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ABSTRACT

Social media is an open online platform that allows individuals to share their thoughts, opinions,
experiences, and information on social network based on the advent of the era of Web 2.0 and to create or
expand relationship with others. Social Network services is also included in social media. This study aims
to identify why people use SNS for Facebook. The purpose of this study is to understand why people use
social networking through the characteristics of social media. Finally, we analyze 287 data by structural
equation model and use AMOS 18.0 for analysis. As a result, two of the six hypotheses were rejected and
four hypotheses were adopted. Users are posing posts on Facebook and self-disclosure them for
communication others and their identity. Thus, users are using Facebook in order to share various
information. There are implications that the reasons for using Facebook by an empirical test. Therefore,
Facebook will have to try to make it a space where users can communicate more effectively and establish

their identity.
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1. INTRODUCTION

“Social Network Services (SNS or social media)
is an online platform that people use to build social
networks or social relations with others people who
share similar personal or career interests, activities,
backgrounds or real-time connections” [1, 2]. SNS
for modern people is expanding the scope of
narrow relationship. Many people are enjoying a
space where they can make connections with
strangers and exchange various information. 88.5%
of internet users use Facebook in Korea [3].
However, the number of users who have run apps at
least once a month is stagnant. Some individual
users are becoming increasingly reluctant to use
SNS as their privacy is exposed to an unspecified
number of people and frequent exchanges with
unwanted counterparts.

SNS is increasing not only for individuals but
also for companies, because SNS can communicate
directly with customers, such as being able to
publicize companies with low cost. Facebook also
increased its value and sales on Facebook due to
corporate involvement. However, if Facebook users
are no longer using Facebook, it will be a blow to
businesses as well as Facebook. Therefore, it is

important to create postings by individuals on
Facebook.

According to Lin et al [4], “broadcast status
updates / posts on social media that contain some
form of self-information can be treated as self-
disclosure”. Self-disclosure means that individuals
upload not only photos and videos, but also their
thoughts and opinions through the post on the
Facebook. In order for SNS to continue to grow, it
is essential that users to write their posts in SNS.

The purpose of this study is to investigate the
intention of self-disclosure on Facebook. For actual
Facebook users, we want to find out what social
media features affect the self-disclosure intention.
Previous researches related to SNS have studied the
initial acceptance intention through technology
acceptance model [5] or the continuous use of it.
However, there are little researches on self-
disclosure in SNS. This study will contribute to the
development of SNS and a deeper understanding of
users.
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2. THEORETICAL BACKGROUD AND
HYPOTHESES

2.1 Social Networking Service

In the SNS terminology, the meaning of social
is from the English word ‘society’ and is
interpreted as ‘people are gathered’, and the
meaning of network means that the network where
people are gathered by a series of relations.
Therefore, a social network, which is a combination
of the two, can explain its meaning as 'the network
to which people are connected'.

SNS refers to the fact that the concept of social
relations has been transferred into a virtual space
called to internet. These services supports the
networking or all possible people in the offline
space, enabling them to from relationships online,
making it easier and quicker to express individuals,
allowing more people to connect through time and
place. Social media is an open and communicative
medium led by the general public, as opposed to
mass media, which is represented by existing
newspapers and broadcasting. According to Jung
[6], among social media categories, SNS is an
online networking service that supports the
formation of a more active human network that
transcends time and space by implementing
existing social relationships online.

SNSs have expanded to provide services to
millions of people around the world. SNSs are
support a wide range of interests and practices. SNS
allow individuals to make a profile to share photos,
personal information, opinions and join groups of
friends [7 -8]. SNS have become one of the most
popular means of online social interaction and
emotion sharing and sites consider continued use of
essential for their long-term success [9].

People have various reasons for using SNS are
followings. First, users can used some service for
blogging or sharing content and media [10].
Second, many SNSs allow users to join or create
groups that they can interact with other users who
have similar interests [11]. Third, SNSs provide
ways to maintain contact with users’ friends, but
also for meeting new people [12].

2.2 Self-Disclosure

Self-disclosure refers to the act of revealing
one’s identity and position and showing oneself to
others, it means to let others know about oneself
[13]. Lee et al [14] stated that using SNS is similar
to exposing information related to oneself, and it is

necessary to expose oneself in order to make an
active relationship and to share information. Self-
disclosure is the voluntary and intentional behavior
performed by an individual’s subjective judgment
[15].

This study defined self-disclosure as ‘the
intention to expose meaningful information and
express personal life on Facebook’. As individuals
expose their daily life, the more likely they are
using Facebook. Public self-disclosure on SNS
have some unique properties compared to self-
disclosure in offline one-to-one communication.
First, public self-disclosure is often not directed to a
single person, but simultaneously to several people
[16]. Second, public self-disclosure made by a
specific person is often included in the flow of
information of others [17].

Although not initially, Facebook is now almost

a feast for links and comments. Most postings are
meaningless posts, or most of the advertising.
These posts are also things from people who are
connected with users get from somewhere or
shared.
Recently, on Facebook, it seems that some
individuals are not just a content creator, but a
content-spreader (not even knowing if information
is true or not). It has become a space for to share
meaningless photos, videos, and information. Also,
many ads are being shared as posts. Some users
only produce contents, and other users do not act as
content producers on Facebook. For companies that
operate social media, this can be a threat. Users do
not produce contents means that there is less use of
social media or SNS.

Recent researches of self-disclosure have
explored how online communities can develop user
confidence and self-disclosure. Posey et al [18]
developed self-disclosure models in online
communities. They studied the effects of social
influence, social benefits, social costs and
reciprocity on self-disclosure. Nevertheless, there
are insufficient research on self-disclosure intention
in SNS. Therefore, this study intends to understand
the behavior of users in the SNS by using self-
disclosure intention as a dependent variable.

2.3 Satisfaction

Previous researches have shown that customer
satisfaction is a leading variable that affects
customer loyalty, meaning customer’s emotional
state formed in relationship with company and is an
important factor leading to the continuity of
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relationship [19]. Customer satisfaction is studied
as important variables explaining customer’s
intention to use and repurchase intention in
management information and marketing research
[20,21].  Satisfaction means satisfying the
customer’s expectation level that is higher than the
predetermined level in the achievement response by
the customer’s subjective evaluation about the
degree of meeting the needs and desires of the
customers [20].

In this study, we defined the satisfaction as the
user’s subjective evaluation about the degree of
meeting the needs and desires of users. According
to previous researches, the subjective wellbeing or
happiness that refers to the optimal psychological
experience increases the royalty, such as intentional
revisit of SNS [22]. Main motivation for using SNS
are passing time and entertainment and their
satisfaction. These are related to the level of self-
disclosure [22, 23]. Therefore, there is high
possibility that satisfaction from the use of SNS
affects the SNS self-disclosure.

H 1: User satisfaction will have a positive effect on
self-disclosure intention.

2.4 Features of Social Media

There is little theoretical discussion on how the
factors related to the characteristics of online media
such as media usage motivation and online privacy
affect the process of online self-disclosure. We
tried to figure out which features of Facebook were
satisfying by users in order to confirm their self-
disclosure intention. We used seven functional
features of social media [24].

The characteristics are as follows [24, 25].
First, the identity represents “the extent to which
users reveal their identities in a social media”. User
identity expression can often occur through
conscious or unconscious self-disclosure of
subjective information such as thoughts, feelings,
likes and dislikes [25]. Second, the conversation
represents “the extent to which users communicate
with other users in a social media”. Third, sharing
represents “the extent to which users exchange,
distribute, and receive content”. Social media made
up of people who are connected by shared object
such as text, video, picture, sound, link, location
and etc. Fourth, the presence represents “the extent
to which users can know if other users are
accessible” Fifth, the relationships represent “the
extent to which users can be related to other users”.
How users of social media platforms are connected
determines how information is exchanged. Sixth,

reputation represents “the extent to which users can
identify the standing of others, including
themselves, in a social media”. Finally, the groups
are “the extent to which wusers can form
communities and sub-communities” [24]. Therefore,
the following hypotheses were set.

H 2: User identity will positively affect the
satisfaction of SNS.

H 3: Information sharing will positively affect the
satisfaction of SNS.

H 4: Social relationship will positively affect the
satisfaction of SNS.

H 5: Reputation will
satisfaction of SNS.

positively affect the

H 6: Communication will positively affect the
satisfaction of SNS.

3. METHODS

This study has the following process to verify
the study. First, the characteristics of SNS were
studied and made as a factor. We added variables
based on news articles and previous research on
SNS. Second, a research model was established
based on variables. Third, a survey technique was
used to collect data. The population sample was
selected from among individuals who are using
Facebook and have experience writing posts in
Korea. The survey questioned and measurements
were constructed to conduct the survey. Fourth,
statistical analysis was conducted through the
AMOS, SPSS statistical package after the survey.
The following describes how to design
measurements and how to conduct surveys.

3.1 Measurements

In this study, the following procedure was
used to construct the questionnaire. First, the
variables used in this study were revised and
supplemented to fit the Facebook environment by
integrating the indicators used in the existing SNS
and social media literature. In particular, the seven
features of Facebook were constructed based on the
seven characteristics presented by Kiezmann et al.
[24] Second, the questionnaires were presented to
graduate students and related experts. We allowed
them to modify the sentence and structure of the
items. As a result, two features (presence, group)
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were excluded from the seven characteristics of
social media. Finally, we set seven variables and 25
items. All items were measured on a seven-point
Likert scale. The questionnaires used in this study
is shown as Appendix 1.

3.2 Samples

Initially, we ran a pilot study on SNS users to
determine any ambiguous items that needed to be
revised. This study conducted on online survey for
Facebook users in August 2015, and collected a
total of 300 respondents through an online survey.
A total of 287 respondents were analyzed through
SPSS 18.0 and AMOS 18.0.

Table 1 shows the results of the demographic
analysis using SPSS 18.0. It showed that 49.1% of
males and 50.9% of females participants. The age
range of 31.7% in 20s, 32.4% in 30s, and 35.9% in
40s. The highest number of graduate of university
was 69.7%. In the occupation, 61% of office
workers were the most.

Table 1. The results of the demographic analysis

Items Frequency | Percent
Male 141 49.1
Gender
Female 146 50.9
20s 91 31.7
Age 30s 93 324
40s 103 359
Graduation of
high school 21 73
) University 43 15.0
Education _
Gradua.tlon of 200 697
Univ.
Graduate 23 8.0
school
Studept of 43 15.0
Univ.
Graduate
student ? 31
Job Office worker 175 61.0
Profession 32 11.1
Etc. 28 9.8
Total 287 100.0

In this study, the research model is set up as
shown in Figure 1.

User Identity

Information Sharing

Ll
Social Relationship Satisfaction L.
Disclosure
Reputation
Communication
Figure 1: Research Model
4. RESULTS

4.1 Reliability and validity of measurement
model

For this study, structural equation modeling was
used to test the hypotheses and AMOS 18.0 is
applied. This study was divided into two stages for
analysis. Firstly, confirmatory factor analysis
(CFA) was conducted to verify the reliability and
validity of the measurement model. Secondly, to
test the structural model.

The validity of the measurement model if
evaluated by investigating convergent validity,
reliability and discriminant validity. As a result of
the measurement model analysis, the standardized
factor loadings (FL>0.70) between questionnaire
items and factors were 0.70 or more, which
satisfied the standard values. Therefore, construct
reliability (CR>0.70), Average Variance Extracted
(AVE>0.50) satisfied all the criteria by Bagozzi
and Yi [26]. The measurement model is in
Appendix 2. We tested the discriminant validity,
whose purpose is to identify if the constructs differ
from each other [27]. This means that the
correlation coefficient between the factors are
smaller than the square root of AVE of each factor.
The correlations of all factors of this study were
lower than the square root of AVE, and the results
of the discriminant validity analysis are shown in
Appendix 3. The chi-square of the model at
918.843 with d.f. of 510, the ratio of chi-square to
d.f. at 1.802, GFI at 0.847, AGFI at 0.811, NFI at
0.889, CFI at 0.947, RMR at 0.084 and RMSEA at
0.053 were acceptable.
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4.2 Structural model and hypotheses testing

The purpose of this study is to prove how the
social media’s features affects satisfaction and self-
disclosure behavior on SNS.

The structural model was evaluated and it was
well converged. The results indicated that the chi-
square of the structural model at 614.62 with d.f. of
256, the ratio of chi-square to d.f. at 2.401, GFI at
0.858, AGFI at 0.819, NFI at 0.892, CFI at 0.933,
RMR at 0.191 and RMSEA at 0.07 were
acceptable. The fit statistics for model were weak,
but most fits are confirmed to be relatively valid.

Figure 2 and Table 2 shows the results of the
research hypotheses (H1-H6). According to the
analysis result, four hypotheses were adopted
among the six hypotheses. The analysis results of
the model can be summarized as follows: First,
users’ satisfaction affected the self-disclosure
intention positively (b=0.663, p<0.01). Therefore,
H1 was supported. Second, the “user identity”
affected the users’ satisfaction positively (b=0.258,
p<0.01). H2 was supported. Third, the information
sharing affected the users’ satisfaction positively.
Therefore, H3 was supported (b=0.277, p<0.01).
Forth, the effect of social relationship on
satisfaction was not statistically significant
(b=0.089, p>0.05). Therefore, H4 was rejected.
Fifth, the reputation not affect users’ satisfaction
(b=0.089, p>0.05), H5 was rejected. Lastly, H6 was
also supported. The communication affected the
self-disclosure intention positively.

User |dentity

Information Sharing

Self-
Disclosure

Satisfaction

Social Relationship P

Reputation

Communication

Figure 2: The Results of Research Model

Table 2. Results of Structural Equation Model

Path Estimate | - Results
value

Ul > | SAT 0.258 **% | Accepted
IS > | SAT 0.277 **% 1 Accepted
SR - | SAT 0.089 0.367 | Rejected
REP - | SAT 0.089 0.179 | Rejected
COMM | »> | SAT 0.238 0.017 | Accepted
SD -> | SD 0.663 **% | Accepted

5. DISCUSSION

This study attempted to test the influence of the
social media’s features on the satisfaction of SNS
and self-disclosure. The analysis results can be
summarized as follows.

First, this study showed the variables like
focused user identity, information sharing, social
relationship, reputation and communication which
explained the features of social media also can be
applied for the satisfaction in SNS. Previous studies
measured the variety variable as a factor which
affected the intention on behavior in SNS [22, 28].

Second, satisfaction was appeared to affect the
self-disclosure positively. As the user experience
more satisfaction, the scale of self-disclosure
intention becomes large and the intimacy grows.
Previous study has suggested that satisfaction with
SNS affects the continuously intention to use [29].
It has been argued that SNS is appropriate for
expanding  offline  relationships to  online
relationships, or that there is a high similarity
between online and offline interpersonal
relationships. Satisfaction with the relationship in
the offline is more likely to expose themselves [30].
Therefore, the higher the satisfaction level of SNS,
the more the intention is to express oneself or
reveal their feelings.

Third, user identity positively influenced
satisfaction. Social identity as an important factor,
also serves as a determinant of satisfaction. Social
identity hence social network service use, has
already been hypothesized in the previous literature
[5]- In addition, individuals who have higher user
identity and hence relatively more satisfaction tend
to expect more encouraging self-disclosure, and are
more like to express oneself on SNS.
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Forth, information sharing has effects on
satisfaction. SNS is offering a range of opportunity
for sharing information with other users. Many
researches revealed that the purposes of SNS are
related to maintaining users’ networks and sharing
information [31]. Information sharing behaviors
are tied closely with social networking aspects and
continuous use in SNS.

Fifth, social relationship has not effects on
satisfaction about Facebook. Previous research
suggest that users would like to be connected to
others and to communicate with others [32].
However, in this study, users are not satisfied with

SNS because of excessive social network expansion.

Sixth, reputation on SNS was appeared to not
affect the satisfaction positively. Pai and Arnott
[31] suggest that users share information and make
a post related to desire for popularity and gaining
respect from others. This value can no longer
induce users to engage in SNS or self-disclosure on
their posts.

Seventh, communication has effect satisfaction
on Facebook positively. It seems to be satisfied
with the communication with the acquaintances
who have the current relationship, rather than the
new person.

6. DIFFERENCE FROM PRIOR WORKS

Previous research on SNS has used dependent
variables for the initial acceptance intention [5] and
continuous use of SNS [9] based on technology
acceptance model (TAM) and expectation
confirmation theory (ECT).

However, this study differs from previous
research in that used intention to self-disclosure as
a dependent variable. Self-disclosure refers to the
intention to expose one’s own self and one’s
thoughts through postings on the SNS. Through the
posts posted by the users on the SNS, they can
share various photos and opinions, and can
establish relationships with new people. In other
words, if the users do not post on the SNS, the
utilization rate for the SNS will be reduced.
Therefore, this study, unlike previous studies, asked
about intention to write a post directly rather than
intention to continuous use.

Next, this study divides the characteristics of
SNS into five variables, and examined which
characteristics have the greatest effect on
satisfaction. This is different from the fact that
social media features are used away from many
used variables such as perceived usefulness.

7. CONCLUSIONS

At the key of social media is the continued
involvement of users in generating their contents.
Social network services also require users to
constantly create posts in order to facilitate their
use. Therefore, this study examined the reasons
why users use Facebook based on social media
features and, consequently, whether they relate to
the creation of posts.

As a result of research, user identity and
information sharing and communication among
SNS features, were found to affect satisfaction, and
information sharing showed the greatest influence.
Also, the more users are satisfied with Facebook,
the more they are willing to expose their thoughts,
opinions and daily life on Facebook. People
recognize Facebook as the best place to express
themselves. They satisfied with the use of
Facebook in that they express their identity through
self-disclosure, share various information, and
communicate with others rather than the
relationship with others.

The implications of this study are as follows.
First, this study is meaningful that we have studied
the satisfaction of Facebook users in relation to the
features of social media. We were able to identify
variables which are especially important to users.
Second, there are implications that the research
model was created and empirically tested to
understand the behavior of users on Facebook.
Facebook have to develop an appropriate strategy
based on the variables presented in this study.

However, this study has limitation in that it
focuses on the Facebook case without comparing
the various SNSs. In future research, it is necessary
to compare several SNSs in order to find out what
characteristics are different in each SNSs.
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APPENDIX 1. QUESTIONNAIRES IN THE STUDY.

Variables Items

Facebook gives me sufficient means to represent my identity(Such as name, photo,
address and contact information)

User Identity 2 |Facebook gives me means to represent my identity in the way I like

[33]

Facebook gives me sufficient means to introduce myself (such as hobbies, interests, work
and educational background)

4 |Facebook gives me means to introduce myself in the way I like

1 |I can easily share some videos, photos through Facebook.

Information Sharing

[34] 2 |l can often share funny stories, videos, and photos through Facebook.

I can often share information about my study or work (news, photos, etc.) through
Facebook.

1 |I think using Facebook is an effective way to broaden social networks.

Social Relation-ship

[33] 2 |When using Facebook I maintain acquaintance relationship.

3 |When using Facebook I create acquaintance relationship.

1 |The number of times about 'Like' on my post is important to me in Facebook.

. 2 |I am sensitive that how often certain users talk about me in Facebook.
Reputa-tion

(24]

3 |l earn respect from others by participating in Facebook.

4 |Participating in Facebook activity would enhance my personal reputation in Facebook

1 |The Facebook enables conversation with new people or people I know.

Communi-cation

35] 2 | The Facebook allows two-way communication with other users.

3 |The Facebook enables real-time communication with other users.

How do you feel about your overall experience of using?
Very Dissatisfied/Very Satisfied

2 |Very Displeased/ Very Pleased

Satisfaction [36]
3 |Very frustrated/Very contented

4 |Absolutely terrible/Absolutely delighted

1 |I expose my feelings, thoughts, and opinions through Facebook.

2 |Ifind ti k fil -to- . (SEDI2
Self-disclosure nd time to keep my profile up-to-date. (S )

[37]

3 (I keep my friends updated about what is going on in my life through the Facebook.

4 |When I have something to say, I like to share it on the Facebook.
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APPENDIX 2. RESULTS OF MEASUREMENTS MODEL

Variables Items Estimate CR AVE
UL 1 0.774
Ul 2 0.848

User Identity 0.894 0.679
Ul 3 0.824
Ul 4 0.848
IS 1 0.926

Information Sharing IS 2 0.793 0.896 0.742
IS 3 0.860
SR 1 0.731

Social Relationship SR 2 0.907 0.880 0.712
SR 3 0.882
REPU 1 0.821
REPU_2 0.815

Reputation 0.924 0.754
REPU 3 0.902
REPU 4 0.929
COMM 1 0.760

Communication COMM 2 0.758 0.820 0.603
COMM 3 0.810
SAT 1 0.900
SAT 2 0.804

Satisfaction 0.877 0.642
SAT 3 0.755
SAT 4 0.737
SD_1 0.789
SD 2 0.869

Self-disclosure 0.908 0.713
SD 3 0.865
SD 4 0.852
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APPENDIX 3. RESULTS OF DISCRIMINANT VALIDITY

User Information Social Communica- Self-

Identity Sharing Relationship Reputation tion disclosure Satisfaction
User
Identity 0.824
Information—— co7 g g61
Sharing
Social
Relationship 0.622 0.528 0.844
Reputation 0.523 0.625 0.564 0.868
Communicati g 631 0.41 0.776 0.4 0.776
Self-
di 0.658 0.575 0.611 0.494 0.613 0.844
isclosure
Satisfaction 0.591 0.78 0.538 0.708 043 0.601 0.802
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