Joumal of the KIECS. pp. 229-236, vol. 11, no. 2, Feb. 29 2016, t. 70, pSSN 1975-8170 | elSSN 2288-2189
Regular paper http:/ /. doi.org/10.13067/JKIECS.2016.11.2.229

SNS 3R AMu|AFAy AR FHoe 7+ FeaA

The Effect Relationship between SNS Tourism Information Service Quality and Information
Sharing Intention
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ABSTRACT

The objectives of this study are to suggest useful directions for promotion of SNS tourism information service to the service
providers through investigating the effect relationship between SNS tourism information service quality and the information sharing
intention. To achieve the objectives, as a conceptual framework of the study, the literature on SNS tourism information service quality
and information sharing intention were reviewed, and the empirical studies on the perception of the service users about the services
was conducted. The findings showed that the ’easy acquisition’ and ’interactivity’ factors of SNS tourism information service quality
have an effect on the information sharing intention. Accordingly, the service providers are required to enhance the service quality
related to the information acquisition and interaction between users.
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SNS Tourism
Information
Service Quality

- Level of response
- Easy acquisition

- Interactivity

- Functionality

- Usefulness
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Information
Sharing
Intention

a1 AFEH
Fig. 1 Research model

B 1 E29 AFSAEY

Table 1. The demographic characteristics of the

sample

Classification Frequency Percent(%)
Gender Male 95 30.7
Female 214 69.3
Below High school 45 14.7
. 2year college 76 24.8
Fducation University 173 564
Graduate or higher 13 42
10-19 2 0.6
20-29 213 69.2
Age 30-39 63 205
40-49 23 75
50-59 7 2.3
Blog 219 7.1
SNS Twitter 27 88
used Nate 39 12.7
mainly Community 18 58
me2day 5 16
Company employee 131 424
Student 122 39.2
Occupation Public servant 4 1.3
The self employed 5 1.6
Specialized job 33 10.7
House wife 14 46
Tourist attractions 55 177
Main Tourism activity 136 437
tourism Accommodations 82 264
information Food 18 5.8
collected Price 10 3.2
through Climate(Weather) 2 0.6
SNS Geography 6 19
Local culture 1 0.3
other 1 0.3
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Table 2. Composition of questionnaire

Class Measurement Items

Theoretical
background

Items regarding process easiness

% Searchmg_ anq collectl_ng SNS Wolfinbarger &

. tourism information Gilly(2003)

e Items regarding users’ relationship ILée M

o building through SNS and G200
g 3 interactivity like the information Kim. Y 1(2612)
=5 sharing through it PV’O W T & ’
E% Items regarding functioning level of ILim 'GA
= _ SN HL(2012)

g‘ Items regarding usefulness of SNS Ki . o S’ &

” tourism information Leer% G.(2014)

S Items regarding response level of v ’

g SNS tourism information service

provider

5 Exchanging SNS tourism

s information with other people .
5‘:33 Continuous Information sharing Lee, D. ML&
g . : - Park, H S.

s g intention with other people 2011)
g‘ > Providing other people with my Park H J et
N SNS tourism information Al 010
= 3 Sharing my knowledge about :
© information usage with other people
o Gender, Age, Education, Occupation, SNS used mainly,
=3 Main tourism information collected through SNS
* Class. : classification
= Dem. : demographic characteristics of the sample & etc.(6)
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Z). 80w gle] 8R1FEe FAAEEAM(PCA)
&, 29134 A3 A (Varimax)s ©]-&3to] L
F(eigenvalue)o] 10]4Fel Qolnh EAo] o] &3,
% (communality)> 9w 7] 05013=, 7t

2}
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Table 3. Factor analysis of SNS tourism information
service quality

Factor Variable
- It properly responds to user requirements
2 = It provides the information required by user in time
§ EX K It responds to user requirements
2 = | It understands and accepts user requirement and interest
It responds to user demand rapidly
2 It is possible to use tourism information at anytime
EF | It is possible to collect tourism information at anytime
4 It is convenient to search tourism information
S It is making information search time curtailed
It is helpful for Relationship building with other people
— It is possible to get enough opportunities to communicate
?D» with other users through online group or community
§ It is providing functions supporting relationship building
=2 with other users
= It is helpful for consensus making with people
! It is possible to do smooth interaction to share tourism
information with other users
o link and connection to other sites are smooth
g Returning to previous step is easy on search process
2 Conversion speed of texts and graphics is rapid
% User's information regarding posting and sharing
= information is being managed continuously.
= Tourism information is updated continuously.
It is providing information necessary for real tour activity
= It is providing enough quantity of information
& It is providing exact information
= It is safe from hacking, security problem, and personal
3 information leakage
@ It is providing various information like tourism destination,
accommodations, transportation, food, convenience facility
Factor | Factor loading | Eigen value | Variance(%) | Cronbach a
~ .800
¢ .5 782
B 2% 778 8010 32.041 877
z ® 43
693
5 827
g5 o 2623 10493 751
T 699
5 854
Bl o™
g% 736 2.374 9.49% 811
S 705
} 644
e 744
5 74
= g 574 1.397 5587 197
[} %4
8 527
LC; 736
o 712
£ 598 1146 4584 865
® 588
4 522

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.885
Bartlett Test of Sphericity = 3500.554, Sig. = 0.000, Total Percent of
Variance Explained = 62.200%

*

*
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Table 4. Factor analysis of information sharing
intention

Variable

7
=S
=}
:

T will share SNS tourism information with other people in
the future

I will exchange SNS tourism information with other people
I will provide my SNS tourism information to other
person

I will share my knowledge and experience regarding the
information usage

uonuaul SuLeys
uulLE uuu}ul

Factor | Factor loading | Eigen value | Variance(%) | Cronbach a
-

§:3 - 2112 52.804 817
SR 7

CIA 639

= Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.719
= Bartlett Test of Sphericity = 215.478, Sig. = 0.000

aga AA F 62.200% 2 e

2
Shi
¢

o
rlo

o2 AHFFIEA diFd FAZATE KMOF]
071922 ®WFHdAe] AH@3ta Bartlett A4A7F
215478, 2] 3+ Zho] 0.0000.2 FE 8 310] EA) sttt
I Bt 22 E F4L aQ1EM e A7 a9l
3} ® WS ti8te] Cronbach a #E o]&3te] A
ABIATHE 3~ & 43=x). #4439 w34 0877, §
S804 0751, A3 2EA 0811, 7154 0797, £
23 0865, AEFTFE 0817 5 BE Q904 07 ©]
o] AFeES Yeblth

43 7HAA T

& o] 7Hd2 SNS WFPE A2 Fo] A
8] AR el vlAe
A Aolr, ofd A 24 dAs) dF3ARH S
AASIITHE 5 32). A1) SHUS7F skl k

A T8 AR 8 S ehio,

Y = By + By, + Bo} + Byl - Bl +e

BEAZA3 3929 AW R*E 02722 SNS B
AE Au| s FZo] AbgAle] HRFfolmo] B
Fg L 272% AHdhe Aoz YEgon, R
shol] digk FRlskE ghe 12.5080]a oluf frelst
FRgLE go] 0.0002-2 RSkl thk B2 9

do mu rE rff of

ool APt ¥ 4 ek Ea, Mo $AY
N AT GF v = e BP0
FHAE AR A3 ARLIE BFY FAWAE
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GFE I SNS BYPR A sFPRce Y5
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[e] R
Lol T FeAedl A oE JEi =, olE
] g SIS Jehll= 2EsA5
S e EH F5-80]4(0.280), “F=2H-84(0.152)2]

5golidol o Z Zoz AT 2(2)
A mE HE =29 3|7 elth

y=1,499—0.012z, +0.291x,
+0.14424,+0.006z, +0.122 Q)

5 HAEE Mu|AEH0| HESFTO olxE d

Table 5. The effect of SNS tourism information service
quality on information sharing intention

Classification Unstandardized | Standardized T Si
o coefficients coefficients g
Constant 1.499 5929 2000
Level of response -.012 -.013 -190 349
Easy acquisition 291 280 4.883 .000%x*
Interactivity 144 152 2625 .009%*
Functionality 006 006 085 932
Usefulness 120 132 1.868 063
R2 = 0272 Adjusted R2 = 0.258 F = 12508 Sig = 0.000
«p €0.05 =p <0.01
v.d B
A= SNS #3A R o] f HAAEE e
2 SNS #FAR MU ~FA T o] &Ate] FrF 9]
T3 R O RS AR HASTFeR
A, g 7)) A 2 SNS TR AH A 2
GAEAA AN S AZFHLA SHk o] B A% A
SEAANE 33 2ok SNS #3AgE Mu)s 4
of ALgALS) ARTFolwe] A el 24}
g A3 SNS #3AR Auj o] FH489 F 58
o1 JEAGH ] AH§A B FHIES FolF
A1) e A= Aow YeEkon, a9 d 1
FFAEE A +A AoE 2ARUL o) 7] E)
SNS #AE A2 EQ F A58l 4548
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