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The Convergence Effect of Gender, Age, Motivation, Sensitivity and
Information Acceptance of Aviation Related Social Media Users
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Abstract The study was conducted to predict usage attitudes and behaviors by combining usage
motivation and sensitivity, gender, and age in aviation-related social media. Specifically, the purpose
of this study was to examine the effects of social media information acceptance, motivation and
sensitivity on gender acceptance by gender and age. To this end, we collected data in an even
distribution to prevent gender and age bias among adults aged 20 or older online from April 19 to May
3, 2018. As a result, the lower the female and age in the gender and age had a positive effect on the
acceptance of social media information. Motivation for use has a positive effect on information
acceptance and sensitivity has a negative effect on information acceptance. Through this, it was found
that user class such as gender and age, motivation to use, and sensitivity affect information acceptance.
In addition, the negative aspects of the sensitivity factor can be identified, and it is expected to be used

as basic data in aviation-related social media marketing strategies.
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Table 1. Measuring instrument
Category ‘Subcategory Contents of question

Gender Male, Female
Ade Young people(20 to 30 years),
9 Elderly citizens (40 to 50 years)
They use social media to interact with their
. acquaintances.
Social - "
o | use social media to send messages to others.
motivation - - - - -
| use social media to communicate with my friends.
| use social media to have fun with my friends.
| use social media to find interesting travel
o ion |information.
Motivation Information

motivation || use social media to get new information.

| use social media to solve problems.

| use social media to spend time without being
bored.

| use social media to get interested.

| use social media to find interesting travel
information.

\When using social media, | am afraid that my
personal information will be used where | do
not agree directly.

I'm afraid the quality of social media airline
service is going down below the price.

| use provocative material to attract attention
to airline social media.

| use exaggerated expressions to attract
attention to airline social media.

| think the reviews and opinions of social
media are helpful when judging products or
services.

| am influenced by social media reviews and
related opinions.

Playful
motivation

Responsiveness

Information
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Table 2. Demographic Characteristics of Respondents

Characteristics N(%)=558(100.0)
Male 279(50.0)
Gender
Female 279(50.0)
20-29 147(26.3)
30-39 148(26.5)
Age

40-49 137(24.6)

50-59 126(22.6)

AL Y2} 50.0%, AT 50.0%= 4EL o] A
Jotglch. APgERE AR 300 1487(26.5%), 20
o 14778(26.3%), 40t 13778(24.6%), 50t 1268
(22.6%) <02 27 Bxsi= 7oz ek}

2 =8¢
2 7Y SAFESS AFYAFH19-23]8 7Ieer
TE ZofARE B A7) AN S4do] A=

EFe Be 9 A 9 B BARIS St
TG Al $4S A A4S B Cronbach's
alpha A%l oA EAslT, aoEse B 24
FEEY B AEskrH22).
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Table 4. Motivation Factor Analysis

017-01] 0]%& = _,] A]Q/g 7‘51%8 Cronbach's Factor 1 2 3 4 5 |Communality
alphaﬁ O]_g_ ]_0:" /ﬂﬂE H/\qg El_oq th Table 39]_ 1 897 | .083 | .004 | .140 | .142 .851
2 892 | 187 | .064 | 110 | .023 847
7} AFEE B Ax AB1A =7]9] Al
@ Al =4 ?-‘Jr, °18% = ];4 F2i4 5 ]'j ;ﬂ 3 764 | 025 | .083 | 385 | .090 748
Z S
&= As= 0879, AEFT F71= 0.676, 7314 571 4 744 | -058 | 142 | 010 | .058 581
£ 0.866°22 Ueht AlFeE SR Ao A S 5 025 | 888 | 025 | 133 | 287 | 839
o} Uit 076622 Ueht A4S AAS A 6 067 | 849 | 138 | 253 | 112 821
RHZg0 g7 Uit AL AAsAn). waba 7 078 | 781 | 421 |-067 | .087 805
Cronbach's alpha Zre AbJatatol ] AFHOE 06 8 330 | 019 | .003 | 762 | -167| 830
9 066 | 166 | 222 | 704 | 319 763
o|Ato]H Y& d3tAo] =2 #A[23]02 Tls h=key
6 L‘” IH_'QE; dol =2 A3 dotel ¥ 10 205 | 406 | 003 | 601 | 243 | 743
b o| AR5
17 8tel AR&attet. 11 120 | 199 | 874 |-.035] .103 394
12 -.088 | -.059 | .759 | .369 | .198 718
Table 3. Reliability Analysis 13 066 | 432 | .740 | .060 | -.037 679
14 186 | 059 | 547 | 048 | 233 645
Category Subcategory l\]l(um ber Cronbach’'s o
of items 15 183 | 258 | 125 | 012 | .864 863
Social motivation 4 .879 16 062 | 157 | 269 | .188 | .822 .812
Motivation Infor_mat‘ion 3 676 Elgenvalue 5.439 | 2.5686 | 1.500 | 1.250 | 1.163
otivation Dispersion |33 99516 161| 9.372 | 7.810 | 7.267
o Variance : : : : : KMO .770
Playful motivation 3 .866 I "
: ntegrated |33 996|50.158|59.530|67.340| 74.608
Responsiveness 4 .766 Variance
. Bartlett's spherical )
Information 2 827 test X 4916.409(p=.000)
422 EfY 24 43 2t W4 7 AT HY

2 Aol Aduto] o857, WAL, FR4E
Y =g Ao Yol R 382902 1ot
A, FAF QRlEAS B Ml HYEE AT
E} Adnito] o] g5 7]ol #3167 ol s 82l
4L Table 49} ﬂu} 54 Azl 39350] 1.0 o}l
57H4 8108 2ZEGIth 81X EE 7))L 1H
A| 5.439, BAMIEE2 33,9960 2 YERFOH, 3212
AR5V THA 2.586, BAHIHEL 16.1612
Uebgtr 2913(714 %) 1G4 1.500, BAMEEE S
93728 UEP, 8RM4(F31857)= /A 1.250,
B E L 7.81002 YENGOH, 3015(1414—&#

2] 1.163, BAMIEE2 7.2672 YEHCoH, &
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Table 5. Correlation between each variable

. [Informati
Social Playful ) .
M SD |motivati| 2" |motivatio ResponsiInformati
motivati veness on
on n
on
Socal 13011092 1
motivation
Information| 3 46 | 0gg | 355" | 1
motivation
Plaviul 53571083 | 1497 | 485" | 1
motivation
Responsive| 5 g5 | 0.74 | -.050 |-374" | -410" | 1
ness
Information| 3.77 | 0.71 | 104" | 462" | 439" | -.391" 1

*p¢0.05, **p<0.01
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Table 6. Factors affecting information acceptance

Category B |se| s | t |op A‘r:‘;veva VIF
(Constant) 1.389 | .131 10.585 | .000
Gender 138 |.043 | .100 | 3.236 | .001 | .988 | 1.012
Age -.192|.048 | -.134 | -4.006 | .000 | .841 | 1.189
Social motivation | .287 |.033| .313 | 8.622 | .000 | .869 | 1.395
Information | 308 | 030 | 508 |13.239 | 000 | 642 | 1557
Playful motivation | .081 |.030 | .098 | 2.656 |.008 | .689 | 1.451
Responsiveness | -.140|.024 | -.189 | -5.743 | .000 | .717 | 1.151
R?=.488, adjusted R*=.482, F=86.075, p=.000
Dubin-Watson=1.880

Gender dummy: Male=0, Female=1,
Age dummy: 20-30=0, 40-50=1
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