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- Abstract -

An aim of the study is to investigate users’ perception of SNS quality of the Korean
Tourism Organization(KTO) and examine how SNS quality affects users’ trust and image
of the KTO. To meet these research objectives, this study surveyed Facebook users visiting
KTO'’s official sites, and a total of 411 samples were used for the analysis.

SNS quality was divided into information quality and service quality by a second-order
factor analysis. SmartPLS was employed to examine the research model. The results
showed that both information quality and service quality significantly affect users’ trust and
image of the KTO, However, in terms of perceived usefulness, only service quality had
significantly influence on the perceived usefulness. Perceived usefulness had an effect on
both users’ trust and image of the KTO, and users’ trust and image of KTO had a
positive influence on a WOM.

Finally the present study had implication for investigating that SNS quality has
significantly effect on users’ trust and image of the KTO, rather than identifying users’
perception of SNS quality. It also identified that improving SNS usefulness contributes to
enhance user’s trust and image of the KTO, Furthermore, this study suggests that the
KTO needs to continuously manage SNS quality to expect positive word-of-mouth(WOM)
and promotion effect of the KTO.
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A 20 Al dlxA Q) SNS(Social Network Service/Site: ©] 8 SNS)&= #33
24 2] w78 (tourism destination marketing) Eofll = FE& T 9Jti(Luo and
Zhong, 2015). AAZ & AlgEo] SNSE Fd 259 a4y gAS #AFF
Al AA L, & AFEAEYN ARE TR, o|#E A SNSE S 48 HAERES
ago] oS Agsted ol 8¢ =2 #F8¥rth(Xiang and Gretzel, 2010).
olgigt 352 B2C(Business to Consumer) #ZA| g Aol #F HAV|FE
Boolye} Z=9] #FA|npAE 7] 5 (Destination Marketing Organizations:  ©] 3}
DMOs) SNSuHAIR S Ea] #FA#dA Fx 2 43074 oo &8st vt
(Sledgianowski and Kulviwat, 2009). AxH] 2} SHA A SNSAEAE HE§F 2p Ao H]
df Hrp s ow 79 uAE AgyAoldel Fogows 7gy auzte] #
Aol A2 9&S kil AtHBryant et al, 2006).

whebA] SNSS Sgk A #e] A &AQ AAFYS FAMI] AsAE 7Ideld
71t A FFska = SNSE Ao gk whelek o] aqEth 019} st
o 7|&9 FHAFEL éﬁ%ﬁ }\]/\FJ]EXE]_ AH|2AEA = o]y x]—OJ
ANA FrtetF o, v #AHAAFEo] SNSFZH I o] &xpo] vk gl O]QLJ
Tt 1A, SNSEZ o] 52402 SNSE& Algste= 7Igolvt 7]l gt
o} ol Ao ¢S v H F Ari= AE S ATCEA ¢, 2012, 225
ol €], 2014; Zhou et al., 2010). w2}A SNSEZ| 3k H7l7F SNSAF 7] =
7)ol o gk O]%X}Q] A= FES A F dvk= Aol gy Eo|of g

=N r>
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oo we} & = SNSAFEAZE Q1A 713ke] el ZU;FE SNS9| #4
of FHEE AF 6‘}5 7)ol gk ARkl ojm A B AlE ] owg JIFs vA=
AE ystaar AFE APt o5 g8 B AdFdME vt dxAd
g A vk A" 7]+ <1 DMO(Destination Marketing Orgamzatlon), Sk 333 AHKTO)
S ddoz #FAe] QA g SNS%’% TS 5453, KTO9 SNSEFAS ARFE
A3 MU 2Fd 2ol EAkaL, SNSEA, A28 184, KTOo id 4z o
ol x|, FHe T4 AAE 7&%5‘}ﬂ7\} Eig=
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22U E Q] A A 1] 2 (Social Network Service) B+ AU E Q] AAFo] E(Social Network
Site)e] ¢FA <9l SNSE AgtyE Al 2~d"l oto A o] & xL7F Rl X & 3 (profile)S &7
T ENEES S &sta, 15 HAE 23 de tE o] A9 FHE(ist)
; A 7k A4 9 AR I, AsAES I dAE FAds /A
g UAEE 5" Ve A E]ﬁWeb*based service)= A o|d 4 U tt(Ellison,
2007). o] : ¥ SNS=
o A3 A #BAE At 40}7} 719 F/]ro]—i—i ol e FFE& vA= TF
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THKim and Stoel, 2003). ©] Wolx= A H 5}
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of o&f FE AP 1A FARA, AT 79 e 7HS Fdste b Fe
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Toll olstd, o] ~E-3} E%Ei 5o AAvYolE &8st 7IA(el &3)olv 7]
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Zt= o2 YERYTHSuh and Han, 2002; ©]4%, A%d, 2014).

=

-

m A+44 2 d+714 44

S 7|Wro R SNSHEFAI MujaFdo] ALgxo] %7zt
g g oolu A, FHo vAEe dFAAE AT <2



Information
Quality

H1-2

Usefulness
H
TN ) : H4

Reliability

2. d77H4d 44

1) SNSHEZERA R M 2Fd3 849 #7A

ntEES f84d0] wiNETHE Ze Ao R e (o] E, 2012)
o3 =5 nigoR B Ao SNSHRZAI Mu|aFdo] AlgALe] A
ZE f8Ado m A= FgS 7 A En

HI1: SNS JRF&L AF4d F&¥) d(+)9 & 7F Ao/
H2: SNS AH]2 582 A48 78 F(+)9 982 r& Al

2) SNSHRFRA R Mul&FA3 A5 R oln A #A
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Kim et al(2004)& 22}

o ANE AASH, 55 AuznED F F0YN FAA 247t Ao 9Fe F
£ WFYe 4ZAh of el EFAN ovAe BNAZ A ATES Avnw,
BRopl A FAL FRAL 2t wgAle] SHow s pydel AATF Aulx
FAe 93X Er BPALS NEG BRRAS ouAe] dFL WA= AHA
MR S8R, $2 S, 2015)

Je] APATE Brjz X Aol SNSHBEDD A 2FLo] KTOS] 413

Hi-1: SNS HEFFL K109 {F 9 F(+)o & 7 & Ao/
HI-2: SNS ZEFZL K109 o]r)=]d F(+)9] & #& Aol
H2-1: SNS AlH]2F38& K109 & F(+)e §FE 7& Hojd
H2-2: SNS AlH|=F32 KTO®] o]nj x| F(+)e] §FL =& F o]t

3) &4 A= R olmx, FH #A

AR Astel ek A ugko] bt
122 Well Algd ARl os] oJrad-e Weokst=
1
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AAH FE&AE ARA T gk Ao d&FES v A h(McCloskey, 2006). o] 9 #
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(2015)+= =2l ZkAAA Au| 2~ o] Sx7E Aquj~e) f8A S = AAdETE A

2 A F A St =2 AFE et AES AASYT o] Bk JIIAFRAE
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3 g2, PAe 4] FRom Zqsgth HERAE FIHFEA Hol2%, 2
2B EQH o] &S e w AAESil, F 56555 3Fete] o T A
At §HES AL 41155 HTEA &5t
<G D> AEA A
ATus 2492 a7
SNSHHE] FHAlA
AR | SNSHRE] 84
=2 | sNsHu HAA
SNSHH9| oA
SNSAHE =0 &7+
o | SNSel 2 Helc Bl 34 223,
SL7VA
SNS CHE | oNsel alE Ex B 1AY A
w4 SNSe| ¢gAst 2EsHE =7 7101 8(2014),Zhou
A H]) 2 SNSe| 9=z o3t et al.(2010)
3 -4 SNSE&l FFAIE AR} g
SNSE] #AlS(o:F0tg) 2E
SNS9| el g W
s | ONSELAXE g T
SNSel et AF =
SNSe| AAA
o] #AFA ] ER
A7bE F84 | U] 3 FaEA & Davis(1989)
o] gdat AR %
| SNSol® ¥, KTO: W&yttt 47t
1
KTOAT]QQQ SNSel§ F, KTOE wdstttar 37
- SNSol§ ¥, KTOE €994 #a gltka 47 o101
KTOA tat  |SNSI8 ¥, KTOA dhaf £2 ofnlx 24 4 o
o] v T | SNSo| & T KTO7} 2 Al 7]olgl= olu|x] zHA H.
SNSol-§& & KTO7F #9 g 71#elete ojv A Z2HA .
SNSell AN E S4FA ERIAA s AS A
SNSell A2 AR ERIA olopr] & A
Jo) % = ol A7 21(2012)
A SNSEl AAE 2 AR AeD] 308 A e
SNS9| gzl o] Zgo] digk oA AAE A

3¢l SmartPLS(Smart Partial



]o

Least Square) 3.0& AF&3lo] A2EHS AAAY. PLSE 29 A7|9 W4 4
Zhake] Ao gk Aekxzol gla, FAZFER FAME 9 A
of AlgHE EAxFo|th(Fornell and Cha, 1994). ¥ AF-oA A Ag 71AHS 74
Ad 7He] JApAAE HAFSvh= FHoA PLSAZEA o] Agtstrtal dashaith

43 SAHAEYY XA FH

2 AT AHEE SAH I convergent validity)¥} ZHElS
A (Disciminant validity)S 7A53F7] 98] PLSe <213 2 21#4 (confirmatory factor
analysis)& AAI8H31aL, PLS A2 o] A A dibs o <& 2> o] 4
bttt T A A o2 A %E‘?ﬂ B2E F471d9 Chronbach’ a & 72X 0.6 oo
2 AFPE drsty 9a, BEdAEEE BE Jide] 7IEXQl 0.7 oo e

il
g R 71EAQ) 0501w U

o
N
ol
o
ot
oX,
[O PN

AFEEAL 54 TAAYE S4aE FB50] @ wFow B WSS B
fate RS maku (WA, 2010), AVE, 2918415 AAZEd o8 =4t
<HE 259 <E 4> Uehd ulsh go] 24 FHEe] AVES 298 Age]l BF FE
A9 05 ooz U] weh mE ZHFEF %

B
E o} (Gefen et al, 2003). <3E 3>o vtebd ule} 2o zhx

QA e T = g
Ares F84'8 'FH'oz2 1 ’%%74]51:(0758)9] A 7H0575) B F8AF 74
o] 7} AVE #tol BF = yeh} B o] ddeld o] e Aoz Yelytt.
<FE 2> PLS ZHARE9 AA A FT=(Overall model fit)
AVE | ¢ 418]= | R® | Chronbach o | F%4 | T5A
Information Quality | 0.808 0.944 0.921 0.808
Service Quality 0.647 0.845 0.725 0.647
KTO_Trust 0.774 0.932 0.459 0.902 0.774 0.348
KTO_Image 0.784 0.916 0.522 0.862 0.784 0.406
Usefulness 0.714 0.882 0.529 0.800 0.714 0.375
WOM 0.734 0.917 0.412 0.879 0.734 0.300
<E 3> Wg 7 AAAA B A



Information | Service KTO KTO
. . Usefulness | WOM
Quality Quality Trust | Image
Information Quality 1
Service Quality 0.511 1
KTO_Trust 0.548 0.598 1
KTO_Image 0.491 0.658 0.536 1
Usefulness 0.373 0.727 0.537 0.641 1
WOM 0.244 0.736 0.560 | 0.564 0.758 1

E 4> PLS 3R (34 a2 A4 Az, mAel 44k

Info_Q KTO_I KTO_T Service_Q | Usefulness | WOM
Info_Q1 0.912 0.445 0.512 0.473 0.341 0.248
Info_Q2 0.903 0.421 0.52 0.441 0.3 0.213
Info_Q3 0.885 0.423 0.475 0.454 0.36 0.213
Info_Q4 0.895 0.476 0.464 0.466 0.34 0.2
KTO_I1 0.471 0.902 0.505 0.587 0.57 0.51
KTO_I2 0.273 0.874 0.434 0.594 0.598 0.498
KTO_I3 0.525 0.880 0.484 0.568 0.534 0.49
KTO_T1 0.512 0.443 0.887 0.528 0.416 0.485
KTO_T2 0.484 0.451 0.901 0.519 0.412 0.452
KTO_T3 0.466 0.466 0.900 0.513 0.482 0.492
KTO_T4 0.466 0.518 0.83 0.539 0.568 0.533
Service_Q1 0.486 0.604 0.555 0.878 0.61 0.682
Service_Q2 0.361 0.539 0.481 0.823 0.675 0.685
Service_Q3 0.456 0.431 0.393 0.702 0.447 0.362
Usefulness1 0.29 0.541 0.331 0.614 0.821 0.621
Usefulness?2 0.336 0.575 0.536 0.634 0.877 0.689
Usefulness3 0.317 0.508 0.484 0.597 0.837 0.608
WOM1 0.224 0.479 0.526 0.58 0.585 0.855
WOM?2 0.186 0.493 0.439 0.656 0.698 0.859
WOMS3 0.241 0.521 0.486 0.642 0.658 0.886
WOM4 0.18 0.437 0.464 0.65 0.661 0.826

ZFa1: Info_Q= Information Quality, KTO_I= KTO Image, KTO_T= KTO Trust,
Service_Q= Service Quality, WOM= Word of Mouth
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12t 8ol go s vl ZFHHL: $=0.002, t=0.072)% A2}, 7+
A20SNSAH M AFA L AZbe F8Ado Ao e v Aelth= A g E A v(H2:
B=0.726, t=26.702, p<0.01). o]&1& A= KTO9 SNSAHEAEo] =7]+= F3HA, v
A, AE G e SNSHH AFEH o] A Zd 84 TAAR] dFS MR AR SNSH
wel Aggdely HAld T8 ARFZS AA4E F&Ad dFE MAA FES B
=t 5o ® SNSEFA A KTO9 4% 9 ojwx9 #AE A
BEAN} AR aEd B KTOS AF 3 oju Ao SAHCR #
S v AE Ao el 711, 7HE1-2, 7HE2-l, TRE2-2 BF
B=0.328, t=7.834, p<0.01; H1-2: B=0.209, t=3.186, p<0.01; H2-1: B=0.273, t=3.754,
p<0.01; H2-2: B=0.302, t=4.476, p<0.01). A, Azt¥ F&43 KTO 2= % o]
A e #AE AT A, AdE 84S KTO tigh 2l eh ofn| Ao m5F 7}
7t A GFe A= AR yEhy Jhd 39 7 4 BEF AP ATHHS: B
=0.216, t=3.386, p<0.01; H4: B=0.344, t=6.636, p<0.01). ©]= SNS7} #3FA gl Z=&

of ¥ F&etrial A3 AFEAES AubHow KTOO tid =& 544 ol
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N

e zte RAow AE £ Q. Bo= KTOd tish Az 2@ ojnx¢} FAe
AL A58 A3, KTO thdt A% 9 ojujx] m5F Lo Foud A (+)o]
S = Ao vy b 59 M6 BF A Y EHATHS: B=0.361, t=8.750,

p<0.01; H6: B=0.371, t=6.405, p<0.01). o] A= SNSAHEA7F KTO® disf 2t
= AEg 2 olvA= KTOS SNS AEE ERRlAA F3 stz sh= o= o

A gL MATE A& wolE

© KTO_Trust
R2=0.459

.328(7.834%+%)
.361(8.750**%)

Information
Quality

... 002(072)

. .216(3.386%%%)
.209(3.186%**)
Empath: Usefulness
.878(66.318%+%) R2-0529

273(3.754**%)

Service Quality

823(43.991%%) 30244767

.344(6.636™*%)

Responsivenes:
R?=0.642 726(26.702***)

JO2@1.1137%)

Reliability 371(6.40544%)
R2=0.731

KTO_Image
R2=0.522

<Y 2> AFEA A
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AT AE KTO2 SNSAEAE oz SNSEFH 543 SNSS AFshe
713, & KTOel uig 2z 9 ojuzo Ao dla] Lol sk A9 2
g FTeetd vhgd 2

KTO® SNS#4d & SNSAHH|~EHo] A ztd &40 Fodt dFs vA= 3
o2 Yyehyged, ol SNSAHAFAS FASE A, w4, A 81l
AHEAEZE A 7EeE KTO9 SNSHEA ] 43S vAE 58 ddoz #83s o F
ATh FE3F SNSAHH|~FAe FAHQQ F Tl AuaFdel 71 & JF¢Y S
H A= Ao yEld 9 SNSo AlAEE Hel= 7] 2 el q34Y 2B
T ol gAY FHA o &8s FHY F UEF AA FAEFS Avst 284
Aag =2dof & Aolt} A9k SNSEZH T SNSHEFHL2 A7t F84 9
Fg AR G AR UeEEd, ol AMEAREC] AFH Fre] A HA
4 S BREFA &40 oa SNS7F f&vhal Wrketr] Bk SNSHHE | o 3
APEAZE debuh Fibel, B AR g SA4HQ ey AR RS s
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AAG, “SmartPLSo] 4 42 FxWAARA” A3 2013, pp. 114.

AV, Aws), el WF FRARELD] FAER vAE 9T, sEH G
A, Al 1949, A43, 2010, pp.59-79.

A=E, gL, “TE7)|99 SNS(Social Networking Service)& 2z o] w3t 2] -uj
oo mX = g, wFEAT, A27H, A3E, 2012, pp. 59-76.
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