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Abstract  Social media marketing should be approached in a different way from traditional media marketing.
This study uses a theoritical and empirical method to analyze what impact social media's key elements -
provide information, interactivity and playfulness- have on corporate performance and awareness. As a result,
the increase in the level of provide information, and the level of interactivity turned out to have positive
impact on corporate performance and awareness. To improve the impact of social media on corporate
performance, it is better to use it more extensively for customer management and marketing, rather than simply
focusing on a specific part of social media. In conclusion, it is important to have a better understanding of the
key elements of social media in order to improve corporate performance and image. In a situation where senior
firms are increasingly adopting social media, it is increasingly important to have social media-related PR
marketing subject included in senior education.
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[Fig. 1] Research Model
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1. Gender? 8. What is the main SNS?
@D Male 70.1 || KakaoTalk etc. 52.9
2 Female 209 ||@ others 22.6

(3 Naver band 16.1

2 Age? @ KakaoStory 47
@D 50's 452 ||® NateOn etc. 36
% ?’r:)o:e than 60's fgg 9. What kind of company?
@ 30's 105 || research. profes. 332
® 20's 42 ||@ general office 205
3. Educational background? (3 business 19.7
(D graduate higher 463 ||@ sales / service 16.1
@ graduation 404 ||® trades 47
@ high school 78 ||® others 58
@ univ. enrollment 55 [I10. Your company form ?
4. Social Media average access||@D private cCompany 46.3
times several times a day? @ co., Ltd. 34.3
(D more thanl0times 335 [|® other(Limited co. etc.) [19.4
@ 1-3 times 271 ||11. What is your industry ?
@ 4-6 times 249 || services 474
@ 7-9 times 144 ||@ manufacturers 139
5. Use social media the averagella) oy ication 1T |94
day time?
@ less than 1 hr. 377 [|@ retail 9.1
@ 1-2 hr. 327 ||® others 89
3 2-3 hr. 188 ||® finance. Insurance 55
@ more than 3 hr. 108 ||@ catering 33
6. The place is mainly used||® environment & health |1.4
social media? 10 electrical & Elect. 06
D on the' move (public % ® mechanical metal 06
transportation)
@ office 338 ||12. Does your company has a
@ home 26.3  ||website?
@ others 3 @D yes 59
® school 08 [|@ no 41

7. What is the enterprise SNS,[[13. Does your homepage have
which is mainly visited? connections like Facebook?

@D Facebook 413 ||® no 69.8
@ blog 305 (|@ ves 30.2
@ Youtube 10 14. Period utilize social media

@ Disabled 66 |[marketing to promote ?

(® Internet commu. 58 ||© less than 1 year 385

® Linked in 36 ||@1 ~ 3 years 269
3 3 ~ 5 years 21.1

P y

@ Twitter 14 @ more than 5 years 136

® others 08 [[EA 100
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(Table 2) KMO and Bartlett test of social media

properties
Kaiser-Meyer-Olkin Sample fit 877
Chi-s imati 2123.963
Bartlett's Identity matrix 1square Zi)promma on 7
verification =
Level of significance .000

(Table 3) Social media factors analysis verification

Rotation component matrix

Extrac Component

tion 1 2 3 4

Social media utilization is very|

helpful to get information. 21| 176 | 743 | 327 | 174

Social media gives leverage to
provide information when you 812 | .136 | .870 | 135 | .136
eed it.

Social media allows utilization
provides the latest information in .616 | 213 | .664 | .109 | .343
the product and service selection.

(The quality of informatio
provided by  social media 591 | 579 | 479 | 080 | .143
itilization is very good.

With Social media is always

728 | 765 | 314 | 097 | 187
new, fun shows

IAccess to social media a lot of fun) 781 | 789 | .153 | .336 | .146

[t is often connected with social

nedia se I give me pleasure, 06 | 731 | 012 | 350 | 222

Social media is useful for|
communication and information 630 | 268 | .343 | 652 | .124

Social media provides an opportunity

to communicate with others. 762 | 81| 02 | 8% 1%

Social media is useful for m 63| 199 | 167 | 75 | 26

social relationships
b\hth social media is product|

ladvertising a brand of the many| .746 | .008 | .267 | .175 | 803
elpful

With social media is helpful to

ncrease brand value of the o 693 | 252 | 243 | 119 | 746

With social media is brand

669 | 303 | .066 | 183 | 735
management to help.
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422 7|980t AEA

KMO ¥ Bartlett®] 737723} Kaiser-Meyer-Olkin 3
EAYREE Q7R ZAME o] a]liEAslr]o] A dshH,
TFES 00002 2919 WYL A Ao % e
W} <Table 4>. (p<0.06)

(Table 4) KMO and Bartlett test of Business

Performance
Kaiser-Meyer-Olkin Sample fit 897
, . . Chi-square 1383.870
Bartlett's Identity matrix approximation
verification df 21
Level of significance 000

9119 Z7|AGFHE 433608 VeIl AP
2 7Gx e AmEe 619420 7 vehgon) & A
w2 619427 YERIT} <Table 5>.

(Table 5) Corporate performance factors verification

Extraction C(l)mponeznt

[Marketing through social media is its very
high performance.

Through social media, PR and marketing|
lactivities of the company it was increased  .607 779 | 400
website traffic .

Through social media, PR and marketing|

lactivities, orders were higher than usual.
(The excavation customer base has become

easier with social media PR and marketing  .726 852 | .009
lactivities.

Social media as a promotional marketing
lactivities, market information collection  .621 211 | 788

was easier just .
(The company name,

612 782 | 389

156 869 | 299

which  provides

information on the social media are wel 598 368 | 773
lknown.

(The evaluation of those around fo

companies that provide information on 417 103 | .646

social media is most favorable .
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FH AL 7668 FAME oW fo)E 0082
Aekgh Ao yEhgtl <Table 6>.

(Table 6) KMO and Bartlett test of customer
management utilization and marketing

management
Kaiser-Meyer-Olkin Sample fit 765
, , . Chi-square 718,866
Bartlett's Identity matrix approximation
verification df 28
Level of significance .000

g %‘% 19.1650.% L}E}
el o< Table 7>,

(Table 7) Customer care utilization management
and marketing leverage factor analysis

verified
Rotation component matrix
E on Component
1 2

"The advantage to communicate with the custorrer.| 600 | .774 | -.018
The advantage to the customer’s inquiry 614 79| o4
and response.
A strategy that utilizes the recruitment of clients. 483 648 | 252
The advantage to form a trust with customers. 465 667 | 143
The advantage to the communication link 484 6731 178
between external customers.
The advantage to the company’s image spread. 662 200 | 789
The advantage to spread product awareness.| .747 070 | .862
The advantage for the event to improve sales.| 591 129 | 758
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A} e uAAeEE 168 AR A EE 176
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e AR Uehgtti<Table 8>
(Table 8) Correlation analysis
Corpo Marke|
. Brand| rate Custo| ting
. IProvide| mer |mana
L. Correl|, Intera|Playfumanag| perfor
Division . informa . . care |gemen|
ation| . ctivity| lness | e~ |mance| ..
tion utiliza| t,
ment frecogn| . .
o tion |utiliza
ition .
tion
Provide C 1
information | S
Interactivity (S: %g 1
. C | M |58 1
Playfulness S 000 1000
Brand C | BI8 [ 467 | 522 ] 1
Mcmcn‘[ S 000 000 | .000
Corporate | ¢ | 517 | 476 | 478 | 671 | 1
performance
recognition S ] .000 | .000 | .000 | .000
Customer care] C | 168 | .349 | 291 | 281 | .266 | 1
utilization S 001 000 | .000 | .000 | .000
Marketing C | 176 | .368 1 .361 | .326 | .328 | 450 | 1
management, | 001 | .000 | .000 | .000 [ .000 | .000
utilization N | 361 | 361 | 361 | 361 | 361 | 361 | 361

C: correlation coefficient
S: significance level (both sides)

4.4 3|HEN
4.41 AH0|C|o E40| 7|Y-dutol O|X|=F&
Au)t]of E“O] 71973 Tl P A= G 314
A A3} F: 28004, Fr25= 000, R: 729, RAI: 5312
ARAZAY, oz, BAE A= 71985 2
< vAHE Aoz YERITHP<0.05).
1Al M= FRAZTAS 932 0164, t 3339,

r—1m
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o5 0012
2‘47ﬂ°ﬂf‘1u ds
= 0042 F94% A= Zi OE L}E}”‘:}.
3‘474]01]*1% F3)/d ] dakeo] 041, t 832, frolaE
40607 o] A1 FEFE M A]A| O}% Ao = ERTh
4AAN M= BlE ¥ o] 0493, t: 10.187,
frola 000S o8l g3k

t<Table 9>.

Fa

(Table 9) Impact analysis on business performance

Non-standard Stand Collinearity
.. ard Level ..
. coefficients statistics
independent factor ¢ of
variable signifi
B star}dérd Beta cance | Tolera VIF
deviation nce
(Constant) |.493 | .216 2286 | .023
_provide el o3 | aea (3305 | 001 | 577 |17
information
Interactivity [.139 | .048 145 |2.893| 004 | 540 | 1.850
playfulness |.041 | .049 043 | 832 | 406 | 517 |1.933
brand g | om | 493 oase| o0 | 50 | 1725
management
F : 28004 R

R Squared @ 531

Level of significance: 000 | 1 iited R Saquared © 512

vt} 54o] 714 A el vl 9 29
A A3k Fr 27134, o] 000, R 460, RAI: 211

2 ARATA, a4, 7190 2ol JakSs v)x]=
Aoz YJEPFTHP<0.05).
gy 34, BasdeE 7| el JEkS )
A ke Ao ' VERGTHP>0.05).
1AM = ARATAY] &2 0119, t 1912,
5 002 T4l JgS vA= Aoz YEyit]
2t AN M= g a2t 52 0240, t 3.908, ¥
5 0002 F249] ke nA= Joz L}EMD}

BRI #3149 GF el 018, ¢ 507, #2l4:
61202 79199 JFE FIAA) 2= A0 v,
4RI A B prele) 3go] 0025, t 664, 5

o5 ST FOlA FFE VAL S Aoz g
W< Table 10>.

(Table 10) Impact analysis on Recognition

Non-standard | Standar Level | Collinearity
independent | coefficients |d factor ¢ of statistics
variable B stcﬁr}d?rd beta signifi | tolera VIF

deviation cance | nce
(Constant) |1.834| 284 6.448 t‘)ls;a“
_provide g 1 g | 108 | 1912 | 080 | 709 | 1411
information
Interactivity | .240 | .061 2221 3908 | .000 | 705 | 1.418
playfulness | .018 | .035 026 o507 | 612 | 872 | 1.147
brand 1 oo | o33 | o33 | 664 | 507 | g0l | L1
management
F 27134 R 460

Level of significance: .000 R Squared: 211

The adjusted R Squared: .184

442 DA F OHAEHEE o7t

2Avt)e] BAo] 71T B A &) WA= o
ol mAE AAEA AN 2R ST} npA Y AT
Zgo] 7194 F A Eol| wpfEFHE B 5] At
o] 3etAle] A4 Baron & Kenny2 EA49PH S 283}
of A3kt

1HHAE ST v vx]= Ffo] ]
31l 2Tl SHTE SERG) n X = JFo]
oL, 3gAlE FERG st SHWFe uifd
FE FYste] SHUTTE Frods sk vl
EH7F QITRAL B 4= 9lom 1 gho] FAIA SR frolst
3k el 2vt A1) HH WG AT ghE Ho
W R 37t Aok EAEsT

1Al A= Adrjr]o] §42 nAATEE 9 nf
AT dgol nA= 2= AASF 34, FA5T
00022 ~Adutje] EAL uaAe|dE 9 vAYH
&gl oAl 9GS W= Ao ZAEATH

2gA A= LAV B4 nAReEs B v}
AQHE G nx= a3= SAASF 779, Fol5T
00082 2Ante] EA4LE 71997 4 QAL F9
ARl FEFE HAE R FAHSITE

A E LAV B 7194 B AR
o A= ¥ FAAS 102, 5T 0002 A4
vte] B4 71983 B A= oAl dEgFS
W= A0 R ZAE GG, Adr|t]o] 8-S 79T
9 Q1A ol mXE F¥= S AAIG 740, el 000
o rAvt]o] E8-2 71Tl FolHQl TS v
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2480|00f £40| FdEdut A AX|=0f OjXl= G AlUof7|gel 17t - oA E See=

16, 20, 3eAS] AEARE vigo nAE W WE, JheE} Ao sEYE AEa Qi 7]
53 viARE S 7198 R AL wislaE %‘% ez Adntjole] E4o] 7|4 Tl A&
FE Qo7 2AEQAY <Table 11>. JEgS FAHT

AR, ARATHEA ] ol 55 714 o}
(Table 11) Step 1: Social media and social A= Aow ZAE L
media properties leverage variable = _ = 1
verification A, FeAEgEA o] FolAFE VAT o}
A= Ao 7 ZALEHY
Non-standard | Standard = AR Fe Aet.
independent | _coefficients factor ¢ [|significance AR, 8 EA o] EolA4E 74T ol =
variable B standard beta level
error Ao7 ZAE 9T

‘(Cfvnstant? 2219 172 13.226 .000 LJ-UKH v ','_ﬂv'f—/‘j o] E%OVE]—/F% 7]@@34_5 1‘50}

Social media | o0\ | g3 | o3 | gsst | 000 ’

properties | ) ) ' ) 2= AoR ZAE T

. Rt .423 51
¥ X 7§'$42 . R squared: .179 q-/}iﬂﬂ, IS0l 7|FAHE o modFe il
Level of significance: .000 The adiusted Rsquared: 177 i
* p005 E— s T Aoz AE
. . . 2 E) o A2 g EogRe
Step 2: Social media properties and corporate oA 5A, AR e el 71983E o wef T v
performance parameters validation Nads F+= Aoz FAESI.
Non-standard | Standard ool U85 Qo Adu|tjo] 5443 94
independent | coefficient factor significance 1 A Ez] BBl plalsl
variable B standard beta t level :ﬂ]'oﬂ 9\/\()% _/}_EU]E]OiQ] '—Toq Tv‘_’___tll_ ‘ﬂ’a 0]'\—- Zi E]—q—
error = AdkAel A7t 23RS A EY

(Constant) | 564 | .18 3124 002 Bk R o= ] 15,

Social meda | — | oe | o1 | v | oo 71919l AGAHE Eol7] SIsHE 2Ar|Tole] 5

S R Aol Fgo] FaA HIL AL & 4 slek 240

P R squared: 450 tlolol) i 7]le] SAR A AL AAE S s

Level of significance: .000 The adiusted R-squared: 449

* p<0.05 ' I 7Y B A €45 oS st AlUolr]ge]

. ) - . = 3 Sl Ao
Step 3: Mediating variables utilizing social BG4l 71 & dfof gk As AAFETE
media verification
Non-standard | Standard 5.2 79| =9
independent coefficients factor t significance JUEUN - = =
variable B standard beta level 2 AT S B =FE V1] ATl A
error N ™ - S 1

(Constand) | 333 | 220 1514 | 131 vje] 2gEe ok Byl vt 2k

Sgiﬁezi‘iia 102 | 0% 079 1.844 066 AR, 2AUES AL MEY EAS defst 7lgol

S Fastu, 54, vold Y 5 Ane 45484

R 740 050 637 14.807 .000
uilization ol g¢ @22 gl Basha, A, obAzkA &
] R: 66 ’ o
e 19690 R squared: 455 Bt A E g7lgle] 2 24v oS g3k gl
Level of significance: .000 The adiusted R-squared: 452 .

* p<005 — : A AANHOE FAVPEL A SR B2 B
ot} 71%e] W% HltlolE AMgahH 2Ar|Terr)

e A7 el 449 g9k B 45 QAN a9ksk

T S

53] ot 1@l WejlA Adw|toli ML o
5.1 222 2% 3% gl Algre]l AelXg A% wrjojrr} vlgo}
B Aelre adute] 7hed Aeld b B g3t wol A o W] ojFo] olws)] S8kl 1}

o] o] g3t Q= AIAA L] ESE, Hola® BAE g AR Fuls} Deba Aol

L, FRES S AAZE A WAIA, B2, vo]
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