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Characteristics of Social Network Service (SNS) on Brand Equity
and Consumers’ Purchase Intention : Focusing on a Chinese Case
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Abstract

Social Network Service (SNS) emerged to become a major platform for consumers’ social activities,
affecting their choice behavior. With rapid increase in SNS adoption among consumers, firms actively apply
SNS into their marketing activities and use it as an important communication medium with consumers.
Particularly SNS marketing become increasingly prevalent in Chinese restaurant sector as they provide
promotional information to consumers through SNS. It is urgent for firms to understand the extent of SNS
impact on consumers’ choice behavior, and to understand consumers’ response toward SNS in order to
develop more effective SNS marketing strategies. The purpose of this study is to assess the effects of
four SNS characteristics on brand equity and purchase intention and to determine the relative importance
among these four characteristics on brand equity and purchase intention. Results show that all of the
characteristics have significant influence on consumers™ brand equity, and also, brand equity affects
consumers’ purchase intention.
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(Table 1) Research and Definition of SNS Characteristic Factors

SNS characteristic

[1995]

Researcher Definition
factor
Entertainment Kang and Jung[2008] | Regardless of the importance of expected performance, the degree of
Davis et al.[1992] self-perception about making fun and interesting while using SNS.
L Pine et al.[1995] Producing products or providing services that reflect specific

Customization

Berry[1995] consumer needs.

Hoffman and Novak Interaction between users and sites(marketing), communication

Interactivity between users and users. That is, it is possible through the medium

(human interaction) or the medium itself(mechanical interaction).

Henning—Thurau et al.

‘Word-of-Mouth [2004]

Positive or negative comments by potential, real or past customers
of products and companies created by millions of people or
organizations over the Internet
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(Table 2 Brand Equity Research and Definition

Researcher Brand equity

Aakerll982, |1y 4l of assets and liabilities related to a brand and its brand name and symbol

1996, 1996]

Keller[1993] | The Differential Effect of Brand Knowledge on Consumer Response to Brand Marketing Activities

Kamakura and | Long—term investment performance planned to establish non-persistent and differential benefits or

Russell[1993] | benefits relative to competitors
Wilikie[1992] | Additional value in the brand name
(Table 3) Research of Purchase Intention
Researcher Concept of purchase intention

Ajzen and Fishbein[1980] | Consumers express their willingness to a certain degree of action in the future.

Cobb-Walgren et al.[2005] | Consumer’s tendency to purchase a product or service.

Tylor and Baker[1994]

The extent to which people who have purchased a particular product are willing to
purchase the same product

Gilmore[1997]

To express the willingness to do certain future actions in purchasing a product.

Shin et al.[2014] .
opportunity.

Consumer’s subjective thoughts and willingness to purchase the ads brand when the
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(Table 4> Measure Items

Variables

Item(Likert 5-point scale)

References

The information is interesting(fun) in this SNS.

De Wulf and Rangarajan[2006]

Entertainment | I feel pleasure through various events in this SNS.

Kang and Jung[2008]

It is fun to search for information about products using this SNS.

Davis et al.[1992]

This SNS information provides what I need.

Customization | This SNS has differentiated personality.

Tran et al.[2012]
Chatterjee[2001]

This SNS provides differentiated services to me.

services in this SNS.

It gives me enough opportunity to communicate through various

Kahn and Kellner[2004]

Interactivity

This SNS supports the ability to connect with other users.

Bagozzi et al.[1993]

Communication using this SNS can quickly form a consensus of people.

I will recommend this SNS to others.

WOM I will talk positively about this SNS.

Kim and Ko[2012]
Shin and Park[2014]

I want to share this SNS in social media.

This brand come up before other brands.

Aaker and Myers[1982]

Brand Equity | This brand distinguishes itself from other brands.

Aaker[1996]

This brand has special value to use.

Cobb-Walgren et al.[2005]

I have actually bought a product through SNS.

Taylor and Baker[1994]

Purchase
Intention

I intend to purchase products through SNS.

Maheswaran[1994]

I recommend using SNS to buy products after searching information.

Kim et al.[2009], Won[2009]
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r
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A= SNSE 2 o o] &3atal e AdEfolm, el 22059 540 7EES Felskiith
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13 "9k 21%« 670 vRko. 2 ZALE Qi) Edk F2 g Ay 7z 29219 Cronbach’s oAl
SHA 451%% SNSE vl H&8ka, 30.1% 7b BF 07 old o vehdth
(Table 5> Factor Analysis
Items Entertainment | Customization | Interactivity WOM Brand Equity| Intention
Entertainment 1 0.828
Entertainment 2 0.79
Entertainment 3 0.853
Customization 1 0.823
Customization 2 0.832
Customization 3 0.815
Interactivity 1 0.779
Interactivity 2 0.821
Interactivity 3 0.763
WOM 1 0.813
WOM 2 0.851
WOM 3 0.810
Brand Equity 1 0.807
Brand Equity 2 0.815
Brand Equity 3 0.836
Intention 1 0.341
Intention 2 0.857
Intention 3 0.856
Cronbach’s a 0.792 0.783 0.723 0.789 0.753 0.810
Eigenvalue 2.124 2.121 2.103 1.961 2.014 2.174
Distributed explanatory[%] 17.70 17.67 17.52 16.34 67.136 72.470

KMOI[Kaiser-Mayer-Olkin] : 0.754.

Bartlett's Probability of significance of sphere formation test :

0.000.
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Ao EF38 Al 0207, p#t 000022, SN84 & 2 sfo] Rzl ik £ oln x| &} JF
54 M= BT BE Ak Al+]e] 4 S T HTA R AFH ARzl f4A H
S MAE AR Yegth ddA oz Aes) g Qs gk ATAgA 9908 2
T e A S R I MLl B N Al zH|Abel BAllE SNSehe] Aol doR
(Table 6 Fitness Test of the Model
x? df P RMR GFI AGFI NFI IFI CFI
485.558 124 0.000 0.023 0.959 0.944 0.941 0.955 0.955
(Table 7> Hypothesis Verification Result
Variable Name Estimate CR P Hypotheses
HI-1 : Entertainment — Brand Equity 0.280 7541 Aok Supported
H1-2 : Customization = — Brand Equity 0.072 2.023 0.043™ Supported
HI1-3 : Interactivity — Brand Equity 0.230 5.977 Hoksk Supported
H1-4 : WOM — Brand Equity 0.207 5672 HoxK Supported
H2 : Brand Equity - Intention 0.726 16.291 ok Supported
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