. Precision| Timing |Construct| Value . . . Mean | SD
ding Action Satisfaction| Intention
Ease of 1
Undgrstand [0.888] 3.434 1 0.675
ing
Reciprocal . 1
Action 0.344#x [0.781] 3.412 1 0.695
.. . 1
Precision | 0.353#* | 0.214#x [0.744] 3.016 | 0.650
. . 1
Timing 0.393%#x 0.471% | 0.342xx [0.870] 3.540 | 0.744
Construct | 0.392#x | 0.385%x | 0.331#* | 0.388xx [017191] 3.287 1 0.695
Value 0.450%+ | 0.385%x | 0.238%x | 0.438+x | 0.426%* [0 7194] 3.695 | 0.645
User 0.499*x | 0.377+x | 0.297*x | 0.406% | 0.439** | 0.636%* L 3.610 | 0.694
Satisfaction| ' ’ ’ ' ’ [1.000] ' )
Reuse 1
. 0.291#x | 0.213%x | 0.211#x | 0.198% | 0.274*x | 0.188%x | 0.274** 2.474 10.907
Intention [0.795]

Note: ##p<0.01,#p<0.05, [ ] is root value of AVE

5.3 A12¥ 9 A

ATEHS AABY] fl8te] AT REAlS AT A FREY ] AR A Y, AFSARY ARATE
o] x2=338.811, df=231, Xz/df=2.017, p=0.000, RMSR=0.037, GFI=0.894, AGFI=0.854, NFI=0.872, IFI=0.931,
CFI=0.9302 Yelstth. AGFI9 NFIE A|€st YA Amx] g7} 7)Fo] AIEstAY 53813 3lo] ARk oz
257t 286 A3tehs AlAFskaL Jth(Jéreskog and Sorbom, 1993).

5.4 7HAAAR 4 E9

Table 7. Result of Hypothesis Test Using SEM

Construct Path Direction St.d 3 t-value | p—value | Result
Coefficient
H1.1 Ease of Understanding — Value + 0.336 4.147 0.000 Accept
H1.2 Reciprocal Action — Value + 0.123 1.400 0.161 Reject
H1.3 Precision — Value + 0.004 0.046 0.963 Reject
H1.4 Timing — Value + 0.183 2.002 0.045 | Accept
H1.5 Construct — Value + 0.233 2.660 0.008 Accept
H2.1 Ease of Understanding — User Satisfaction + 0.136 2.033 0.042 Accept
H2.2 Reciprocal Action — User Satisfaction + 0.021 0.291 0.771 Reject
H2.3 Precision — User Satisfaction + 0.042 0.649 0.516 Reject
H2.4 Timing — User Satisfaction + 0.001 0.017 0.987 Reject
H2.5 Construct — User Satisfaction + 0.120 1.635 0.102 Reject
H3 Value — User Satisfaction + 0.547 6.647 0.000 | Accept
H4 Value — Reuse Intention + 0.637 6.828 0.000 | Accept
H5 User Satisfaction — Reuse Intention + 0.034 0.424 0.672 Reject
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SNS #3410 AU AFA, 7HH], ARAL §HE AJo] -0 & ko] fAIE ekl 7MAES AAEeI A4 13
Ao 7M. F f9l4F 0.019014 H1.2, H1.3, H2.2, H2.3, H2.4, H2.5, H5S xﬂ & 670¢] 7Hdeo] e E AT
& 777 Aol g AAIE 8-S F70] QoFE o] Atk SNS WA H AR 2FA 3 7E7Re] HA A B
239 A S A9 S ol Bol A, AAIA, FRA ] ZHA el A(+)e] FFS v lL 202 VEbT 3 o]
A7 By o]§]8-0]4(0.336), T-34(0.233), AAIA(0.183) o2 Ut SNS B3R EFZ 5} AFEAS
k] Aol o]3]8-0]/3(0.136)%ko] AR} WS A(+)9] AFS WA= Ao® YET

o1% B3 SNS BYHR A 2ED FoIH JEAEAT JRYS A olshgol, AN, TRYS A
FHE R 2 AGA W]

Hom AHgA W] 4] GPS VAT U & 5 ek, 53] /A
Fe vAE g0l U eomA AAEe] AT} AgANS G Fi 99EL WA om T
s 9ee & 4 Atk

7 A U, ANBASUS] BRI A A BROSDA AISATOEDA B9 994
Wz geen Sl

=1

ool WA F EAE WslRoan iANFERAS) A EE AHIsE AR RS %&@% A4 3

= SR
Al AbdelA] 758 7 Ak F 23 SHAA ofs&ol A T2 SO ' AR} vESel| fogh JEgs
HAw, olalgol s TEA dow Aolgolwel YL HAE Ao e
Table 8. Result of Total Effect Analysis
Path Direct effect Indirect effect Total effect
Ease of Understanding — User Satisfaction 0.136 0.184 0.320%x
Reciprocal Action— User Satisfaction 0.021 0.067 0.088
Precision — User Satisfaction 0.042 0.002 0.044
Timing — User Satisfaction 0.001 0.100 0.102
Structure — User Satisfaction 0.120 0.127 0.248+
Ease of Understanding — Reuse Intention - 0.225 0.225%x
Reciprocal Action— Reuse Intention - 0.081 0.081
Precision — Reuse Intention - 0.004 0.004
Timing — Reuse Intention - 0.120 0.120
Structure — Reuse intention - 0.156 0.156%x*

Notes: * p<0.10, #* p<0.05

4.3.3 7HA ¢ Wi a AA

SNS AR AR|=Fd3 ARRAE vES ko] Aol ZRA| o] wizlasE A7) 9@l Baron and
Kenny(1986)7} Alerst 3hA] vl 7) 3] 724 (three-step mediated regression analysis)S AA|&FTE oo &k
AP0 R thg dAE FFEolof gtk 1WAl A= SHHF7L vl SAH 02 Folsljokatn, 2¢H
ANME FEHHF Ugte SHUSE Folshe AR S A s SHUGTL S5l BAHCRE fodof
gt 3G Al = w7 & Fof gk dFFE WAk gt o714 S AT o)k % &
A w7 Pl ESE T B, o3 THAHA 2 Aol A o] S RSo] S| AR AW
AWFE B adE 7Y Bl ane] frode 3uAllA e F7he) ate] oS 7HE o
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vehe,
AT S} gom AR olsl ol at ALg A WE, FAAT ALEA BE Alolo| A Hi ek Ao
2 Ve, maA A 68 R ez AdERd,
Table 9. Test Result of Mediating Effect of Value(H6)
Dependent Value | User Satisfaction
variable Std. path coefficient Test result
Input Stepl Step2 Step3 Step3
variable P (Independent) | (Independent) (Mediation)
Fase of 0.363+ | 0.320%+ 0.183# 0.538%+ Partial mediation
Understanding
Reciprocal 1 196 | 0.088 0.036 0545+ -
Action
Precision -0.005 0.043 0.042 0.545%x -
Timing 0.184#x 0.102 0.024 0.547#x -
Structure 0.256%x 0.247*x 0.150%x 0.553%x Partial mediation

Note: *¥p<0.05

6

B A7 SNS WFAE Mqu|AFE] 848 AT o W] A3 2714 A=A SNS #3A R AH| 2~
WA, 7R, AR AL W, Aol g-ofmzte) labd dAlE A skaL 7HA ] i A 8} froj e Lol a8k
o

A7dst aofesi i AA, AFAF vhSat Ajo] o) ko o3 &S VA= SNS WFA R Mu|AF A of 8
ol TR Qo A, ol5o] AREAESe AFE WA7] fEiME THA7F Fad il s
Shal Sle& BolFaL glar, A, S Re] 3o 3t Bgolu f7 Sol didH el obd 574 7]3tel doj
s AR S o AREA TS REEA] Aol SO R AR A ES BolFal vk i At AREA 7F
AAEE SF AL BAFA wE Fd ALs s 5ol AAE AA

RA o] 24 oM o] AAH S B, AA, SNS ¥ AR MU AEA L ol g, FEA8A, A, A4
A, TR A e BolFa e olE3t 7HA] b= ofslgold, 724, Aol fold dEFE
MAE Aow etk A58 AL 7o G3e 74 ek Ao YEhen] ol 8912 HAie
A s Aok FaE gQlow Adekd Aow dddnh EA4, SNS WEA R AuAEA} ARRA v o=
ofell-gol/d who] ARgAF Wil Fejgh S A= Ao yeiwth A adl5o] AREAL WSl fo] 3k
G& HAA Fohs ol T v # SNS A E M e iy Mn| 2Tt A flH e ARgAbEo] oo 3]
S¥6] ApEAE /A Keka, g ol v A FE vt obd REEAe s B Haeion AAEHNY] ui
o& gerEnh A, ThR|of AREAF TEIke] BA oM ZER 7} ARAF vESe] 0@ S MR ALm LEk

i)

r°1'

= =
.ol A7} gkl Adsithi: 2 5(2007)9F Lee and Ulgado(1997)¢] 9178 A|A|3H= A o2 Yelytt
YA, 7Fx] oF A o] 8-o E7ke] AAA TEA] &= Ajo] Lo kol frofgh S WA=
FS5FE ATt A Al ol th= Ostrom & lacobucci(1995)9} Patterson & Spreng(1997)2] <1
TE AR o2 YERTh TR, AREAL WS Aol &-o kol fofdt &S vAA] Kk A o= YERY
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W2 AE|2ED 2olow WAHI o] F 98] Tl Aul2e] TE) Aol 2.7HojAth, ofsh THlsle]
olalgol e ByRokel MAA Mol gl ALgAT} olalsh] HES AN AT AL W= o|F 99
AFE BFRR} oY) Aok v o2 5] FEAE ola Juel BHol U] Aok Frk. Wy

2 719001 ARUEE ALgA7E $3ARE sk tidel A4 L Ao A gle] R Tea PR B
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