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Abstract This study investigated what kind of message forms and information sources more effect according to
SNS’ type and use intensity. To this end, this study did experimental analysis using collected data by survey which
manufactured message forms and situational contents of information sources. According to analysis results, the effect
of message forms showed difference according to SNS’ type and use intensity. Realistic message showed greater
effect in interest-based SNS and high use intensity. Evaluative message showed greater effect in relation-based SNS
regardless of use intensity. The effect of information sources showed difference according to SNS’ type. Friend or
college and knower showed greater effect in relation- based SNS, and company showed greater effect in
interest-based SNS. In the case of use intensity, friend or college showed the greatest effect without difference. Such
results can provide a practical contribution in planning SNS advertising strategy. Future Studies need to expand
survey variously into SNS and subject.
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Table 1. Factor analysis of measurement items

loading)¢] X5 04 ooz 23S 93 54
24 et Ao el ol s Al ATE
938 AE % AG(Cronbach’s o) S A EH, SNS o]-&

U A7 HEE S8 A5 EA e 24 SNS
T3 2 o] 8T e o]§Ate] FEo] Haslt) o
of whe} SNS FdH=2 &3 Axf A 79k SNSe o]
SA= 114%(55.9%), #A71HE SNSS o] 8-2k= 0
(44.1%) 2.2 e SNS o] 875l FE-E T3t
24 (median—split method)ol] W} A TEE9] 3
el TYFET B2 A9 e A9 st
7}, o] &R ET} =2 o] §AE 1017(495%), W
A= 1039 (50.5%) .2 UERT)

5. A7 AE

51 7} 1-1, 1-2, 1-39] AZA7}
7Hd 1-1, 1-2, 1-3& SNS 383} SNS o]- &7 %o

Variable Measurement items Communality Faqtor Eigenvalue | Cronbach’s a
loadings
SNS is one part of my everyday activity 0.73 0.85
Use intensity of If SNS can’t being connect, | feel alienation 0.75 0.86 305 089
SNS if SNS is closed, | think regrettably 0.74 0.86 ! !
| feel as member of using SNS community 0.78 0.88
Receptive degree of | Advertising gives a favorable feeling 092 0.96 179 091
advertising Advertising helps as information for choosing brand 0.92 0.95 ’ ’
Table 2. Significance test of independent variables’ effect on receptive degree of message forms
Source Message form Sum of square Df Mean of square F-value
Realistic message 116.26 1 116.27 364.62"
Type of SNS Evaluative message 117.31 1 117.31 35604
) ) Realistic message 5.04 1 5.04 15.79"
Use intensity of SNS Evaluative message 458 1 0.58 1.76
. . . Realistic message 1.20 1 1.20 375
Type of SNS » Use intensity of SNS Evaluative message 0.23 1 0.23 0.70
Errors Realistic message 63.86 200 0.32
Evaluative message 65.89 200 0.33

v <005 “p <001
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Table 3. Receptive degree of message forms
according type of SNS

Realistic Message Evaluative message
Type of SNS

Mean SD. Mean S.D.
Relation-based 271 0.61 415 044
Interest-based 4.21 0.55 261 0.71

SNS ©]-§74 =9 Fa 3= Table 2014 B vpe} 2

o] AHA wAA|el| M = F-oln| gk A(F-value= 15797)

0.2 ek} ol seel e Aol aioln v, 3
7H WA A frolml 8] gke Z(F-value=176)2.
2 el olggse] o el Hol g 215, o

ol whe} Table 4] AR vAA]ol] thEt o] &7 5ol w}
2 ol8A T FEE =] WS vus] 2H, o874
E7F e o8] FEEIEG62)7F W o] 8R4k
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Table 4. Receptive degree of message forms
according use intensity of SNS

Use intensity of Realistic Message Evaluative message
SNS Mean S.D. Mean S.D.
High user 362 0.89 345 0.85
Low user 333 0.81 3.30 0.84

7Hd 1-3& SNS 83} o] &4 =] A5 488
w2 SNS 387 SNS o] &4 %o ule} wAx] Fepd
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Table 5. Receptive degree of message forms
according interaction

Type of SNS + Use intensity of Realistic Message

SNS Mean SD.
Relation-based * High user 2.85 0.60
Relation-based = Low user 254 0.59
Interest-based * High user 439 0.55
Interest-based = Low user 4.06 0.51

5.2 7Wd 2-1, 2-2, 2-39] A=A}
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Table 6. Significance test of independent variables’ effect on receptive degree of Information source

Source Information source Sum of square Df Mean of square F-value
Friend or colleague 32.20 1 32.20 80.14"
Type of SNS Knower by SNS 2.26 1 2.26 847"
Company 39.39 39.39 7529"
Friend or colleague 1.29 1 1.29 321
Use intensity of SNS Knower by SNS 4.36 1 4.36 15.01"
Company 272 272 519
, . Friend or colleague 0.1 0.11 0.28
Type of SNS SNlése intensity. of Knower by SNS 033 1 033 0.11
Company 1.02 1.02 1.95
Friend or Colleague 80.35 200 0.40
Errors Knower by SNS 58.13 200 0.29
Company 104.65 200 0.52

‘v <005 “p < 0.01
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Table 7. Receptive degree of Information Source
according type of SNS
Friend or Knower by
colleague SNS
Mean | S.D. | Mean | SD. | Mean | S.D.
Relation-based | 422 | 0.62 313 | 05 | 297 | 070
Interest-based | 340 | 0.65 | 287 | 055 | 383 | 0.79

Type of SNS Company
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Table 8. Receptive degree of information sources
according use intensity of SNS

Friend or
colleague

Mean | S.D. | Mean | SD. | Mean | S.D.

Knower by SNS Company

Use intensity of
SNS

High user 398 078 318 | 059 | 343 | 0.8
Low user 374 072 | 28 | 051 327 | 082

a2l ARl ded Fa s8E=el tigk SNS
B3 o] 8= s A8 AT Table 6914 K& vk}
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