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Factors Affecting Attitudes toward Social Login Services:
The Moderating Role of Individual Innovativeness

Xiao-Yan Qiu* - Joon Koh™

Abstract

Due to the increase in the use of the Internet, it is becoming more common to provide or use a social
login for registering for services. Herein, the purpose of this study is to analyze the influence of security,
individual innovativeness, ubiquity and brand awareness on the use of social log-in service through the
individuals attitude who have memorized various IDs and passwords by using Technology Acceptance Model
(TAM). In addition, the effect of individual innovativeness on the relationship between social login characteristic
factors and attitudes toward social login services are examined. Based on the statistical results, it is found
that the significant factors affecting the attitude toward the social login service are the security, ubiquity,
brand awareness and perceived usefulness. Moreover, the individual innovativeness is found to have the
moderating effects in the relationship between the three factors (the perceived usefulness, and perceived
ease of use, and security) and attitude toward the social login service. Positive attitudes increase with
the usefulness, ease of using social login serive when individual innovativeness is high. On the other hand,
when individual innovativeness is low, the stronger the effect of security on attitude toward the social login
services. In accordance with these results, the implications and limitations of this study are discussed.
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&2}
o] o]&3dh= & A 21 A2
E AR ToIAY ARE Bl A AtES
oz stk 2 AT AL A QlT-F A4
548 AQde BE 232 74 gAE HLE B3
Ak AE2AHE 20189 49 109 5-H 4€
289744 189 &< FHEALL, 3H HEA=
F 22350l 3|4 AEA Tl A m7IgEAY
e At $9 49 5 244 gHos
Apgo] BVsaiehaL ke 1% $A6A
AQlste] HF 20450 HEAIE SAREA A
SHlTh ¥ Ao FAIA Y W2 SPSS 250,
(Table 2> Respondents Characteristics
It. Classification Frequency & Rate
Gender Male 92(45.1%)
Female 112(54.9%)
Age 20~29 204(100%)
Student 203(99.5%)
Job
Employee 1(0.5%)
Facebook 72(35.3%)
Google 18(8.8%)
Twitter 2(1.0%)
Social login Naver 65(31.9%)
type
Wechat/QQ 9(4.4%)
other 1(0.5%)
Above two types 37(18.1%)
0 3(1.5%)
1~2 50(24.5%)
Frequency 3~4 55(27.0%)
5~6 23(11.3%)
No less than 7 73(35.8%)

<Table 2>°A & 4 %ol & 049 SH=t
T 97 RE45.1%), °19L 11278 (349%) .2 o]
Aol ozt o] Bkt A uld-S 20u= A
7] wfiToll ®Ee] g U= YEtor A
= 719 25 st 0] ok SR S22 AES
= 24 27919 8L Facebook AH R 271
olo] 729(35.3%), Naver Al o2 Z12l0] 651

(31.9%), AT #a Foll F 7)) o] o] Ao
29 ks o] &k 37H(181%) =0 & UE
Sth AFEHI R 8 | 73] oA ARgA17} T3
(3.8%) 0.2 714 weokown, 3 Hofl 3~43] AL

< 55%8(27.0%), 1~238] AH&2 507 (245%) o=
LFERSE T
42 £Y239| Ml 3 EEHE AT

2 Ao ARE S NEES AR AlF =
o} Bl =& =ol7] flste] vk o®w SA5H3
om 7t SPAFEN FEUFEY S4YEE
2 <Appendix A>¢} <Appendix B>l Z}2} A A]

4, S| 41= = (Composite Reliability:
CR)<} E}")f"é B7HE A8l 14 8034 (Con-
firmatory Factor Analysis: CFA)S 2 A3
G4 el S Tl =E3 8 ?l’ﬂzﬂ‘j*(factor
loading) 2.2 W42 v AAA S H78H Jin
and Park, 2017]. Quka o 2 #Z=wo] Q914 )
2ol 07 O]”O] 3 A Wl

o A

—réﬁk (Average Variance Extracted: AVE)¥}
Cronbach’s alpha(a)#s 7102 #dsith AVE

= A el dial A7 AR E < e 24
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A7) JeRY, Cronbach’s a= 24 7yl 3t
A EE ou|slt}, AVEE 05 o]A4He] ke Ho]

i1, Cronbach’s a& 0.07 ©]39] &S 2t& 4%,

(Table 3) Validity and Reliability

Standard
factor CR AVE
loading

Cronbach’s
a

=
8

0.835
0.955
0.940
0.930

0954 | 0.839 0.935

PU

0.834
0.895
0.935
0.900

PEOU

0.947 | 0.817 0.925

0.934
0.896 0.923 | 0.800 0.876
0.851
0.884
0.903 0.914 | 0.780 0.858
0.861
0.908
0.921 0.927 | 0.810 0.884
0.869
0915
0.934 0943 | 0.845 0.909
0.909
0.901
0.909 0.932 | 0.820 0.890
0.907
0.876
0.861
0.923
0.844
0.821
0.929
0.764
0.871

Note) PU: Perceived Useful, PEOU: Perceived Ease of
Use; SEC: Security; BUIL Ubquity; INO: Innovati—
veness, BA! Brand Awearness; ATT: Attitude;
UL Intention to Use; USE: Actual Use.

SEC

UBI

INO

BA

ATT

0930 | 0.768 0.900

USE

0911 | 0.720 0.869

AR W|I N =R W= WD WIND R WD [RW[N =W [ W D= [wDo|—

SAEY L N =7 vkal deEse Cronbach,
1951; Van de Ven and Ferry, 1980].

1981]. t}&-9] <Table 4> A W4 Ht EFHA
2}, AVE Al gkt W AaaA ghs gl
A

2 Ao A= BE AVE gho] A

T 7 13 20 O HE A 28 2O
)l M| 2e] tig A zbe 842 24 29
AMul o] tgk o] g9k, 24 A
ol W BE=ol Fold JgFe AP =
0.140, t = 3181, p<0.05 B = 0.321, t = 3.665,
p<0.001). o]& &4 219 Au|27} f-g3sict
P 24 209l Au sl td o

f
O,
ol

Al
1 T =2
Al QAo oA A o] o]} A=
Aoz A 4 Qdrh gk 2 27191 A
2o it 2|7 folde XztE FEA4
o)gt JEs A= o2 YERH(B = 064 t
= 12403, p < 0.001), 7} 32 A A1} vk
VErdnd g a9l A7ty g
24 27Q1 Au| 2o figh Bk FAAHoR
frojn) gk J ks m x| okt webA] 71 1,
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(Table 4> Descriptive Statistics and Discriminant Validity
Variables | Avg. | SD, o | 1. PU |2. PEOU| 3. SEC | 4. UBI | 5. INO | 6. BA |7. ATT| 8 UI |9 USE
1. PU 6.00 1.109 | 0.916
2. PEOU 6.07 0.939 0654 | 0.904
3. SEC 3.33 1.203 0.129 0.100 | 0.895
4. UBI 5.56 1.065 0.493 0.566 0135 | 0.883
5. INO 4.43 1.188 0.032 0.109 0.221 0.150 | 0.900
6. BA 491 1.123 0.237 0.344 0.194 0.443 0.438 0.919
7. ATT 497 1.189 0.518 0.448 0.315 0.516 0.215 0419 | 0.906
8. Ul 513 1.253 0.533 0.452 0.307 0573 0.161 0.435 0.830 0.876
9. USE 5.69 1.145 0.562 0.518 0.198 0.548 0.102 0.333 0.587 0698 | 0.849

Note) PU: Perceived Usefulness; PEOU: Perceived Ease of Use; SEC: Security; UBI: Ubiquity; INO: Innovativeness;

BA: Brand Awareness; ATT: Attitude; UI' Intention to Use; USE: Actual Use.

@, AlaE 54 BB = 0196, t
3.298, p<0.001)3 AMujz= 5 AP =
0.236, t = 3017, p<0.05)2 EHZd| SAAo=

fFrou st G vAE Ao YER o=
A 2Rl A7t P SRS 1A ot A]
L o] 83 g Iohal =SS o] AH| A 80
gk AR Aol FopxitkE RS v
ok b= iQ1A 54390 A 1 AR
A 2781 Az 8ol bigk Bl S AA
o % foug JFs WA Fe& AR E
wioh whebA 7R 5 62 Al E o, M T
= 712 Ao w1 7 8ol gk AS5EA A
7} A 2Rl AB[AE AlFshe BllE b
3 2HAES A EE A 290 AH]Ad
ek A4 e Ao IS A= AL
2 YebttB = 0173, t = 2.069, p <0.05).

5, a4 23 AHl2s RS FHY 21
9l AH]zo]A| gk o] MH|AE AFss BUls
of gk 1A == v Al 1 Bl =of g
AP 2 A3} o) &ehS A FEAl E 7] wliEel o]
e Aot Yy oz FAEc

g, Nl FalAd e 2l Hid S 2

sE AR, A et A 4E 784,
£

=
ro
o,
o

gl
o
¥

o >
2

ot

o

N,
=

>
o oox 2

17.076, p <0.001; B = 0.69
<Table 5> 44 219 Aujx9 £Ad
& 6719 mHHet e 2dFy 9

L, o] &9 %, o] &

2 AolH, v 9]

<Figure 2>+ 7 #5 2345 TFHo=Z

Ebdl Zlolt},

t = 18.206, p < 0.001).
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(Table 5> Hypothesis Test Results

Hypothesis Path B t-value p value Hyp(;g;islz test
H1 PU — UL 140 3.181 002 Supported
H2 PU — ATT 321 3.665 .000 Supported
H3 PEOU — PU 654 12.403 .000 Supported
H4 PEOU — ATT 020 214 830 Not supported
H5 SEC — ATT 196 3.298 .001 Supported
H6 UBI — ATT 236 3.017 .003 Supported
H7 INO — ATT 048 726 468 Not Supported
H8 BA — ATT 173 2.069 039 Supported
H9 PUXINO — ATT 136 2.119 034 Supported
HI10 PEOUXINO — ATT 119 2.285 023 Supported
HI11 SECXINO — ATT -.098 2.030 043 Supported
H12 ATT — Ul 57 17.076 .000 Supported
H13 Ul — USE 698 18.206 .000 Supported

Note) PU: Perceived Usefulness; PEOU: Perceived Ease of Use; SEC: Security; UBL Ubiquity; INO: Innovativeness;
BA: Brand Awareness; ATT: Attitude; UL Intention to Use; USE: Actual Use.

Perceived
Usefulness
(1Y)
!0.654***
Perceived Ease
of Use .
(PEOU)
Security
(SEC)
Attitude to F— Intention to Use .. | Actual Use of Social
M Social Login Service | ——_gm| Social Login Service —»0'698*** Login Service
Ubiquity (ATT) (4] (USE)
(UBI)
Innovativeness
(INO)
Brand Awareness
(BA)
Note) “p <0.001, “p<0.05.
CFigure 2> Results
5. Eo|9f A= 229 B 50| 24 27191 Al s} o] ge)
T = o3OS ™ g oy Kez) =2 9l3
51 23} okl 9 ol WA= G skt stk olE fls)
B YAfolE i jFel Ao de] 28 271919
2o A2o) 9 B850 P AE BT WA AMETel 21908 088 ANAES 1)
QA 2 AP AREARE ] A 211%] AH For AEE FE M A AAsien £
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A AdE aokstd o 2 74d 5, 71 63 #esto] Bk A2
A 28 21 An| 2ol ik Bje] S AH 2 278 F&e e B AR
o= fomet IS = Wl A7k -84, ofmatA Fae A= AoE Yyt o=
Bk, AAA, BAE QAL o % LEETh A B8l AU 27 PARRE A A ot A
A2k Bolde A7 F-8A40l dEgE mH e, L o] 88 5 e AH[ AR A EFE A
A7 892 A 29 AH A o] & o T ok A A Q1A o] EopzithE Aotk
fFoug J&S v HTh 28 2Rl A 20 S, 7 7 ke f9e A4S EAA
st g4 Ql HEE A4 2791 AjH| 2 0] &9 o % foug FFgs A G AoE e
Lol g S FUeH, Ad 2%l A~ stk ol IEU ARl arE detste o gl |
o thet o] &= HF FHEHUT o]§ PFFol Aol A A madl Au| oA 7RQle) Al
froe 295 Yepih gol 2 2Rl Aujzel tigh Bkl F= A
s, 714 40 gk 4 A= Davis[1989] AAR QS =4 il AT thA] 2
of FH= g A7td golo] 24 =l A, A 2Rl Au] 27t i1 e FalA ol whet
ARz gl tigk ol A s T Al o] gk 14 olu BTt gl HrE
A7 kskom, AZH f8dnte] HiEo] G71A1 A2 ofd AoRE F53 & F
< MAE Aoz yehutth A7 ol ol ATh
ofskA] A Hehd Aol o4 oo A=, 7Hd 8] 4 Ao whel, Bl A==
A S A 2bA 9] <Table 4>°1A4 & 4= gl A 2% AR FEo] tid Bz foe
5o, A Zhe folAde FEo gl e ALE FS P o= A 29l AuH| 29 o]
A5 HAFH E8&59ol =/ F4E AL AREARFE A 4| o] Aol A& A5l
(Bt = 607) EFHA7}E B Wl Hlste] & 2 29 AU AE ATt Balse QA%
#8] vrobA1(0.939), Bl daFs 7 AA et 7F o] Au|2z o] g Bl dEFe Fre
A& Flojt}, L3 Lee et al.[2006]2> A7F Foh Rolt}, o]y g EA A= 7HAAA Ao O
Eo] Ao JIFE A= Ve s & A 84T A7 AAeL a8 E FAEE
A HE Ao A TAM 7]¥ke] 474 W4 of W& 9 ¥Hel Han et al[2015]9] A+
AN 8743, =A%, AA G At FdiE Avte} dul 53} Han et al[2015]0] w2,
of AgelA Fagk a4l IelFont, & HAAA AH| 2 8 7]l F-e A5 s A
o/d> el fFojn g FAFE HAA s 2] gk o] &2; JHQ1e] A, A ARe B
U3l vl 9ok o]9F o] Davis[1989]= 4 H.7] shA R Bl e o] AMS A W 2 S B T
=0 Ak A3l AAY gle Aol &l o g valte g sk B A AL Y
o A3 ZI7F #=A vepdthar A A sk =, BAll= o] A2 Au]2 GA] AEE whsithe
Q59 deolE2 ARV HAE 7|7 5 34 7 USE AT v Aok oA
ek sd=7F o AvpEE o] wjg- ¢ A ZIQl Aufzo] g S s P4
SafA Q7] Wit A 2ol Auj2e] g at7] 9 M= AHEAFE S Yol A st Al
A o] HOE S HAA Ee How FE ATL F de 24 2O ATFAE AT
FEE U StAl Adejatojof & Aot
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{Appendix A>

<Appendix>

Definitions and Instruments of the Independent Variables

Variables Definition Measurement Items Related literature
The degree of the feeling that it is useful to use social
login to log in a website
The degree of belief that | The degree of the feeling that using the social login )
. o . ; hel log i bsite f: Davis[1989],
Perceived |it is useful to use social | Service can help you log in a website faster Kim et al[2010]
A o o m et al. ,
usefulness | login services in achieving | The degree of the feeling that using the social login | e et al.[2012]
the goals service will save your time and effort to log in a website
The degree of the feeling that using the social login
service can make it easier to log in a website
The degree of the feeling that it is easy to learn how
to use the social login service
The degree of belief that | The degree of the feeling that it is easy to find the )
. > . ial logi . log i bsi Davis[1989],
Perceived | there will be no difficulty | Social login service to log mn your website :
ease of use |in using social login ; i+ — Kim et al.2010],
Sing e The degree of the feeling that it is easy to use social | [ ee et al.[2012]
services login services proficiently
The degree of the feeling that it is easy to use social
login services
The degree of belief that | The degree of the feeling that the personal information
the users will be protected | is managed saftly when using socal login
. safely WlthOUt infringing The degree of the feeling that it is safe from the hacking | Noh and Kim[2007],
Security | or leaking personal . ) . ; . .
. . . . issues when using the social login services Schierz et al.[2010]
information or financial
information when using | The degree of the feeling that the system can operates
social login services without problems when using the social login service
The degree of the personal inclination to try an idea
The degree of the personal | produce or new method before other people around you
Innovative inclination to enjoy the The degree of the personal inclination to accept the new | Oliveira et al.[2016],
new types of the services .
-ness . . | knowlegyor novel ideas before other people around you | Lee et al.[2012]
such as the social login
services The degree of the personal inclination to challenge the
new things compared to other people
The degree of the feeling that it is always available
The degree of the belief | to use the social login services
that the social login . . ; Kwak and Lee[2005],
Ubiquity | services can be used ;Izl; Ssegrssc(igl tll(l) c ifrfeélenr% igelzit églihgosilble to access Noh and Kim([2007],
without any time or g g Kim et al.[2010]
location restriction The degree of the feeling that it is usable whenever
it 1S necessary
The degree of the familiarity with the brand which is
used to log in a website through the social login services
The degree of the .feehpg The degree of the search ability of the logo or symbols
that the users can identify . . .
Brand . of the brand used to log in a website through the social
or recall quickly the - . Han et al.[2015]
awareness login services

brands offered by the

social login services

The degree of the recognition of the advertisement and
product of the brand used to log in a website through
the social login services
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<Appendix B) Definitions and Instruments of the Dependent Variables
Variables Definition Measurement items Related literature

Attitude to
the social
login
services

Learned trend of
consistently
responding to the
social login favorably
or unfriendly

The degree of the favorability of the social login services

The degree of the preference to use the social login
services to log in a website

The degree of the attraction to use the social login
services

Fishbein and Ajzen[1975],

Davis[1989]

Intention to

The degree of the

The degree of the willingness to use the social login
service continuously

The degree of the willingness to recommend the social

use the individual's login services to others %VIS[tlgglg[]éOIO]
. . . m et al. ,
social login | willingness to use the | The degree of the willingness to use the social login Lee et al[2012]
services social login services | services frequently ’
The degree of the willingness to increase the useof the
social login services
The degree of the frequency of the current use of the
The actual use of the | social login services
Actual use Sozlatlhloim SerVIfcet; The degree of the intention to continuously use the social
of the anc the degree of Thel Jogin services Davis[1989],
social login willingness to use it i i ial | Kang et al.[2013]
: g continuously and Th.e degre.e of the intention to recommend the social g .
Services login services to other people

recommend it to others
in the near future

The degree of the intention to use the social login
services whenever necessary
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