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The Effects of User Experience on Facebook Acceptance Behavior and
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Abstract This study aimed to investigate the effects of user experience on Facebook acceptance behavior and
advertising acceptance behavior. For the study, a survey was conducted among 367 male and female college students
who use Facebook. In the results, first, functionality, usability, and pleasurable had positive effects on Facebook
attitude, usability and pleasurable on flow, and reliability, usability, and pleasurable on the intent for continuous use.
Second, functionality had a negative effect on advertising invasiveness while pleasurable had a positive effect on
advertising attitude and no significant effect on advertising avoidance. The findings in this study provide basic data
that can be used by various companies that use Facebook and advertising on Facebook for developing marketing
strategy. In addition, future studies are expected on considering various variables related to user experience.

Key Words : Facebook, User Experience, Facebook Acceptance Behavior, Advertising Acceptance Behavior,
Audience Effect
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Fig. 1. Peter Mobil's Honeycomb model
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Table 1. The results of exploratory factor analysis

ltem Factor1|Factor2|Factor3|Factor4|Factor5|Factor6 C;);Tl;g]u

Usability 2 | .774 657
Usability 4 | .688 545
Usability 1| .675 565
Usability 5| .642 627
Usability 3 | .624 568
Meaningful 3 787 685
Meaningful 1 735 649
Meaningful 4| 658 501
Meaningful 2 654 .560
Functionality 4 710 669
Functionality 2 692 572
Functionality 1 .680 564
Functionality 5 657 594
Functionality 3 629 591
Reliability 3 798 721
Reliability 5 776 694
Reliability 4 574 523
Pleasurable 5 707 672
Pleasurable 6 654 655
Pleasurable 3 607 .593
Pleasurable 4 556 .583
Convenience 4 708 | 611
Convenience 3 581 578
Convenience 1 581 510
Eigen value| 6.958 | 2.107 | 1.701 | 1.455 | 1.212 | 1.056 -

VaO/r?agzse 28990 | 8.780 | 7.089 | 6.061 | 5.048 | 4.399 -
Cumulative %| 28.990 | 37.770 | 44.859 | 50.919 | 55.967 | 60.367 | -
KMO(Kaiser-Meyer-Olkin)=.885, Bartlett test *=3063.724(df=276,

£<.001)
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Table 2. Effect of user experience on the Facebook

attitudes
Variable B S.E. B t
Constant 332 .269 1.233
Functionality 281 073 206 3845
Reliability 095 056 .088 1.695
Usability .266 .070 193 379%™
Pleasurable 314 .068 .260 4652
Meaningful -.033 .064 -.028 -519

Durbin-Watson’s ¢=1.960

R=.544, R?=.296, ag R*=.286, F=30.332(p<.001), *"p<.001
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Table 3. Effect of user experience on the Facebook

flow
Variable B SE. B t

Constant 297 .346 .860

Functionality .002 094 .001 .023

Reliability -.006 072 -.004 -.077

Usability 372 .090 223 4127

Pleasurable 408 .087 279 4.686™

Meaningful 073 082 .051 .888

Durbin-Watson’s ¢=1.794

R=.454, R*=206, ad/ R?=.195, F=18.711(p<.001), ""p<.001
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Table 4. Effect of user experience on the intention
of continuous use

Variable B S.E. B t
Constant 315 327 .963
Functionality 018 089 011 205
Reliability 248 068 195 3.634™
Usability 317 085 196 3726
Pleasurable 401 082 .283 4.884™
Meaningful -.075 078 -.054 -.961

Durbin-Watson's ¢=1.735

R=.496, R?=.246, aqf R*=.235, F=23.502(p<.001), ~"p<.001
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Table 5. Effect of user experience on the advertising

Intrusiveness
Variable B SE. B t

Constant 4.247 364 11.668™

Functionality -.333 099 =211 -3.371"

Reliability -.027 076 -.022 -.359

Usability .081 .095 051 857

Pleasurable -.064 .092 -.046 -.700

Meaningful 136 087 099 1.572

Durbin-Watson's ¢=1.955

R=.208, R?=.043, ag/ R*=.030, F=3.252(p<.01), "p<.01
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Table 6. Effect of user experience on the Advertising

avoidance
Variable B S.E. B t
Constant 3.741 342 10.950™
Functionality .002 093 .001 022
Reliability -.100 07 -.086 -1.399
Usability 118 .089 .080 1.331
Pleasurable -.098 .086 -.076 -1.144
Meaningful -.022 .081 -.018 =274

Durbin-Watson's ¢=1.835
R=.128, R’=.016, ag/ R*=.003, F=1.200(>.05)
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