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The change of social media market toward multimedia environment makes users

select social media according to preference factor's gratification and this also causes competition
among various social medias. So this study focused on competition among social media from the
perspective of users’ gratification while considering multimedia environment of social media
market. The widely known Niche theory is used to confirm competitions among media in an
environment with limited resource. According to research result, (1) Facebook and Kakao Talk
mostly satisfies users’ expectations; (2) Facebook and Kakao Talk form leading group and Blog,
Youtube and Twitter form chasing group in this competition; (3) Kakao Talk greatly satisfies
users’ various expectations. The research result implies that, for social media to have competitive
advantage in the market, it is better to provide convenience and real-time responsiveness in
mobile environment and to improve service so that users could more easily utilize network.
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<Table 1> Factors influencing the user gratification of social media
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<E 3> ZAUTe 2984

<Table 3> Factor analysis

A B
= ==
1 2 3 4 5 6 7

A FHA1 0.755 0.023 0.208 0.123 0.207 0.085 0.099

Ao A FH-A2 0.751 0.273 0.037 0.056 0.112 0.027 0.146

AdA FH43 0.696 -0.003 0.241 0.060 0.092 0.136 0.179

AdvA 544 0.642 0.333 -0.022 0.055 0.336 0.171 0.182

T541 0.114 0.811 0.129 0.299 0.120 0.143 0.143

F542 0.123 0.810 0.119 0.344 0.125 0.123 0.110

543 0.210 0.790 0.123 0.188 0.190 0.204 0.043

AFE] B AL 0.093 0.067 0.842 0.104 0.163 0.073 0.131

AL3]) B A2 0.119 0.129 0.795 0.058 0.185 0.084 0.099

AF3]) #AI13 0.237 0.133 0.649 0.157 0.361 0.053 0.060

AR FH1 0.061 0.272 0.080 0.875 0.105 0.111 0.009

AR T2 0.175 0.276 0.165 0.821 0.076 0.172 0.112

AW T3 0.021 0.213 0.073 0.745 0.038 0.388 0.151

AR FF] 0.147 0.176 0.205 0.130 0.800 0.061 0.279

AW 12 0.374 0.115 0.324 -0.031 0.718 0.104 0.017

AR FE3 0.202 0.196 0.370 0.140 0.717 0.071 0.337

=11 0.136 0.130 0.142 0.103 0.006 0.878 0.112

=152 0.037 0.114 -0.024 0.157 0.162 0.849 0.118

=7%3 0.197 0.181 0.148 0.354 0.025 0.697 -0.045

AF3] A A 7 0.260 0.108 0.129 0.079 0.263 0.087 0.793

AF3]) QA A 732 0.244 0.203 0.150 0.155 0.434 0.124 0.642

AL3] A A A 743 0.440 0.074 0.480 0.095 -0.009 0.160 0.550

ofo] A gk 2.800 2.564 2547 2539 2.407 2.386 1.759

A B2H%) 12.727 11.653 11578 11542 10.939 10.847 7.996

2 B4H%) 12.727 24.380 35.958 47.499 58.438 69.285 77.281
A o] A AE ghol 05 olstE AFEAke] ZIUE Tk AMIAAIS ddujAe] FHRAALS EE,
FTHEANNA Eskar vk AR A AATE vy Ho] A& IS ES 05 ooz AFEXbe] Y
o] o]&xte] JAAEFE Feotst=dH Qo] Fagh g SHA7I a1, EFHe fFREE 05 9
Moz, vgols 3 FAdd A AS otE AFEAFe Tlde Uid FX=7F vt o=
Arge] F=oH11]. o5 &3 v mgold Hl& WY E 83t FFelA FHS TAE AT
Hlo] ~&3 77t 5] RJIALET} =55 T ot "ol o BRI, dHolaE, JIIE

<E 4> 7F uAY] SAES E AAE
<Table 4> Niche breadth
et hiken EZ2(B) 7 o] 2~ 5(F) 717k =(K) ESH(T) frFE(Y)

AR 0.660 0.619 0.410 0.331 0517

AR EH 0.444 0.689 0.699 0.278 0.291

A3 A 0.600 0.836 0.836 0.479 0.478

54 0.235 0.621 0.679 0.171 0.192

=1 0.514 0.755 0.771 0.288 0.551

ALE A A A7 0.450 0.636 0.752 0.306 0.357

A ufA| o] F5-A 0.504 0.639 0.720 0.401 0.430

x B Blog, F: Facebook, K: Kakaotalk, T: Twitter, Y: Youtube
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<Table 5> Niche overlap

=J = K'Y K:T KF KB Y:T YF Y B T:F T:B FB

AEFT 2.289 2.505 2.687 3.477 2.326 2.309 2.700 3.381 3.896 2.301
A XA 4.656 4.922 2.156 3.801 1.337 4.245 2.260 4.419 2.376 3.049
AL3] A 3.838 4.233 1.188 2.824 1.832 3.855 2.143 3.875 2.372 2.692
=54 5.358 5.599 1.848 4718 0.947 4.698 1.504 4,756 1.362 4.199
EAE 3.070 5.366 1.516 3.165 3.128 3.290 2.272 4.947 2.999 2.936

AL A A ZF 4158 4806 1749 3294 1720 3215 1927 3481  2.268  2.559

AguiAl Y FHA4 3921 4.140 1.835 3.342 1.924 3.104 2.097 3.007 2.561 2.417
* B Blog, F: Facebook, K: Kakaotalk, T: Twitter, Y: Youtube

7b b e AAE AL e o o] afe g Ao B RS S
Oeo® dolak, FRE, 77k Soln EQH 4 glal ol Abgdl 2Rels B3 ARE A W
7b 7 ok BASAE M S dE AES 48 5 slo] Jte s tdeor AA
Y BRIs AR A diste] S 24 HE ZRA A lthal & ¢ 9l
FIAE & e B olyT 94, Ay, TEAN ddviAle FRA FEAME A
4 5 o8 7HA FHem Y glo] f oy AY AvtEES o] &ste] b Wel 2=
& JRE oS A, AASHA, vFeA AN Ate Sl b FET BA-AE A L
& g Qo] ARgAEC] ARE FEl ol b H, 2RO dolaskE gdd IS o8
F wol &&= Ao yudta = £ 9l v oA AASHANM FF Akl A5kl
o 2 g eR dHolARE ARGAE kel AHE] Slal, wiAwe R f{RH EfEHE 94 T4
A ddAe] AEsta v Ao Aue] I o] wAA] FHew s 7P ok A
Fdo] 7hsstel - WMAR @ol o] &Ha stk ALAE AL IS dEa v
1 BT fREE FddolgE e A 7% FEAAY Fod WA T A9
grol glo] xa#olx] K3 Wie] glal, ke o s AAE AHEW e s F2 FHo|x
53 EQE e AR 25 AASA Xt ¢ &, ffFE, 223, E9H o2 YEyh. S
AbgE Aolol Al EAE FuwrE this HellA A AW Yo s ol gste] FAASE &3 AV
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= 8 5 otk TEow U AEd AAHAE AL e
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ZHAaL glem O gger ERIO% Folake] & VMY Fua & F 9lal, fREE A4
W fREe EQHZE PE o BALAE 7 Aol A dv A4S Asdrs A
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of A1, I+, IHER Aol Fru AXS 7179 Abgo] BH ER a9 A A iz
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<E 6> A F S

EER XY

<Table 6> Competitive superiority value between media depending on variables

K'Y KT KF K:B YT
K>Y Y>K K>T T>K K>F F>K K>B B>K Y>T T>Y
LEE 3.475 7.209 6.065 4.187 1.921 10.216 2914 11.309 8.108 2.058
t=-4.611 %% t=2.267%* t=—11.475%%x t=-10.098x £=9.845%xx
Auze 12978  1.489 12.871 1.561 5.942 5.209 10921  3.590 3.007 2.669
e 1=15.077# £=13.890% t=0.723 1=7.192 1=0.543
A3 47 14.129  1.302 13.741 1.827 4,921 4.230 12.331  2.496 4.101 5.281
t=18.375%:kx t=14.199x t=0.829 t=12.586%:*x t=-1.447
== 14.014  0.763 13.942  0.942 5.993 4.029 13.647  0.784 2.129 1.734
eTre t=20.678%x t=18.407x%x t=2.261 % t=20.590% 3« t=0.877
=9 10.885  2.655 15576  0.906 5.504 4532 12.388  1.784 9.338 1.374
t=8.210%:x £=21.190%: t=1.043 t=12.21 2% t=10.031 s
A s)ld AA 19.273  0.763 12712 1.065 8.209 2.504 12.921 1.647 4.871 3.086
7+ t=19.76 7 t=19.821 % t=7.57 1% t=16.755%x t=2.734x
Aeu A 15777 3216 16.871 1.777 9.698 4.166 14597  3.986 6.950 5.791
=54 t=12.978#%x t=17.348*xx% £=5.57 1% £=9.71 25 t=1.339
* B! Blog, F: Facebook, K: Kakaotalk, T: Twitter, Y: Youtube (P#<0.1, P*%<0.05, P#*#%<0.01)
<E > A 2 AR H AASHAS)
<Table 7> Superiority measurements
Y F Y:B T:F T:B F:B
Y>F F>Y Y>B B>Y T>F F>T T>B B>T F>B B>F
L 4.144 8511 3.288 9.626 0.914 10.619 2.029 12.014 5.273 7.424
e t=-5.303#:#% t=—6.690% t=-14.033#3*x* t=—13.589:x t=-2.357*x
PEEEY 0.560 12.871 1.640 7.640 0.460 12.640 1.561 7727 9.971 2.302
t=—18.854 t=-8.233%xx t=-18.649:x t=-8.342xkx £=8.94 3
A48 2] 0.921 14640  2.942 8.273 0.504 13.590 3.173 7.043 11.835  1.266
t=-19.526%* t=-6.605%* t=—18.289xx t=-4.370%%* t=13.939s3kx
== 0.741 12345  2.194 3.669 0.504 12.662 1.705 3.324 12504  0.748
e t=—17.433: t=—2.740%x t=-19.654:x t=-3.182x:x t=18.365x:x
=g 3.417 11.331  6.403 4.374 0.540 14.784 1.806 8.626 12.065 1.856
t=—7.261 %% t=2.143%x t=—24.252x%%x t=-8.673#%x t=11.9243%x
ARSI A A A 1791 10.993  3.151 6.381 0.835 11.871 2.209 6.892 10.137  2.662
Kay t=-12.915%% t=-4.386%x* t=-19.754 t=-6.806%3%* £=9.000%
Ao A o] 4439 12942  4.878 8.576 1.136 12914 5.000 8.669 11439  4.655
543 t=-9.104x:x t=—4.25] % t=-16.139:x t=-3.666%:x t=7.038#xx

* B Blog, F: Facebook, K: Kakaotalk, T: Twitter, Y: Youtube (P*<0.1, P#%<0.05, P#*%<0.01)
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