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This study was designed to investigate the influence of dimensions of social media 

quality (system, information, and service) on user satisfaction. Moreover, this study 

compared the cross-cultural results of these dimensions using data collected from 220 

Chinese and 201 Thai social media users. Partial least squares regression was used to 

analyze the data. The analysis indicated that system, information, and service quality all 

were related positively to user satisfaction with social media both in Thai and Chinese 

people. This study provides implications for ways for social media developers to 

enhance the quality dimensions of social media both in China and Thailand. 
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CHAPTER 1  

 

INTRODUCTION 

1.1 The Background of the Research 

In this highly technological and globalized era, the platform for human 

communication has shifted to the virtual world Sumathy and Vipin.K.P (2016), in 

which people find and share information and their daily experiences with others 

online, which has promoted the emergence of social media. Social media are defined 

as forms of electronic communication (as websites for social networking and micro 

blogging) through which users create online communities to share information and 

other content, such as videos (Rauniar, Rawski, Johnson, & Yang, 2013). Social 

media make it possible for everyone to generate content and interact with others 

socially (Moorhead et al., 2013). Over the past decade, social media sites, including 

Facebook, Twitter, and Weibo, have transformed modes of social interaction by 

creating new communication platforms, and many people try to integrate the 

information from social media sites to help them make decisions. Power and Phillips-

Wren (2011) suggested that social media’s influence on personal and managerial 

decision making can be extensive. Social media have become tools that influence 

consumers awareness, information acquisition, opinions, attitudes and behavior 

(Mangold & Faulds, 2009). For example, social media can alter consumer purchasing 

behavior by providing good or bad evaluations other consumers share. Today, 

different social medias use different ways to help people meet their varied needs. 

Although they are differ, these forms of social media all employ web-based 

technologies to create highly interactive platforms via which users can share, co-

create, discuss and modify user-generated content (Kietzmann, Hermkens, McCarthy, 

& Silvestre, 2011). 

In recent years, social media have enjoyed a huge surge of popularity. Data 

from the Digital in 2017 Global Overview of the “We Are Social” website indicated 



 2 

that there were 3.77 billion Internet users in 2017, 2.8 billion of whom used social 

media (We are social, 2017). According to the report, more than one-third of the 

world’s population-approximately 2.8 billion people—use social media at least once a 

month. Moreover, approximately 18 new users join every second, which indicates that 

when you finish reading this sentence, more than 100 new users will have begun to 

use social media. Most people already use the largest social media platforms, such as 

Facebook, Twitter, Instagram and YouTube, but there are many more social media 

than these, and people use various kinds of social media to connect with others for 

different reasons. Following this trend, the numbers of social media users in Thailand 

and China have grown considerably each year. In Thailand in particular, there are 

more social media users than the global average. Social media use in Thailand has 

grown 21% since 2016(We are social, 2017). 68.22 million Thai people use social 

media, 46 million of whom are active users. In China, because of the government’s 

Great Firewall, the top social media like Facebook or Twitter are blocked, but China 

has WeChat, QQ, Qzone, and Weibo, which are in the top ten social networks ranked 

by the numbers of active users (We are social, 2017). China has a population of 1.38 

billion and 596 million used social media in 2017. Social media users have increased 

21% annually, and China posted 134 million new social media users during the past 

12 months(We are social, 2017). 

According to the data available, Thailand has a higher rate of social media use 

in the population, although it does not have a population as large as China. Hofstede 

(1980) influential framework demonstrated that people from different cultures are 

motivated by different values that lead to different attitudes and behaviors. In the past, 

China and Thailand had a shared value system in the cultural tradition of 

Confucianism, which has been most influential in shaping individual attitudes and 

behaviors in East Asian counties (Park & Cho, 1995). However, in the process of 

globalization, Western culture has begun to influence East Asian culture increasingly, 

especially in Thailand, so there is a significant difference today in their acceptance of 

Confucian values, which has led to different attitudes and values. Although they are 

influenced by the Confucian value system, researchers have suggested that cross-

cultural variations may have appeared because of the different degrees of economic, 

social, and cultural transformation among these East Asian cultures 
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(Watchravesringkan, 2008). Hence, it can be speculated that Thai people and Chinese 

people may have different attitudes about the same social media. Meanwhile, strong 

positive associations have been found between user satisfaction and users’ attitudes 

(Baumann, Burton, Elliott, & Kehr, 2007). Therefore, it is possible that people in 

these two countries differ in their satisfaction with the same social media. 

Social media success should be investigated because of its wide popularity. At 

present, researchers simply have described the social media phenomenon, but have 

not focused on their use on the part of the end users (Rauniar et al., 2013). Ou, 

Davison, and Huang (2016) also have suggested that social media research should 

focus on its specific functions. Thus, there is a need to study social media based on 

their characteristics and users’ choice behavior, as use is related to user satisfaction 

(Doll & Torkzadeh, 1991).Therefore, assessing social media end users’ satisfaction 

can help determine who is using the sites, why, and for what purposes they use them 

(boyd & Ellison, 2007).  

Many previous studies have investigated the factors that influence the success 

of information systems (IS), especially William H DeLone and McLean (1992) IS 

success model. Since they proposed this model, many researchers have applied it to 

different IS, such as student IS (Rai, Lang, & Welker, 2002),tourism companies’ 

websites (Stockdale & Borovicka, 2006),and online retail sites (Brown & Jayakody, 

2008), all of which are web-based IS. Social media also can be seen as web-based 

social media sites, so it is possible that the IS success model can be applied to them, 

although some dimensions of the model need to be adapted to the special system of 

social media. In this research, only system, information, and service quality were 

adopted to explain the social media system. Hong, Tam, and Yim (2002) stated that 

the fundamental factors necessary to ensure user satisfaction are superior IS design 

and marketing services.  H.-F. Lin (2007) also indicated that that user satisfaction can 

be increased by providing convenience, a well-designed user interface, customized 

information, and prompt service. The characteristics above are simple measures of IS 

quality. Therefore, we can assess users’ satisfaction with the quality dimensions of 

social media within the framework of the IS success model.  
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1.2 Research question 

As can be seen from the previous data, the number of social media users in 

Thailand and China has grown remarkably. C.-W. D. Chen and Cheng (2009) have 

proved that high levels of use are associated positively with high levels of user 

satisfaction. Thus, there is high user satisfaction in both countries. However, does this 

mean both Chinese and Thai users are satisfied with the same dimensions of social 

media quality? Bang, Raymond, Taylor, and Moon (2005) have argued that different 

cultures tend to value different dimensions of quality. Therefore, it is essential to 

identify which quality dimensions of social media are associated with user 

satisfaction. 

 

1.3 Research objective 

The objective of this study was to determine whether the three aspects of 

social media quality, system, information, and service quality, are associated with 

user satisfaction. Accordingly, the research adopted William H DeLone and McLean 

(1992)  framework of IS quality dimensions. This framework was selected because it 

is an existing measurement model that has been applied widely since its publication in 

1992 (William H. DeLone & McLean, 2004). This model was proposed first for IS, 

and thus, only a few papers have used the model or some of its contents in research on 

social media (Emamjome, Rabaa’i, Gable, & Bandara, 2013; Rauniar et al., 2013). 

Moreover, no study was found that compared this topic in China and Thailand. Thus, 

another goal of this study was to explore whether the relation between each aspect of 

IS quality and user satisfaction is the same between China and Thailand. 

 

1.4 Research Contribution 

This research provides several contributions. First, this paper applies William 

H. DeLone and McLean (2003) model to social media research rather than previous 

IS research. Second, this research analyzed moderating effects to compare the results 

between China and Thailand to add more evidence to the existing literature about 
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people’s attitudes about social media quality dimensions in the two countries. In 

addition, this research also offers suggestions for social media developers to adjust the 

emphasis of their strategies to attract more users in both countries. 

 

1.5 Organization for the paper 

The paper is organized as follows: first, the concept of social media quality 

dimensions and the way they influence user satisfaction is explained. Then, China and 

Thailand are compared. Next, the research model is proposed and the data are 

analyzed with a quantitative method. The results are presented, followed by a 

discussion and conclusions. 

 



CHAPTER 2  

 

LITERATURE REVIEW 

2.1 Social Media 

Social media are defined as computer-mediated technologies that facilitate the 

creation and sharing of information, ideas, career interests, and other forms of 

expression via virtual communities and networks (Noori, 2017). The rise of social 

media has changed the way that people communicate, and also has changed their lives 

(Kimanuka, 2015). Ou et al. (2016) attributed the surge in social media’s popularity to 

their latent capacity to enable users to share information and ideas in ways previously 

impossible. Today, each of the many popular social media has its own functions and 

particular uses, and these platforms have more than one billion registered users. It has 

been reported that more than 60% of young people have at least one profile on social 

media and many spend more than two hours daily on social networking sites 

(Hajirnis, 2015).For example, teens now spend nearly nine hours daily on social 

platforms, and the majority of that time is spent on mobile devices (Asano, 

2017).Various sources of evidence have showed that social media have become 

significant elements of people’s daily lives (H. Lin, Fan, & Chau, 2014), and Nielsen 

(2015) reported that Internet users now spend more time on social media sites than 

any other type of site.  

 

2.2 User Satisfaction and DeLone and McLean Model 

User satisfaction is the most significant factor that affects users’ intention to 

continue use in the related model of expectation confirmation theory (Bhattacherjee, 

2001). William H. DeLone and McLean (2003) also believed that the user’s 

satisfaction level drives use of a system, and thus, increased user satisfaction leads to 

increased use. The continuous use of social media indicates that users are more and 
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more satisfied with social media today. Previous studies have investigated the 

functions of social media, but their quality dimensions also need to be considered to 

determine whether there is any association between quality dimensions and user 

satisfaction. Therefore, we need to know first what constitutes user satisfaction. 

User satisfaction has been defined as a user’s overall affective and cognitive 

evaluation of the pleasurable consumption-related needs fulfillment experienced with 

an IS (Hsieh, Rai, Petter, & Zhang, 2012). Users’ satisfaction with IS also is defined 

as the affective attitude about a specific computer application by someone who 

interacts with it directly (Doll & Torkzadeh, 1988). If users are dissatisfied with one 

social medium, they can switch easily to a competing social commerce company to 

satisfy their needs (Beyari & Abareshi, 2018). Hence, user satisfaction is very 

important and it is necessary to revisit related theory about user satisfaction in the 

context of social media. 

User satisfaction is among the measures of IS success used most frequently 

(Mudzana & Maharaj, 2017). The original IS success model Delone and Mclean 

proposed in 1993 included system and information quality, use, user satisfaction, and 

individual and organizational effects. These six variables serve not as independent 

success measures, but as interdependent variables used to measure IS success (Petter, 

DeLone, & McLean, 2013). Therafter, many other researchers began to study 

different IS systems based on this model. Pitt, Watson, and Kavan (1995) found that 

people focus more on products rather than the function of the IS services when they 

evaluate their effectiveness, and people will mismeasure IS effectiveness without 

measuring IS service quality, so there is a need to measure service quality as an 

element of IS success In 2003, DeLone and McLean updated the model to include 

another six variables, system, information, and service quality, use, user satisfaction, 

and net benefit. One paper identified the temporal and causal interdependencies 

between these six dimensions and found that information, service, and system quality 

should be measured or controlled because they affect subsequent use and user 

satisfaction if used separately or together. Use and user satisfaction are related closely 

in the model proposed, and net benefits are the result of use and user satisfaction (Ou 

et al., 2016). 
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The model has been so successful that many researchers have cited it in 

different studies to explain the success of different IS and social media, even though 

some of these are not IS; however, we can understand the success of social media 

through the success of social media sites, which are IS. There remains one measure 

with which to compute user satisfaction that Doll and Torkzadeh developed to 

measure the specific software and IS applications, including web-based IS (Rauniar et 

al., 2013). Petter and Fruhling (2011) and Ou et al. (2016) both argued that the model 

of IS success can be applied to the social networking context. Therefore, in this paper, 

we applied this model to social media and chose the three quality dimensions of social 

media to explain their influence on user satisfaction based on prior research. 

 

2.3 Research Model 

Based on the D&M model and the related literature, there are three primary 

variables that include sub-dimensions that influence users’ satisfaction with social 

media, which are described in detail below. The research model used in this paper is 

shown in Figure 2.1. 

 

Figure 2.1 Research model-adapted from William H. DeLone and McLean (2003) 
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2.3.1 System Quality 

System quality measures the way social media systems process information 

and can be measured by the degree of user friendliness that users perceive while using 

social  media(H.-F. Lin, 2007). System quality focuses primarily on the technical 

aspects of an IS (William H. DeLone & McLean, 2003). For social media systems, 

system quality also is the primary metric used to study IS. Many researchers have 

developed multiple measures to assess system quality. Swanson used the reliability of 

the computer system, online response time, the ease of terminal use, and so forth 

(William H DeLone & McLean, 1992). System quality has been regarded as a 

functional measurement that includes reliability, responsiveness, and flexibility (C.-

W. D. Chen & Cheng, 2009). William H DeLone and McLean (1992) did not address 

the way in which each variable should be measured, but simply proposed certain sub-

dimensions that can be selected based on the purpose of the research. Examples of 

these measures are as follows: ease of use, system flexibility and reliability, ease of 

learning, as well as intuitiveness, sophistication, flexibility, and response time. These 

dimensions also are applicable equally to social media systems. In this study, the 

system quality of social media was considered to have three dimensions: reliability, 

ease of use, and responsiveness. Each dimension is defined as follows. Reliability 

refers to the dependability of IS operations (whether the IS acts efficiently at the 

proper time), and focuses largely on the technical aspects of an IS (Asano, 2017). An 

IS must be reliable, and a reliable system should have rapid error recovery and ensure 

correct operation (Liu & Arnett, 2000). For example, in WeChat, an experienced work 

team can guarantee system quality, and when there is a problem, the team can correct 

the system errors quickly and then provide explanations to users. Ease of use is the 

degree to which the social media system is user friendly. Anyone can learn to use 

WeChat easily because of its simple operation and clear instructions. Responsiveness 

refers to the presence of user feedback and the availability of responses from the site 

managers (Palmer, 2002). Users can join in the interactive multi-media-based 

environment to do what they want because of this feedback mechanism. WeChat now 

is developing into a large commercial transactions platform to meet users shopping 

needs by integrating online and offline channels, which also provides feedback to 
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users with a new application of WeChat Mall. As a result, WeChat has become the 

most popular social media in China today. 

Because millions of users transmit information, they have high requirements 

for social media system performance and to maintain their loyalty, a reliable system is 

required that ensures efficient action and quick error recovery (Ou et al., 2016). 

Hoxmeier and DiCesare (2000) argued that poor usability and lengthy system 

response time reduces satisfaction and causes people to stop using social media. 

When social media are easy to use, they help users conduct interactions more 

efficiently and increase their positive perceptions of social media’s system quality (H. 

Lin et al., 2014). Previous research that has used different models of service quality 

has supported a positive relation between system quality and user satisfaction. For 

example, Iivari (2005) tested Delone and McLean’s IS model, and proved that 

perceived system quality, as measured by flexibility, integration, response time, 

recoverability, convenience, and reliability, is a significant predictor of user 

satisfaction. Cauter, Verlet, Snoeck, and Crompvoets (2017) also tested the IS model, 

and found a positive association between system quality and user satisfaction when 

they measured system quality as ease of learning and use, performance, and security. 

Based on these results, we expected to find that system quality contributes positively 

to user satisfaction in the context of social media. Therefore, the following hypothesis 

was proposed: 

H1: The system quality of social media is associated positively with user 

satisfaction. 

 

2.3.2  Information Quality 

Information has been considered an important asset for a long time, and things 

that lack information have no value. Scholars have stressed the importance of 

information quality repeatedly in the relevant IS literature, especially when the 

customers are users and customer-purchase decisions are the objective (William H. 

DeLone & McLean, 2004). Information quality in social media is slightly different 

compared to that in traditional IS. As we all know, social media makes use of 

information technology so users can share content, and has extended knowledge 
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across organizational boundaries, so managers have no ability to influence the quality 

of the information obtained (Emamjome et al., 2013). In general, information quality 

has been defined as desirable characteristics of system outputs or the extent to which 

the information fulfils the consumer’s intended use (Cauter et al., 2017; Emamjome et 

al., 2013), and the extent to which it is important, helpful, meaningful, practicable and 

clear. 

Good information has many positive characteristics, including being up-to-

date, accurate, useful, and complete, all of which have been viewed as important 

determinants of perceived information quality (H.-F. Lin, 2007). Information quality 

also has many measurable dimensions. For example, Cauter et al. (2017) measured it 

according to completeness, sufficiency, and accuracy. The measures that are used 

most commonly are accuracy, currency, relevance, completeness, and 

comprehensibility (William H. DeLone & McLean, 2003). These dimensions also can 

apply to the social media systems. 

In this study, social media’s information quality was considered to have four 

dimensions: completeness, relevancy, timeliness, and accuracy. Completeness 

indicates that all appropriate data are collected and stored, such that no information is 

missing (Cauter et al., 2017). For example, Weibo, also referred to as Chinese 

Facebook, focuses on allowing people to share the information and content they 

create themselves with others. The information always refers to current, popular 

events, about which users can obtain complete information because of the many 

people who share what they know about an event. Relevancy refers to the extent to 

which information is applicable to the task in hand (Emamjome et al., 2013). Most 

often, people can search the information shared by others who have the same 

experiences that are related to their lives through Weibo, such as how to solve various 

computer problems. Timeliness is the extent to which information is sufficiently up-

to-date for the task in hand. People always can obtain timely information from 

knowledgeable people who tweet through Weibo. Accuracy indicates that correct, 

reliable data are recorded, and users can be assured that there are no errors either in 

the data or in the IS’s output (Cauter et al., 2017). Although there may be inaccurate 

news sometimes, most often people can obtain accurate information because of the 

online surveillance of the Internet police. 
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Because different social media form a social network, users can continue to 

obtain the information that is important to them. Ou et al. (2016) suggests that social 

media satisfy people’s needs for information. The more accurate, up-to-date, and 

useful the information presented through social media, the more people will engage in 

the social network, and the more they will be satisfied with their experiences. Various 

studies have found a significant positive relation between information quality and user 

satisfaction at the individual unit of analysis (Mudzana & Maharaj, 2017). Cauter et 

al. (2017) used completeness, sufficiency, and accuracy to measure information 

quality and found positive associations between information quality and user 

satisfaction. In a tourism setting, Kim, Lee, Shin, and Yang (2017) measured the 

information quality dimensions of value-added, relevancy, timeliness and 

completeness, they identified these quality factors were positively related to consumer 

satisfaction. Based on these results, we can expect to see a positive contribution of 

information quality to user satisfaction in the context of social media. Therefore, the 

following hypothesis was proposed: 

H2: Social media’s information quality is associated positively with user 

satisfaction. 

 

2.3.3  Service Quality 

Service quality is users’ perceptions of the quality related to user service and 

support, i.e., the extent to which administrators or user service staff provide support 

when they promise to do so, their willingness to help, their ability to answer 

questions, and their understanding of users’ specific needs (Ou et al., 2016). There is 

no debate that support users receive is very important while they are using a social 

media system, whether it is provided through help desks, hotlines, service centers, or 

the like (William H. DeLone & McLean, 2004). Service quality has become 

increasingly important with the popularity of social media, and without good service, 

users will receive poor support (Ou et al., 2016), which will translate to lost customers 

and sales (William H. DeLone & McLean, 2004) . Social media rely more on the 

information that users generate and exchange, such that user support is not as 

important as in other enterprise-wide IS (Ou et al., 2016); nonetheless, social media 
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providers that offer better service quality will be more competitive than are others. 

Service quality can be measured through users’ needs, such as responsiveness and 

technical level. William H. DeLone and McLean (2003) has suggested tangibility, 

reliability, responsiveness, assurance, and empathy can be used to measure service 

quality, and these dimensions also apply to social media systems. 

In this study, social media’s service quality was viewed to include two 

dimensions: reliability and responsiveness, each of which is defined as follows. 

Reliability is the ability to perform the promised service dependably and accurately 

(Jiang, Klein, & Crampton, 2000).For example, WeChat has a special customer 

service department with professionals who can provide service at the time promised. 

Responsiveness is the willingness to help users solve problems they have with the 

system and provide prompt service for users when it is needed (Jiang et al., 2000). 

The service department provides answers to questions asked frequently anytime that 

users require or provides a phone number and email address to help users timely. 

Researchers have indicated that service quality can be evaluated based on the 

assessment of whether the actual service provided meets user needs (Kettinger & Lee, 

1994). D.Johnson and Fornell (1991) found that user satisfaction depends largely on 

fundamental needs and actual experiences. Users feel dissatisfied if they perceive that 

social media providers ignore them when they need user service (Ou et al., 2016). 

Previous research that has used different models of service quality has supported a 

positive relation between service quality and user satisfaction. For example, Liu and 

Arnett (2000) empirical study identified the function of service quality in user 

satisfaction, and used quick responsiveness, assurance, empathy, and follow-up 

service to measure the variability in service quality. In addition, C.-W. D. Chen and 

Cheng (2009) measured tangibility, reliability, responsiveness, assurance, and 

empathy, these can bring great usage from users. Based on these results, we can 

expect to see that service quality contributes positively to user satisfaction in the 

context of social media. Therefore, the following hypothesis was proposed: 

H3: Social media’s service quality is associated positively with user satisfaction. 
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2.4  The moderating role of culture---Hofstede’s Cultural Dimensions 

Research has proposed that the cultural environment has a significant effect on 

people’s beliefs, values, and attitudes (T.Gregory, G.Harris, A.Armenakis, & 

L.Shook, 2009). Thus, people in various nations will have different beliefs or values 

that the nation’s culture shapes (Lok & Crawford, 2004). Therefore, in this paper, we 

wished not only to study the way the social media quality dimensions introduced 

above influence user satisfaction, but also to conduct a cross-cultural comparison 

between Thai and Chinese users to determine whether these two countries yield 

different results. 

Culture is a general pattern of behavior based on the values and beliefs that 

develop over time in a given society (Matijević, Raguž, & Filipovıć, 2015). 

Moreover, culture tends to be relatively enduring and fundamental (Matijević et al., 

2015). Many scholars in management research agree that the definition of culture is 

shared motives, values, beliefs, identities, and interpretations or meanings of 

significant events that result from members’ common experiences that are transmitted 

over generations (Markus & Kitayama, 1991). In the latter half of the 20th century, 

research on culture focused to a great degree on the cultural differences among 

different countries (Hofstede, 1980). A nation’s culture is the values most people in 

the society hold at a particular time, not that of all the people all the time (Tse, Lee, 

Vertinsky, & Wehrung, 1988). The definition of national culture can be found in 

Hofstede’s Cultural Dimensions framework, in which national culture is the collective 

cognitive programming that distinguishes the members of one group or category of 

people from another (Hofstede, 1993). Further, the norms and beliefs of a nation’s 

culture are powerful forces that shape people’s perceptions, dispositions, and 

behaviors (Markus & Kitayama, 1991). Thus, it is believed that national culture is a 

major environmental factor that can affect choices, including purchase behavior 

(Steenkamp, 2001). Some studies have investigated the way individuals choose to use 

social media and examined the effects of culture on webpage design (Lo, Waters, & 

Christensen, 2017) or the effects of organizational culture that support social media 

use (Vardeman-Winter & Place, 2015); however, these largely have addressed one 
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nation alone. To date, few studies have focus on social media use in different cultures, 

which motivated us to conduct a cross-cultural investigation. 

Many people have developed cultural frameworks, for example, Hofstede’s 

six cultural dimensions(Hofstede, 2011),Schwartz’s value theory(Schwartz, 1992, 

1994), Dr.David Victor’s LESCANT model(Victor, 1992), and Inglehart's theory of 

value change (Inglehart, 1990), among others. Among all of these cultural 

frameworks, Hofstede’s six-dimensional measure of culture has been the 

overwhelmingly dominant metric (Yoo, Donthu, & Lenartowicz, 2011) that can be 

used widely in different fields of research to improve our understanding of 

culture(Chan & Cheung, 2012), and contains the major conceptualizations of culture 

that have been developed within the past several decades (Yoo et al., 2011). 

Therefore, we applied Hofstede’s theory in this study. 

Hofstede was the management trainer at IBM International and he conducted a 

survey from 1967 to 1973 about employees’ cultural values and collected over 

100,000 questionnaires from subsidiaries of IBM in 72 countries, which made the 

study one of the largest cross-cultural surveys. His findings were published in the 

book Culture’s Consequences to help people understand cultural differences. In 1980, 

Hofstede developed four dimensions of national culture, which included 

Individualism/Collectivism (IDV), the Power Distance Index (PDI), 

Masculinity/Femininity Index (MAS), and Uncertainty Avoidance Index (UAI). 

Thereafter, the Chinese Culture Connection team (1987) identified another cultural 

dimension, Confucian dynamism. However, this dimension is not correlated with any 

of the other four dimensions, so Hofstede added it as the fifth cultural dimension and 

referred to it as long-term orientation/short-term orientation (LTO: Hofstede & Bond, 

1988). These five cultural value dimensions can be used to measure intercultural 

value differences (Reimann, Lünemann, & Chase, 2008). The dimensions are 

described below: 

 

2.4.1 Individualism and Collectivism(IDV) 

The IDV dimension refers to the degree that people desire to be integrated into 

primary groups (Hofstede, 2011). Individualism is defined as people looking after 

themselves and their immediate family alone (Hofstede, Hofstede, & Minkov, 2010a). 
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In individualism, people seek and protect their own interests over the common goals 

of the society and their roles in society (Dartey-Baah, 2013); they concentrate more 

on themselves or independence and seek the authority to make their own decisions 

(Dartey-Baah, 2013). Collectivism is defined as people belonging to groups and 

looking after each other to exchange loyalty (Hofstede et al., 2010a). In collectivism, 

people do not need variety and diversity in society, but conformity and uniformity 

instead (Dartey-Baah, 2013), and they concentrate more on people’s interdependence 

(Chan & Cheung, 2012); further, they tend to make group decisions (Dartey-Baah, 

2013). In the IDV dimension, a high score indicates that individual rights and 

individuality are important to the society, while a low score indicates a more 

collectivist culture with close ties among individuals(Foster, 2015). 

 

2.4.2 Power Distance(PDI) 

The PDI dimension is defined as the extent to which less powerful members of 

a society or an organization accept and expect that power is distributed unequally 

(Hofstede, 2001). In a high PD society, people in the social hierarchy all have their 

fixed place, and power is vested in a few people at the very top, while the majority of 

people are at the bottom and simply receive the commands and decisions from above 

(Dartey-Baah, 2013). In contrast, in a low PD society, people have more control over 

their lives(Chan & Cheung, 2012). They do not need to accept the commands or 

decisions from the top, but can make their own decisions (Dartey-Baah, 2013), such 

that the power is distributed roughly equally among people in these societies (R. J. 

House, Hanges, Javidan, Dorfman, & Gupta, 2004; R. House, Javidan, Hanges, & 

Dorfman, 2002). In the PDI dimension, a high score suggests that power and wealth 

are distributed unequally and the status quo is institutionalized to help the powerful, 

while a low score suggests that there is no emphasis on hierarchy and people in such 

cultures have more equal power and wealth (Foster, 2015). 

 

2.4.3 Masculinity and Femininity(MAS) 

The MAS dimension is defined as the degree to which emotional roles are 

distributed between the genders (Hofstede, 2001). The dominant values in a 

masculine society are power, competitiveness, assertiveness, materialism, ambition, 
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achievement, and success, while the dominant values in a feminine society are caring 

for others, and the quality of life and relationships (Hur, Kang, & Kim, 2015; Mooij 

& Hofstede, 2015). A high score on the MAS dimension indicates a masculine culture 

in which men and women are treated differently, and people are ego-oriented 

(Hofstede, 2001). In contrast, a low score indicates a feminine culture in which men 

and women tend to be modest, caring, and concerned with the quality of life (Viberg 

& Grönlund, 2013). Today, most countries are characterized by a masculine culture 

(Hofstede, 1980). In a masculine society, women do more housework than do men 

and are expected to be gentle and caring, while men focus more on material success 

(Rodrigues & Blumberg, 2000). In a feminine society, women can have the same 

values as men, and can be both nurturing and competitive, such that there is no 

difference between the genders when they hold the same position (Zhao, 2017). 

Generally, however, societies with a feminine culture are not as competitive as are 

those with a masculine culture (Dartey-Baah, 2013). 

 

2.4.4 Uncertainty Avoidance(UAI) 

The UAI dimension is defined as the degree to which people feel comfortable 

or uncomfortable in unstructured situations, which can be described as those that are 

uncertain or ambiguous, such that a situation differs from the normal (Hofstede, 

2001). In societies with high UA, people cannot tolerate unstructured situations, and 

do not like change and uncertainty (Chan & Cheung, 2012).Accordingly, people in 

these societies want to avoid risk (Dartey-Baah, 2013), and are willing to follow the 

current social system. These societies always are hierarchical and regulated heavily 

(Chan & Cheung, 2012). In contrast, people in societies with low UA are not bothered 

overly by uncertainty or ambiguity (Hofstede, 2001), and are more willing to accept 

unknown changes and risks, and wish to enjoy the informality of life (Dartey-Baah, 

2013). Therefore, people in these societies feel they have more control of their lives, 

authorities, and even the world (Hofstede, 1984). 

 

2.4.5 Long-term Orientation and Short-term Orientation(LTO) 

LTO is defined as the extent to which a society exhibits a pragmatic, future-

oriented perspective rather than a conventional historic or short-term perspective 
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(Hofstede, 1991). A high LTO score suggests the country tends to be oriented more to 

the future (Buriyameathagul, 2013). People in these societies are willing to accept 

delayed gratification of material and social needs, and believe it is better to focus on 

achieving future goals to obtain current or future outcomes (Ganesan, 1994). In their 

opinion, the values of persistence, thrift, and loyalty are very important (Beugelsdijk, 

Maseland, & Hoorn, 2015; Dwyer, Mesak, & Hsu, 2005). In contrast, a low score 

suggests the country has a short-term orientation, and people in these societies depend 

on rapid outcomes (Buriyameathagul, 2013).They also respect traditions and social 

obligations to a greater extent (Hofstede, 2011),and the values of personal steadiness 

and stability are more important to them(Hofstede, 2011). 

 

2.5 Index scores of the five cultural dimensions 

The index scores of the cultural dimensions differ in different countries; 

therefore, it was necessary to conduct a comparison between the two countries studied 

here. Table 2.1 shows the comparison of the index scores between China and 

Thailand. One aspect is similar, while the others differ. However, the differences will 

be used to explain why the perceptions of IS quality affect Chinese and Thai user 

satisfaction differently.       

 

Table 2.1 Hofstede’s cultural dimensions and the index scores between China and 

Thailand 

Country Individualism  Power 

distance 

Masculinity Uncertainty  

avoidance 

Long-term  

orientation 

China 20 80 66 30 118 

Thailand 20 64 34 64 32 

(Source: Hofstede, 2011) 

 

Table 2.1 shows that the IDV index in China and Thailand were the same, 

which indicates that both China and Thailand are collectivist societies.  

China had an LTO index of 118 while Thailand’s index was 32, so China has a 

long-term orientation and Thailand a short-term orientation. An LTO culture 

emphasizes the importance of the future, perseverance, and building long-term 
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relationship (Hofstede, 1980). Good system quality in social media provides 

continuous efforts to ensure users can solve their problems (Liang, Ho, Li, & Turban, 

2011). People in cultures with a LTO perceive the continuous efforts to meet users’ 

needs with respect to brands by building strong, long-term relationships with them 

(Eisingerich & Rubera, 2010). Social media are a special type of online brand 

communities (Laroche, Habibi, Richard, & Sankaranarayanan, 2012). Therefore, 

people in cultures with a LTO can perceive social media with good system quality 

more easily than people in cultures with a STO. Social media with good system 

quality, such as reliability and ease of use, can satisfy users’ needs for social 

interactions, which can increase their positive perceptions of social media and user 

satisfaction (Liang et al., 2011; H. Lin et al., 2014). Therefore, people from LTO 

cultures are likely to be more satisfied with social media with good system quality. 

Thus, we hypothesized the following: 

H4: The relation between social media system quality and users’ satisfaction is 

more positive in the Chinese than in the Thai sample. 

 

In the PD index, China was 80 while Thailand was 64, so comparatively, 

China has a culture with a higher PD, while Thailand’s culture has a lower PD. In 

cultures with high PD, power is centralized among a few and hierarchically superior 

individuals usually make the decisions (Steinwachs, 1999). People in cultures with a 

high PD are expected to be told what to do and tend to accept and follow orders and 

decisions from superiors without question, so they do not have a strong motivation to 

access related and complete information (Calhoun, Teng, & Cheon, 2002; Hofstede, 

2014; Steinwachs, 1999). Conversely, people in low PD cultures tend to make their 

own decisions and form their own opinions (Veiga, Floyd, & Dechant, 2001). 

Because of this preference, people in low PD cultures tend to have high expectations 

to receive timely, relevant, complete, and accurate information from social media. 

Therefore, people in a culture with a lower PD, such as Thailand, are likely to be 

more satisfied with the high-quality information from social media. 

China had a UAI of 30, while Thailand’s was 64. Uncertainty exists as a 

cognitive state when details of any situation are ambiguous or unpredictable or when 
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information is unavailable or inconsistent (Vishwanath, 2003). Cultures high in UA 

values are more risk averse (Thompson & Chmura, 2015). Research has found that 

people in UA cultures tend to exhibit drastic behavioral changes when faced with 

limited information in an ambiguous decision-making context (I. Lee, Choi, Kim, & 

Hong, 2007).Because of risk-aversion and rationality, people from high UA countries 

gravitate to get more complete and accruable information (Vishwanath, 2003). 

Therefore, people from a higher UA country, such as Thailand, expect to obtain high-

quality information from social media and are inclined to feel satisfied with those that 

provide such information. Accordingly, we hypothesized the following: 

H5: The relation between social media information quality and users’ 

satisfaction is more positive in the Thai than in the Chinese sample.  

 

      China had a PDI of 80, and Thailand a PDI of 64, indicating that China is a 

higher PD country than is Thailand. Oh (1999) pointed out that user satisfaction can 

be influenced through perceptions of good service quality. Service quality perceptions 

result from a comparison of customers’ expectations with the actual service 

performance (Pikkemaat & Weiermair, 2001). Gilbert A. Churchill and Surprenant 

(1982) indicated that people are more satisfied when they perceive that service 

performance is better than expected. Thus, people with lower expectations are 

satisfied more easily than are those with high expectations. Dash (2009) argue that 

people in high PD cultures tend to respect service providers, and because they accept 

the inequalities of power, they are more likely to tolerate shortcomings in reliability 

and responsiveness compared to people in a low PD culture. As a result of their 

tolerance of inequalities in power, they are likely to have a low level of service quality 

expectations (Donthu & Yoo, 1998). Therefore, faced with the same service, people in 

higher PD cultures such as China tend to have lower expectations of social media’s 

service quality than do people in a culture with a low PD.  

In the LTO index, China had a LTO and Thailand a STO. People in cultures 

with a LTO do not pursue truth eagerly and exhibit a future-oriented perspective 

(Hofstede, 1991); they also are more tolerant. Donthu and Yoo (1998) pointed out that 

people in cultures with a LTO are likely to tolerate poor service delivery, and are 
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prepared to find excuses when they encounter relatively poor service to maintain a 

relationship with their service provider (Tsoukatos & Rand, 2007). In addition, 

research has shown that people in these cultures have lower service quality 

expectations than do people with a STO (Donthu & Yoo, 1998). Therefore, people in 

LTO cultures tend to have lower expectations of service quality than do those in 

cultures with a STO. Accordingly, we hypothesized the following: 

H6: The relation between social media service quality and users’ satisfaction is 

more positive in the Chinese than in the Thai sample. 

 



CHAPTER 3  

 

METHODOLOGY 

3.1 Sample and data collection 

In this study, we adopted published scales from IS research to measure the 

variables, all of which have been validated in previous research. Some minor wording 

changes were made to tailor the scales to the social media context. Harzing (2005) 

argued that research in more than one country usually involves respondents with 

different native languages, so people must translate a common language questionnaire 

into other languages. In this research, the questionnaire was developed first in 

English, and then was translated into Chinese and Thai. The participants were people 

who use social media in China and Thai. To obtain a diverse sample in China, a 

snowball sampling technique was used to collect data through the online platform, 

Questionnaire Star, in which people are asked to distribute questionnaires to their 

friends online. 237 questionnaires were collected and 17 were invalid, so there was a 

response rate of 92.8%. A convenience sampling technique was used to collect the 

Thai data. 210 questionnaires were handed out in one public university in Bangkok, 

and 201 valid questionnaires are collected with a response rate of 95.7%. 

72 respondents in the Chinese sample were males (32.7 percent) and 148 are 

females (67.3 percent). Their mean age was 26.64 years (SD=6.80). With respect to 

educational level, 45 respondents had less than a bachelor’s degree (20.5 percent), 

110 had a bachelor’s degree (50 percent), 56 had a master’s degree (25.5 percent), and 

9 had a doctoral degree (4.1 percent). With respect to occupation, 79 respondents 

were students (35.9 percent), 117 were employees (53.2 percent), 2 were business 

owners (0.9 percent), and 23 were self-employed or freelance (10.5 percent). With 

respect to the frequency with which they used social media, 207 respondents used 

social media daily (94.1 percent), 9 used them several days per week (4.1 percent), 2 

used social media several days per month (0.9 percent), 1 used social media more than 
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once a month (0.5), and 1 used them once a month (0.5). With respect to average daily 

use of social media, 17 respondents spent less than one hour (7.7 percent), 51 spent 1 

to 2 hours (23.2 percent), 45 spent 2 to 3 hours (20.5 percent), 32 spent 3 to 4 hours 

(14.5 percent), and 75 spent more than 4 hours (34.1 percent). The mean number of 

hours of average time spent on social media daily was 3.44 hours (SD=1.37). 

94 respondents in the Thai sample were males (46.8 percent) and 107 were 

females (53.2 percent). Their mean age was 29.17 years (SD=6.82). 7 respondents had 

less than a bachelor’s degree (3.5 percent), 71 had a bachelor’s degree (35.3 percent), 

121 had a master’s degree (60.2 percent), and 2 had a doctoral degree (1 percent). 78 

respondents were students (38.8 percent), 99 were employees (49.3 percent), 11 were 

business owners (5.5 percent), and 13 were self-employed or freelance (6.5 percent). 

192 respondents used social media daily (95.5 percent), 7 used them several days per 

week (3.5 percent), 2 used social media several days per month (1 percent), and none 

used social media more than once a month or once a month. 18 respondents spent less 

than one hour using social media (9.0 percent), 37 spent 1 to 2 hours (18.4 percent), 

44 spent 2 to 3 hours (21.9 percent), 30 spent 3 to 4 hours (14.9 percent), and 72 spent 

more than 4 hours (35.8 percent). The mean number of hours of average daily use of 

social media was 3.5 hours (SD=1.37). The respondents’ descriptive statistics are 

reported in Table 3.1. 

  



 24 

Table 3.1 Respondents’ demographic characteristics  

 China Thailand 

Age 

(in years) 

Mean:26.64 

Standard deviation:6.80 

Mean:29.17 

Standard deviation:6.82 

Gender Male:72(32.7 percent) 

Female: 148(67.3 percent) 

Male:94(46.8 percent) 

Female:107(53.2 percent) 

Educational  

level 

Below bachelor’s degree: 45 

(20.5 percent) 

Bachelor’s degree:110(50 percent) 

Master’s degree: 56(25.5 percent) 

Doctoral degree:9(4.1 percent) 

Below bachelor’s degree:7 

(3.5 percent) 

Bachelor’s degree:71(35.3 percent) 

Master’s degree:121(60.2 percent) 

Doctoral degree:2(1 percent) 

Job Student:79 (35.9 percent) 

Employee:117 (53.2 percent) 

Business owner:2(0.9 percent) 

Self-employed/Freelance:23 

(10.5percent) 

Student: 78(38.8percent) 

Employee:99(49.3 percent) 

Business owner:11(5.5 percent) 

Self-employed/Freelance:13 

(6.5 percent) 

Frequency 

to use social    

media 

Every day:207(94.1 percent) 

Several days a week: 9(4.1 percent) 

Several days a month:2 

(0.9 percent) 

Once a month:1(0.5 percent) 

More than once a month: 1 

(0.5 percent) 

Every day: 192(95.5 percent) 

Several days a week: 7(3.5 percent) 

Several days a month:2(1 percent) 

Once a month:0 

More than once a month:0 

Average 

daily using 

time of 

social 

media 

(in hours) 

Mean:3.44 

Standard deviation:1.37 

Less than 1 hour:17(7.7 percent) 

1-2 hours: 51(23.2 percent) 

2-3 hours: 45(20.5 percent) 

3-4 hours: 32(14.5 percent) 

More than 4 hours: 75(34.1 

percent) 

Mean:3.5 

Standard deviation:1.37 

Less than 1 hour:18(9 percent) 

1-2 hours: 37(18.4 percent) 

2-3 hours:44(21.9 percent) 

3-4 hours: 30(14.9 percent) 

More than 4 hours: 72(35.8 percent) 

 

 

3.2 Measures 

The questionnaire for this study consisted of two parts, the first of which 

collected respondents’ demographic information. Four items were used to assess the 

respondents’ profiles: age; gender; educational level; frequency of social media use, 

and the average time social media were used daily (in hours). 

The second part measured the independent variables of the study, system, 

information, and service quality, and the dependent variable, user satisfaction. This 
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study adapted the measures used in the IS success model literature, and some minor 

wording changes were made to tailor these measures to the social media system. 

User satisfaction was measured using a scale developed by C.-W. D. Chen and 

Cheng (2009), which includes four questions. 

System quality was measured using a scale developed by C.-W. D. Chen and 

Cheng (2009),and H.-F. Lin (2007), which is comprised of six questions that cover 

three aspects of system quality —reliability, ease of use, and responsiveness. 

Information quality was measured using a scale developed by Nelson, Todo, 

and Wixom (2005) and Y. W. Lee, Strong, Kahn, and Wang (2002).The scale 

includes eight questions that cover four aspects of information quality: completeness, 

relevancy, timeliness and also accuracy. 

Service quality was measured using a scale developed by Ou et al. (2016) and 

Gorla, M.Somers, and Wong (2010). The scale includes four questions that cover two 

aspects of service quality: reliability and responsiveness. 

These items are measured using a five-point Likert scale that ranges from 1 = 

strongly disagree to 5=strongly agree. All question items are presented in Table 3.2.  

 

3.3 Control variables 

The following control variables that can affect user satisfaction also were 

included in the data analysis: age; gender; educational level; occupation; frequency of 

social media use, and average daily time using social media. Age was measured in 

years. Gender was measured as a dummy variable (females=0; males=1). Educational 

level was measured on an ordinal scale (1=less than bachelor’s degree; 2=bachelor’s 

degree; 3= master’s degree; 4=doctoral degree). Occupation was measured as a 

dummy variable. Average time spent using social media daily was measured on an 

ordinal scale (1=less than 1 hour; 2=1 hour; 3=2 hours; 4=3 hours; 5=4 hours; 6=5 

hours; 7=more than 5 hours). Respondents’ nationality was measured as a dummy 

variable (Chinese=1; Thai=0). 
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3.4  Data analysis technique 

Partial least-squares(PLS) regression was used to analyze the data. PLS is a 

technique that integrates principal component analysis, path analysis, and a set of 

regressions to generate estimates of the standardized regression coefficients for the 

model’s paths and factor loadings for the measurement items (W. W. Chin & 

Newsted, 1999). The approach was chosen because PLS regression has advantages 

that make it more appropriate than other statistical estimation techniques for small 

size samples or data with non-normal distributions (Goodhue, Lewis, & Thompson, 

2012). The analysis was performed using Warp PLS v. 6.0. 
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Table 3.2 Measurement scale  

Construct Items 

System 

quality 

Social media performs reliably (.514). 

The operation of social media is dependable (.535). 

Social media is convenient to access (.720). 

Social media is user friendly (.727). 

Social media employees are never too busy to feedback users (.802). 

Social media provides quick feedback (.751). 

 

Information 

quality 

 

Social media provides me with a complete set of information (.759). 

Social media provides comprehensive information (.800). 

The information of social media is useful to me (.732). 

The information of social media is applicable to us (.732). 

Social media provides me with the most recent information (.648). 

The information from social media is always up to date (.592). 

Social media provides correct information (.718). 

The information provided by social media is accurate (.725). 

 

Service 

quality 

 

Social media user service has the ability to provide the service that 

they promised accurately (.823). 

Social media user service provides their service at the time they 

promise (.854).  

Social media user service is always willing to help you when user 

contact them (.768). 

Social media user service can give prompt service to users when 

they are in need (.831). 

 

User 

Satisfaction 

I am very satisfied with the information I receive from the social 

media (.778). 

I have a positive attitude toward using social media (.860). 

My interaction with the social media is very satisfying (.889). 

Overall, I am very satisfied with social media (.877). 



CHAPTER 4  

 

RESULTS 

Before using the PLS technique to estimate the research model, a series of 

analyses was performed to ensure the latent variables were sufficiently reliable and 

valid. First, two types of construct validity were considered: convergent and 

discriminant. Convergent validity is designed to ensure that each indicator of a given 

construct shares a high proportion of its variance (Paspallis et al., 2018). This can be 

assessed using factor loadings, which J. Hair, Black, Babin, and Anderson (2009) 

indicated should be greater than 0.50. The results shown in Table 3.2 indicate that all 

of the latent variables met this requirement. Discriminant validity is used to ensure a 

latent variable is differentiated from others (Paspallis et al., 2018), and is assessed 

using the average variance extracted(AVE). Fornell and Larcker (1981) recommended 

that the square root of the AVE of each construct should be more than that of the 

other correlations. The results in Table 4.2 show that the square roots of AVE of each 

latent variable were significantly greater than those of the other correlations. 

Therefore, the level of discriminant validity of the latent variables was satisfactory. 

 Next, construct reliability is used to ensure that a scale yields the same 

response consistently (Nunnally Jr., 1978). This is tested using Cronbach’s alpha (α) 

and composite reliability coefficients. Nunnally Jr. (1978) recommended that the 

Cronbach’s alpha (α) should be more than 0.70 and J. F. Hair, Black, and Tatham 

(2010) suggests that the Composite reliability coefficients also should be greater than 

0.70. The results in Table 4.1 show that all of the Cronbach’s alpha (α) coefficients 

were greater than 0.70, and all of the Composite reliabilities were greater than 0.80. 

Therefore, all of the coefficients of the variables met the requirement. 

Table 4.2 reports the correlations among the key variables, for which the full 

variance inflation factor (VIF) needs to be measured to ensure that multi-collinearity 

is not a major concern in the analysis. Multi-collinearity leads to very high inter-
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correlations or inter-associations among independent variables that will bias the 

results (H. W. Chin & Fitrianto, 2013). Petter, Straub, and Rai (2007) suggested that 

all the VIFs should be less than 3.30. The results showed that all of the VIFs ranged 

from 1.09 to 2.58, indicating that multi-collinearity did not need to be considered in 

the analysis. 

Finally, to investigate the normality of the data, Warp PLS 6.0 provides two 

tests for normality, the Jarque-Bera test (Normal-JB) and the Robust Jarque-Bera test 

(Normal-RJB). The results are reported in Table 4.3. 

 

Table 4.1 Latent variable reliability indicators 

 SYQ IQ SEQ US 

Composite reliability 084 0.89 0.89 0.91 

Cronbach’s alpha 0.77 0.86 0.84 0.87 

Notes: SYQ=system quality, IQ=information quality, SEQ=service quality, US=user satisfaction. 

 

 

 

 



   

3
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Table 4.2 Correlations among latent variable 

 SYQ IQ SEQ US GEN AGE EDU JOW JEP JSE FRQ AVT NAT 

SYQ 

IQ 

SEQ 

US 

GEN 

AGE 

EDU 

JOW 

JEP 

JSE 

FRQ 

AVT 

NAT 

(0.65) 

0.57*** 

0.54*** 

0.60*** 

0.06 

0.03 

0.06 

0.06 

-0.02 

-0.12* 

-0.03 

0.08 

-0.04 

 

(0.72) 

0.61*** 

0.71*** 

-0.06 

0.07 

0.03 

0.05 

0.04 

-0.09* 

0.02 

0.05 

0.04 

 

 

(0.82) 

0.60*** 

-0.01 

0.01 

-0.02 

-0.04 

0.07 

-0.07 

-0.02 

-0.01 

-0.07 

 

 

 

(0.85) 

-0.03 

0.05 

0.05 

0.04 

0.02 

-0.10* 

0.02 

0.12* 

0.09 

 

 

 

 

(1) 

0.18*** 

0 

0.11* 

0.04 

-0.04 

0.06 

-0.15** 

-0.14** 

 

 

 

 

 

(1) 
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Notes: SYQ=system quality, IQ=information quality, SEQ=service quality, US=user satisfaction, GEN=gender, AGE=age, EDU=education, JOW=job of business 

owner, JEP=job of employee, JSE=job of self-employed or freelance, FRQ=frequency to use social media, AVT=average daily using time of social media, 

NAT=nationality of respondents (Chinese=1); 

Square roots of AVEs are reported in parentheses; 

***, **, * significant level at 0.1 percent, 1 percent and 5 percent respectively. 

 

 

Table 4.3 Normality of the data 

 SYQ IQ SEQ US GEN AGE EDU FRE AVT CHI 

Normal-JB NO YES YES NO NO NO NO NO NO NO 

Normal-RJB NO YES YES NO NO NO NO NO NO NO 

Notes: SYQ=system quality, IQ=information quality, SEQ=service quality, US=user satisfaction, GEN=gender, AGE=age, EDU=education, FRQ=frequency to use 

social media, AVT=average daily using time of social media, CHI=Chinese dummy variable (Chinese=1). 
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In Table 4.3, “Yes” indicates that the data were distributed normally, while 

“No” indicates that they were not. The results in the table show that system quality, 

user satisfaction, and the control variables of gender, age, education, frequency of 

social media use, average time using social media daily, and the moderating role of 

the Chinese dummy variable were not distributed normally. Therefore, PLS was a 

suitable technique to adopt in this research, as compared to other methods, PLS does 

not require data distributed normally (Astrachan, Patel, & Wanzenried, 2014). 

 Results from the PLS analysis are reported in Table 4.4. Efron (1992) found 

that the bootstrapping method generally is superior in testing hypotheses with small 

samples. Efron, Hastie, Johnstone, and Tibshirani (2004) also recommended that t-

values of the path coefficients in the structural model should be estimated using 

bootstrapping resampling. Therefore, a bootstrapping resampling method was used to 

estimate the beta coefficient and p-values .From the suggestion of Efron et al. (2004), 

we used a resampling procedure with 100 subsamples.  

Various indicators determine the goodness of fit in PLS estimation. These 

include the average path coefficient (APC), average R2 (ARS), average full 

collinearity (AFVIF), Simpson’s paradox ratio (SPR), R2 contribution ratio (RSCR), 

and statistical suppression ratio (SSR)  (Kock, 2012). Kock (2017) Warp PLS 6.0 

manual indicates that APC refers to how strong the paths are in the model overall; 

ARS refers to the power to explain the model overall. It is recommended that the p-

value for both APC and ARS should be equal to or less than 0.05. AFVIF is used to 

measure both vertical and lateral collinearity, or multi-collinearity, in the model, and 

the p-value is recommended to be equal to or less than 3.3 (ideally) or equal to or less 

than 5 (acceptable). The SPR index is a measure of the extent to which a model is free 

from instances of Simpson’s paradox, and the acceptable value of SPR is equal to or 

greater than 0.70, which indicates that at least 70 percent of the paths in a model are 

free from Simpson’s paradox. The RSCR index is a measure of the extent to which a 

model is free from negative R2 contributions, and its acceptable value is equal to or 

greater than 0.90, which indicates that the sum of the positive R2 contributions in a 

model constitutes at least 90 percent of the total sum of the absolute R2 contributions 

in the model. The SSR index is a measure of the extent to which a model is free from 

instances of statistical suppression, the acceptable value of which is equal to or greater 
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than 0.70; 1.0 is ideal. The results Table 4.4 show that all of these indicators were 

satisfactory.  

Table 4.4 shows two models, the first of which provides the results of the main 

effects that do not add the interaction term to test the moderating effect of national 

culture, and the second model provides the results of the effects that do add the 

interaction term to test the moderating effect. 
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Table 4.4 PLS results 

Interaction term Dependent variable 

User satisfaction 

Model I Model II 

Main effect Moderating effect 

System quality(H1) 0.21** 0.20** 

Information quality(H2) 0.43** 0.43** 

Service quality(H3) 0.24** 0.24** 

Chinese Dummy Variable*system quality(H4)  0.02 

Chinese Dummy Variable*information quality(H5)  0.05 

Chinese Dummy Variable*service quality(H6)  0.01 

Chinese Dummy Variable 0.14** 0.14** 

Gender 0.01 0.01 

Age 0.06* 0.06* 

Education 0.06* 0.06* 

Job business owner 0.02 0.02 

Job employee 0.02 0.02 

Job self-employed or freelance 0.03 0.03 

Frequency to use social media 0.04 0.03 

Average daily using time of social media 0.11** 0.11** 

   

Model fit indicators   

R-square 0.61 0.62 

Maximum full-collinearity VIF 2.58 2.59 

Average path coefficient 0.11*** 0.09*** 

Average R-squared 0.61*** 0.62*** 

Average full collinearity VIF 1.54 1.63 

Simpson's paradox ratio 0.83 0.80 

R-square contribution ratio 0.10 0.10 

Statistical suppression ratio 0.83 0.87 

Notes: ***, **, * significant level at 0.1 percent, 1 percent and 5 percent respectively        

Standardized coefficients are reported. 



 34 

Hypothesis 1 predicted a positive association between a social media system’s 

quality and user satisfaction, and the results showed a positive and significant relation 

between the two (β=0.21, p<0.01). Therefore, Hypothesis 1 was supported. 

Hypothesis 2 predicted a positive relation between a social media system’s 

information quality and user satisfaction, and the results demonstrated a positive and 

significant relation between them (β=0.43, p<0.01). Accordingly, Hypothesis 2 was 

supported. 

Hypothesis 3 predicted a positive association between a social media system’s 

service quality and user satisfaction. The results indicated a positive and significant 

relation between them (β=0.24, p<0.01). Thus, Hypothesis 3 was supported. 

The interaction between the Chinese dummy variable and each main 

independent variable in the hypothesis was created and added to the model estimation 

to test Hypotheses 4, 5, and 6, which addressed the moderating effects. 

 Hypothesis 4 predicted that the positive relation between a social media 

system’s quality and user satisfaction will be more positive in the Chinese than in the 

Thai sample. The beta coefficient of the interaction term between the Chinese dummy 

variable and system quality in Table 4.3 was positive, but not statistically significant 

(β=0.02, p=0.37). Therefore, hypothesis 4 was not supported.   

 Hypothesis 5 predicted that the positive relation between a social media 

system’s information quality and user satisfaction will be more positive in the Thai 

than in Chinese sample. The beta coefficient of the interaction term between the 

Chinese dummy variable and information quality in Table 4.3 was positive, but not 

statistically significant (β=0.05, p=0.21). Accordingly, hypothesis 5 was not 

supported.   

Hypothesis 6 predicted that the positive relation between social media 

system’s service quality and user satisfaction will be more positive in the Chinese 

than in Thai sample. The beta coefficient of the interaction term between the Chinese 

dummy variable and service quality in Table 4 was positive, but again, not 

statistically significant (β=0.01, p=0.43). Therefore, hypothesis 6 was not supported.   

With respect to the significant relations between the dependent and the control 

variables, age, education, nationality, and average time using social media daily were 

related significantly to the dependent variable. The results indicated that older users 
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expressed greater user satisfaction with social media than did younger users (β=0.06, 

p<0.05). Users with a higher educational level indicated greater satisfaction than did 

those with a lower educational level (β=0.06, p<0.05). Chinese users were more 

satisfied with social media than were Thai users (β=0.14, p<0.01). People who spent 

more time using social media expressed greater user satisfaction with social media 

than did those who spent less time (β=0.11, p<0.01). 

Figures 4.1 to 4.3 indicate the moderating effects of culture. All of the graphs 

were generated from the PLS analysis with standardized data. The results shown are 

consistent with the results from the hypothesis tests. Figure 4.1a indicates that the 

positive association between social media system quality and user satisfaction was 

stronger in the Chinese than in the Thai sample. Figure 4.1b shows that the positive 

relation between social media information quality and user satisfaction was greater in 

the Chinese than in the Thai sample. Figure 4.1c illustrates that the positive 

association between social media service quality and user satisfaction was stronger in 

the Chinese than in Thai sample. However, none of the relations in these figures were 

statistically significant. Therefore, no differences were found between Thai and 

Chinese users’ satisfaction with the three dimensions of social media quality.    
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Figure 4.1 Relations between social media system quality and user satisfaction in the 

Thai and Chinese samples 

 

 

Figure 4.2 Relations between social media information quality and user satisfaction in 

the Thai and Chinese samples 
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Figure 4.3 Relations between social media service quality and user satisfaction in the 

Thai and Chinese samples 

 



CHAPTER 5 

 

DISCUSSION 

5.1 General discussion of the result 

This study explored the relations between social media quality dimensions 

(system, information, and service quality) and user satisfaction, and compared the 

results of the relations in these dimensions between Chinese and Thai social media 

users. The analytical results of the study are discussed below.  

All of the factors of social media hypothesized to influence user satisfaction 

were supported. With respect to system quality, we found a strong and significant 

relation to user satisfaction. Specifically, the better the social media’s system quality, 

the greater the users’ satisfaction. This result is consistent with the findings from K. 

Chen and C.Yen (2004) study. Information quality also was found to have a 

significant positive association with user satisfaction. The higher the quality of the 

information users perceived on social media, the greater their satisfaction. This 

finding is consistent with a previous study by Mudzana and Maharaj (2017). The 

same also was found in the dimension of service quality, which was associated 

significantly and positively with user satisfaction. The better service users receive 

from the social media service center, the greater their satisfaction. This result is 

consistent with C.-W. D. Chen and Cheng (2009) findings. However, one point about 

social media’s service quality needs to be noted. In real life, users do not always 

experience social media’s service quality (Ou et al., 2016), because if social media are 

self-operated, people never contact the social media service center until they 

encounter problems previously unsolved. However, this does not mean that social 

media service is unimportant, but simply that users may stop using it when they 

perceive that service is unavailable when they need it. 

Moreover, the results of the analysis indicated there was no difference 

between Chinese and Thai users’ satisfaction with the same dimensions of social 
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media quality, which implies that people from the two countries do not differ in the 

way that system, information, and service quality are related to their satisfaction with 

social media use. We can speculate that the index scores of Hofstede’s cultural 

dimensions for China and Thailand cannot discriminate clearly to which kind of 

culture users belong. For example, the PDI in China was 80, while it was 64 in 

Thailand. These scores only show us that China’s culture has a higher PD than 

Thailand’s has. Thus, the characteristics of Hofstede’s cultural dimensions cannot be 

applied to the two countries accurately. 

  In addition, the significant beta coefficients for some control variables 

offered some useful information. In particular, this study found that in both the 

Chinese and Thai samples, older users tended to be more satisfied with social media 

than were younger users. Second, those with a higher educational level tended to be 

more satisfied with social media than were those with lower educational levels. Third, 

users who spent more time on social media tended to be more satisfied than were 

those who spent less time. Fourth, the results indicated that Chinese users tended to be 

more satisfied with social media than were Thai people. 

 

5.2 Limitations 

This study has several limitations. First, the samples were collected largely 

from younger respondents, and the Thai sample was derived from a single university, 

such that the majority of the sample was students, which is not representative of the 

general population of social media users. Therefore, this limits the ability to 

generalize the results here. Second, this study used a self-reported questionnaire 

survey, and some people tend to give answers they believe will be viewed favorably, 

which results in a social desirability bias. Third, online surveys were used to collect 

data in China, and respondents received the questionnaires from friends. It is possible 

that some respondents filled out the questionnaire without giving it much thought, or 

treated it like a task, and thus, did not answer the questions seriously. In such cases, 

researchers have little control over which people the fill out the questionnaires and 

how, which jeopardizes the survey’s reliability (Lefever, Dal, & Matthíasdóttir, 

2007). Finally, because of the government policy in China, people in China cannot 



 40 

use social media such as Facebook or Twitter that Thai people do use, so users in the 

two countries did not have the same social media as references, although they may 

perceive the same quality dimensions of these different social media differently. 

However, despite these limitations, the authors expect that this study will help further 

applications of the IS success model to social media. 

 



CHAPTER 6  

 

CONCLUSIONS 

6.1 Research contribution 

This study applied the Delone & Mclean’s model to social media system 

rather than IS, as many researchers have done previously, which can widen the scope 

of the literature in this area. Further, to the best of the authors’ knowledge, little 

previous literature has studied this topic in a comparison between China and Thailand, 

and thus, the study also fills the gap in this area, and can improve our understanding 

of the cultural differences between China and Thailand. Moreover, the results of this 

study indicated that the three social media quality dimensions had the same effects on 

user satisfaction in both two countries, such that users in the two countries focused on 

the same factors despite differences in their national’s cultures.   

 

6.2 Practical implication 

In addition to the most popular social media, such as Facebook or WeChat, the 

recent surge in the popularity of new social media platforms in China, such as Tiktok, 

has aroused public interest substantially, because people are able to update their status 

in their own unique way anytime and anywhere on these platforms. Social media are 

not just simple platforms to share information with others now; they have become 

effective tools for marketing as well. Therefore, social media will be more important 

in future, and it is critical for social media developers in Asia to know that in 

developing a social media system, they need to emphasize its system, information, 

and service quality equally to attract and maintain users regardless of whether they are 

Thai or Chinese. First, the quality of a system should be guaranteed, and have a 

simple user interface and a professional team to recover system errors quickly and 

give feedback to users timely. Second, it should provide high-quality information that 
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is complete, up-to date, relevant, and accurate to suit users’ needs. Finally, the service 

promised should be performed timely and accurately, and users’ problems should be 

solved as quickly as possible. All of these dimensions are important to achieve user 

satisfaction. 

 

6.3 Implication for future studies 

Some points need to be considered in future studies in this area. First, it would 

be valuable to study different countries that use the same popular social media. 

Second, it is better to use one social media platform as the reference, such as 

Facebook or Twitter. Finally, it would be ideal to use more diverse samples, such as 

those from different industries, regions, and ages. 



BIBLIOGRAPHY 

 

BIBLIOGRAPHY 
  

 

Asano, Evan. (2017). How Much Time Do People Spend on Social Media?   Retrieved 

from https://www.socialmediatoday.com/marketing/how-much-time-do-people-

spend-social-media-infographic 

Astrachan, Claudia Binz, Patel, Vijay K., & Wanzenried, Gabrielle. (2014). A 

comparative study of CB-SEM and PLS-SEM for theory development in family 

firm research. Journal of Family Business Strategy, 5(1), 116-128.  

Bang, Hae‐ Kyong, Raymond, Mary Anne, Taylor, Charles R., & Moon, Young Sook. 

(2005). A comparison of service quality dimensions conveyed in advertisements 

for service providers in the USA and Korea: A content analysis. International 

Marketing Review, 22(3), 309-326.  

Baumann, Chris, Burton, Suzan, Elliott, Gregory, & Kehr, Hugo M. (2007). Prediction 

of attitude and behavioural intentions in retail banking. International Journal of 

Bank Marketing, 25(2), 102-116.  

Beugelsdijk, Sjoerd, Maseland, Robbert, & Hoorn, Andre Van. (2015). Are Scores on 

Hofstede's Dimensions of National Culture Stable over Time? A Cohort 

Analysis. Global Strategy Journa, 5(3), 223-240.  

Beyari, Hasan, & Abareshi, Ahmad. (2018). Consumer Satisfaction In Social 

Commerce: An Exploration Of Its Antecedents And Consequences. The Journal 

of Developing Areas, 52(2), 55-72.  

Bhattacherjee, Anol. (2001). Understanding Information Systems Continuance: An 

Expectation-Confirmation Model. MIS Quarterly, 25(3), 351-370.  

boyd, danah m., & Ellison, Nicole B. (2007). Social network sites: Definition, history, 

and scholarship. Journal of Computer-Mediated Communication 13, 210-230.  

Brown, Irwin, & Jayakody, Rukmalie. (2008). B2C e-Commerce Success: a Test and 

Validation of a Revised Conceptual Model. The Electronic Journal Information 

Systems Evaluation, 11(3), 167-184.  

Buriyameathagul, Kumpol. (2013). Characteristics of Culture in Thai Society and 

Virtual Communities. Silpakorn University Journal of Social Sciences, 13(2), 

207-270.  

Calhoun, Kenneth J., Teng, James T. C., & Cheon, Myun Joong. (2002). Impact of 

national culture on information technology usage behaviour: An exploratory 

study of decision making in Korea and the USA. Behaviour & Information 

Technology, 21(4), 293-302.  

Cauter, Lies Van, Verlet, Dries, Snoeck, Monique, & Crompvoets, Joep. (2017). The 

explanatory power of the Delone & McLean model in the public sector: A mixed 

method test. Information Polity, 22, 41-55.  

Chan, Alex W. H., & Cheung, Hoi Yan. (2012). Cultural Dimensions, Ethical 

Sensitivity, and Corporate Governance. Journal of Business Ethics, 110(1), 45-

59.  

Chen, Chien-Wen David, & Cheng, Chiang-Yu John. (2009). Understanding consumer 

intention in online shopping: a respecification and validation of the DeLone and 

McLean model. Behaviour & Information Technology, 28(4), 335-345.  

Chen, Kuanchin, & C.Yen, David. (2004). Improving the quality of online presence 

through interactivity, Information and Management. Information & 

Management, 42(1), 217-226.  

 



 44 

 

Chin, Ho Wei, & Fitrianto, Anwar. (2013). Statistical Approach for Modeling 

Malaysia’s Gross Domestic Product. Middle-East Journal of Scientific Research, 

15(4), 606-612.  

Chin, Wynne W., & Newsted, P. R. (1999). Structural Equation Modeling Analysis with 

Small Samples Using Partial Least Square. Statistical Strategies for Small 

Sample Research, 307-341.  

D.Johnson, Michael, & Fornell, Claes. (1991). A framework for comparing customer 

satisfaction across individuals and product categories. Journal of Economic 

Psychology, 12(2), 267-286.  

Dartey-Baah, Kwasi. (2013). The Cultural Approach to the Management of the 

International Human Resource: An Analysis of Hofstede’s Cultural Dimensions. 

International Journal of Business Administration, 4(2).  

Dash, Satyabhusan. (2009). The effect of power distance and individualism on service 

quality expectations in banking: A two‐ country individual‐  and national‐
cultural comparison. International Journal of Bank Marketing, 27(5), 336-358.  

DeLone, William H, & McLean, Ephraim R. (1992). Information systems success: the 

quest for the dependent variable. Information Systems Research, 3(1), 60-95.  

DeLone, William H., & McLean, Ephraim R. (2003). The DeLone and McLean Model 

of Information Systems Success: A Ten-Year Update. Journal of Management 

Information Systems, 19(4), 9-30.  

DeLone, William H., & McLean, Ephraim R. (2004). Measuring e-Commerce Success: 

Applying the DeLone & McLean Information Systems Success Model. 

International Journal of Electronic Commerce, 9(1), 31-47.  

Doll, William J., & Torkzadeh, Gholamreza. (1988). The Measurement of End-User 

Computing Satisfaction. MIS Quarterly, 12(2), 259-274.  

Doll, William J., & Torkzadeh, Gholamreza. (1991). The Measurement of End-User 

Computing Satisfaction: Theoretical and Methodological Issues. MIS Quarterly, 

15(1), 5-10.  

Donthu, Naveen, & Yoo, Boonghee. (1998). Cultural Influences on Service Quality 

Expectations. Journal of Service Quality Expectations, 1(2), 178-186.  

Dwyer, Sean, Mesak, Hani, & Hsu, Maxwell. (2005). An exploratory examination of the 

influence of national culture on cross-national product diffusion. Journal of 

International Marketing, 13(2), 1-27.  

Efron, Bradley. (1992). Bootstrap methods: Another look at the jackknife. Verlag New 

York: Breakthroughs in Statistics. 

Efron, Bradley, Hastie, Trevor, Johnstone, Iain, & Tibshirani, Robert. (2004). Least 

angle regression. The Annals of Statistics, 32(2), 407-499.  

Eisingerich, Andreas B., & Rubera, Gaia. (2010). Drivers of Brand Commitment: A 

Cross-National Investigation. Journal of International Marketing, 18(2), 64-79.  

Emamjome, Fahame, Rabaa’i, Ahmad, Gable, Guy, & Bandara, Wasana. (2013). 

Information Quality in Social Media: A Conceptual Model. Pacific Asia 

Conference on Information Systems, 72.  

Fornell, Claes, & Larcker, David F. (1981). Evaluating Structural Equation Models with 

Unobservable Variables and Measurement Error. Journal of Marketing 

Research, 18(1), 39-50.  

Foster, Brock. (2015). How Culture Makes a Difference in Management:Applying Geert 

Hofstede's Cultural Dimensions to Management in Germany and China. Senior 

 



 45 

 

Honors Theses, 448.  

Ganesan, Shankar. (1994). Determinants of Long-Term Orientation in Buyer-Seller 

Relationships. Journal of Marketing, 58(2), 1-19.  

Gilbert A. Churchill, Jr. , & Surprenant, Carol. (1982). An Investigation into the 

Determinants of Customer Satisfaction. Journal of Marketing Research, 19(4), 

491-504.  

Goodhue, Dale L., Lewis, William, & Thompson, Ron. (2012). Does RLS Have 

Advantages for Small Sample Size or Non-Normal Data? MIS Quarterty 36(3), 

981-1001.  

Gorla, Narasimhaiah, M.Somers, Toni, & Wong, Betty. (2010). Organizational impact 

of system quality, information quality, and service quality. The Journal of 

Strategic Information Systems, 19(3), 207-228.  

Hair, Joseph, Black, William, Babin, Barry, & Anderson, Rolph. (2009). Multivariate 

Data Analysis(7ed.). New York: Pearson Prentice Hall Upper Saddle River. 

Hair, Joseph F, Black, William C, & Tatham, Rolph E Anderson 

Ronald L. (2010). Multivariate data analysis. New York: Prentice hall. 

Hajirnis, Aditi. (2015). Social media networking: Parent guidance required. The Brown 

University Child and Adolescent Behavior Letter, 31(12), 1-7.  

Harzing, Anne-Wil. (2005). Does the Use of English-language Questionnaires in Cross-

national Research Obscure National Differences? International Journal of Cross 

Cultural Management, 5(2), 2005.  

Hofstede, Geert. (1980). Culture's Consequences: International Differences in Work-

Related Values. CA: Sage Publications: Beverly Hills. 

Hofstede, Geert. (1984). Culture’s consequences. London: Sage Publications. 

Hofstede, Geert. (1991). Cultures and Organisations—Software of the Mind: 

Intercultural Cooperation and Its Importance for Survival: London: McGraw-

Hill. 

Hofstede, Geert. (1993). Cultural constraints in management theories. Academy of 

Management Executive, 7(1), 81-94.  

Hofstede, Geert. (2001). Culture’s consequences:Comparing 

values,behaviors,institutions,and organizations across nations (Vol. 2nd ed). 

CA: Sage Publications: Thousand Oaks. 

Hofstede, Geert. (2011). Dimensionalizing Cultures: The Hofstede Model in Context. 

Online Readings in Psychology and Culture, 2(1).  

Hofstede, Geert. (2014). The hofstede centre.   Retrieved from 

https://geerthofstede.com/landing-page/mozambique.html 

Hofstede, Geert, Hofstede, Gert Jan, & Minkov, Michael. (2010a). Cultures and 

Organizations. Software of the Mind(Revised and expanded 3rd ed.). New York: 

McGraw-Hill. 

Hong, Weiyin, Tam, Kar Yan, & Yim, Chi Kin (Bennett). (2002). E-Service 

Environment: Impacts of Web Interface Characteristics on Consumers’ Online 

Shopping Behavior: Roland T. Rust. 

House, Robert J., Hanges, Paul J., Javidan, Mansour, Dorfman, Peter W., & Gupta, 

Vipin. (2004). Culture, Leadership, and Organizations: The GLOBE Study of 62 

Societies. CA: Sage: Thousand Oaks. 

House, Robert, Javidan, Mansour, Hanges, Paul, & Dorfman, Peter. (2002). 

Understanding cultures and implicit leadership theories across the globe: an 

 



 46 

 

introduction to project GLOBE. Journal of World Business, 37(1), 3-10.  

Hoxmeier, John A., & DiCesare, Chris. (2000). System Response Time and User 

Satisfaction: An Experimental Study of Browser-based Applications. AMCIS 

2000 Proceedings, 347, 140-145.  

Hsieh, J. J. Po-An, Rai, Arun, Petter, Stacie, & Zhang, Ting. (2012). Impact of User 

Satisfaction with Mandated CRM Use on Employee Service Quality. MIS 

Quarterly, 36(4), 1065-1080.  

Hur, Won-Moo, Kang, Seongho, & Kim, Minsung. (2015). The moderating role of 

Hofstede’s cultural dimensions in the customer-brand relationship in China and 

India. Cross Cultural Management, 22(3), 487-508.  

Iivari, Juhani. (2005). An empirical test of the DeLone-McLean model of information 

system success. the DATABASE for Advances in Information Systems, 36(2), 8-

27.  

Inglehart, Ronald. (1990). culture shift in advanced industrial society. Princeton: 

Princeton University Press. 

Jiang, James J., Klein, Gary, & Crampton, Suzanne M. (2000). A Note on SERVQUAL 

Reliability and Validity in Information System Service Quality Measurement 

Decision Sciences, 31(3), 725-744.  

Kettinger, William J., & Lee, Choong C. (1994). Perceived Service Quality and User 

Satisfaction with the Information Services Function. Decision Sciences, 25(5-6), 

737-766.  

Kietzmann, Jan H., Hermkens, Kristopher, McCarthy, Ian P., & Silvestre, Bruno S. 

(2011). Social media? Get serious! Understanding the functional building blocks 

of social media. Business Horizons, 54(3), 241-251.  

Kim, Sung-Eun, Lee, Kyung Young, Shin, Soo Il, & Yang, Sung-Byung. (2017). Effects 

of tourism information quality in social media on destination image formation: 

The case of Sina Weibo. Information & Management, 54, 687-702.  

Kimanuka, Oscar. (2015). Social media has changed the way we communicate.   

Retrieved from http://www.newtimes.co.rw/section/read/188395 

Kock, Ned. (2012). WarpPLS 5.0 User Manual. Laredo, Texas: ScriptWarp Systems. 

Kock, Ned. (2017). WarpPLS User Manual: Version 6.0. USA: Laredo, Texas：
ScriptWarp Systems. 

Laroche, Michel, Habibi, Mohammad Reza, Richard, Marie-Odile, & 

Sankaranarayanan, Ramesh. (2012). The effects of social media based brand 

communities on brand community markers, value creation practices, brand trust 

and brand loyalty. Computers in Human Behavior, 28(5), 1755-1767.  

Lee, Inseong, Choi, Boreum, Kim, Jinwoo, & Hong, Se-Joon. (2007). Culture-

Technology Fit: Effects of Cultural Characteristics on the Post-Adoption Beliefs 

of Mobile Internet Users. International Journal of Electronic Commerce, 11(4), 

11-51.  

Lee, Yang W., Strong, Diane M., Kahn, Beverly K., & Wang, Richard Y. (2002). 

AIMQ: a methodology for information quality assessment. Information & 

Management, 40(2), 133-146.  

Lefever, Samúel, Dal, Michael, & Matthíasdóttir, Ásrún. (2007). Online data collection 

in academic research: advantages and limitations. British Journal of  

Educational Technology, 38(4), 574-582.  

Liang, Ting-Peng, Ho, Yi-Ting, Li, Yu-Wen, & Turban, Efraim. (2011). What Drives 

 



 47 

 

Social Commerce: The Role of Social Support and Relationship Quality. 

International Journal of Electronic Commerce, 16(2), 69-90.  

Lin, Hsiu-Fen. (2007). The Impact of Website Quality Dimensions on Customer 

Satisfaction in the B2C E-commerce Context. Total Quality Management, 18(4), 

363-378.  

Lin, Hui, Fan, Weiguo, & Chau, Patrick Y.K. (2014). Determinants of users’ 

continuance of social networking sites: A self-regulation perspective. 

Information & Management, 51(5), 595-603.  

Liu, Chang, & Arnett, Kirk P. (2000). Exploring the factors associated with Web site 

success in the context of electronic commerce. Information & Management, 38, 

23-33.  

Lo, Kevin D., Waters, Richard D., & Christensen, Nicklas. (2017). Assessing the 

applicability of Hofstede’s cultural dimensions for Global 500 corporations’ 

Facebook profiles and content. Journal of Communication Management, 21(1), 

51-67.  

Lok, Peter, & Crawford, John. (2004). The effect of organisational culture and 

leadership style on job satisfaction and organisational commitment: A cross‐
national comparison. Journal of Management Development, 23(4), 321-338.  

Mangold, W. Glynn, & Faulds, David J. (2009). Social media: The new hybrid element 

of the promotion mix. Business Horizons, 52, 357-365.  

Markus, Hazel Rose, & Kitayama, Shinobu. (1991). Culture and the Self: Implications 

for Cognition, Emotion, and Motivation. Psychological Review, 98(2), 224-253.  

Matijević, Sandra, Raguž, Ivona Vrdoljak, & Filipovıć, Davor. (2015). The Role of  

National Culture in Contemprrary Business Environment. Dubrovnik 

International Economic Meeting, 2(1), 457-469.  

Mooij, Marieke de, & Hofstede, Geert. (2015). The Hofstede model. International 

Journal of Advertising, 29(1), 85-110.  

Moorhead, S Anne, Hazlett, Diane E, Harrison, Laura, Carroll, Jennifer K, Irwin, 

Anthea, & Hoving, Ciska. (2013). A New Dimension of Health Care: Systematic 

Review of the Uses, Benefits, and Limitations of Social Media for Health 

Communication. Journal of Medical Internet Research, 15(4).  

Mudzana, Taurayi, & Maharaj, Manoj. (2017). Toward an Understanding of Business 

Intelligence Systems Success:  A South African Study Electronic Journal of 

Information Systems Evaluation, 20(1), 24-38.  

Nelson, R. Ryan, Todo, Peter A., & Wixom, Barbara H. (2005). Antecedents of 

Information and System Quality:An Empirical Examination Within the Context 

of Data Warehousing. Journal of Management Information Systems, 21(4), 199-

235.  

Nielsen. (2015). Social Networks Blogs Now Account for One in Every Four and a Half 

Minutes Online.   Retrieved from 

http://www.nielsen.com/us/en/insights/news/2010/social-media-accounts-for-22-

percent-of-time-online.html 

Noori, Lailuma. (2017). Social media importance.   Retrieved from 

http://thekabultimes.gov.af/index.php/opinions/social/13224-social-media-

importance.html 

Nunnally Jr., Jum C. (1978). Psychometric theory. New York: McGraw-Hill. 

Oh, Haemoon. (1999). Service quality, customer satisfaction, and customer value: A 

 



 48 

 

holistic perspective. Hospitality Management, 18, 67-82.  

Ou, Carol X. J., Davison, Robert M., & Huang, Vivian Q. (2016). The Social 

Networking Application Success Model: An Empirical Study of Facebook and 

Twitter. International Journal of Knowledge Content Development & 

Technology, 6(1), 5-39.  

Palmer, Jonathan W. (2002). Web Site Usability, Design, and Performance Metrics. 

Information Systems Research, 13(2), 151-167.  

Park, Insook Han, & Cho, Lee-Jay. (1995). Confucianism and the Korean Family. 

Journal of Comparative Family Studies, 26, 117-134.  

Paspallis, Nearchos, Raspopoulos, Marios, Barry, Chris, Lang, Michael, Linger, Henry, 

& Schneider, Christoph. (2018). Advances in Information Systems Development: 

Methods, Tools and Management: Springer. 

Petter, Stacie, DeLone, William , & McLean, Ephraim R. (2013). Information Systems 

Success: The Quest for the Independent Variables. Journal of Management 

Information Systems, 29(4), 7-62.  

Petter, Stacie, & Fruhling, Ann. (2011). Evaluating the success of an emergency 

response medical information system. International Journal of Medical 

Informatics, 80(7), 480-489.  

Petter, Stacie, Straub, Detmar, & Rai, Arun. (2007). Specifying formative constructs in 

information systems research. MIS Quarterly, 31(4), 623-656.  

Pikkemaat, B., & Weiermair, K. (2001). The Importance of Cultural Distance in the 

Perception of Evaluation of Service Quality. Journal of Quality Assurance in 

Hospitality & Tourism, 2(1-2), 69-87.  

Pitt, Leyland F., Watson, Richard T., & Kavan, C. Bruce. (1995). Service quality: A 

measure of infomiation systems effectiveness. MIS Quarterly, 19(2), 173-187.  

Power, Daniel J., & Phillips-Wren, Gloria. (2011). Impact of Social Media and Web 2.0 

on Decision-Making. Journal of Decision Systems, 20(3), 249-261.  

Rai, Arun, Lang, Sandra S., & Welker, Robert B. (2002). Assessing the validity of IS 

success models: An empirical test and theoretical analysis. Information systems 

research, 13(1), 50-69.  

Rauniar, Rupak, Rawski, Gerg, Johnson, Ben, & Yang, Jie. (2013). Social Media User 

Satisfaction—Theory Development and Research Findings. Journal of Internet 

Commerce, 12, 195-224.  

Reimann, Martin, Lünemann, Ulrich F., & Chase, Richard B. (2008). Uncertainty 

Avoidance as a Moderator of the Relationship between Perceived Service 

Quality and Customer Satisfaction. Journal of Service Research, 11(1), 63-73.  

Rodrigues, Carl A., & Blumberg, Harvey. (2000). Do Feminine Cultures Really Behave 

More Feminine Than Masculine Cultures? A Comparison of 48 Countries’ 

Femininity-Masculinity Ranking to Their UN Human Development Rankings. 

Cross Cultural Management, 7(3), 25-34.  

Schwartz, Shalom H. (1992). Universals in the content and structure of values: 

Theoretical advances and empirical tests in 20 countries. Advances in 

Experimental Social Psychology, 25, 1-65.  

Schwartz, Shalom H. (1994). Are there universal aspects in the structure and contents of 

human values. Journal of Social Issues, 50, 19-45.  

Steenkamp, Jan‐ Benedict E. M. (2001). The Role of National Culture in International 

Marketing Research. International Marketing Review, 18(1), 30-44.  

 



 49 

 

Steinwachs, Katarina. (1999). Information and culture - the impact of national culture 

on information processes. Journal of Information Science, 25(3), 193-204.  

Stockdale, Rosemary, & Borovicka, Michael. (2006). Ghost towns or vibrant villages? 

Constructing business-sponsored online communities. International Journal of 

Communications Law and Policy, 11, 6-9.  

Sumathy, Dr. M., & Vipin.K.P. (2016). A Study On Consymer's  Attitude Towadrs 

Advertisements Through Social Media With Special Reference To Facebook 

International Journal Of Research In Commerce & Management, 7(12), 24-27.  

T.Gregory, Brian, G.Harris, Stanley, A.Armenakis, Achilles, & L.Shook, Christopher. 

(2009). Organizational culture and effectiveness: A study of values, attitudes, 

and organizational outcomes. Journal of Business Research, 62(7), 673-679.  

Thompson, Frauke Mattison, & Chmura, Thorsten. (2015). Loyalty Programs in 

Emerging and Developed Markets: The Impact of Cultural Values on Loyalty 

Program Choice. Journal of International Marketing, 23(3), 87-103.  

Tse, David K., Lee, Kam-hon, Vertinsky, Ilan, & Wehrung, Donald A. (1988). Does 

Culture Matter? A Cross-Cultural Study of Executives’ Choice, Decisiveness, 

and Risk Adjustment in International Marketing. Journal of Marketing, 52(4), 

81-95.  

Tsoukatos, Evangelos, & Rand, Graham K. (2007). Cultural influences on service 

quality and customer satisfaction: Evidence from Greek insurance. Journal of 

Service Theory and Practice, 17(4), 467-485.  

Vardeman-Winter, J. , & Place, K. (2015). Public relations culture, social media, and 

regulation. Journal of Communication Management, 19(4), 335-353.  

Veiga, John F, Floyd, Steven, & Dechant, Kathleen. (2001). Towards modelling the 

effects of national culture on IT implementation and acceptance. Journal of 

Information Technology, 16(3), 145-158.  

Viberg, Olga, & Grönlund, Åke. (2013). Cross-cultural analysis of users' attitudes 

toward the use of mobile devices in second and foreign language learning in 

higher education: A case from Sweden and China. Computers & Education, 69, 

169-180.  

Victor, David A. (1992). International business communication. New York: 

HarperCollins. 

Vishwanath, Arun. (2003). Comparing Online Information Effects :A Cross-Cultural 

Comparison of Online Information and Uncertainty Avoidance. Communication 

Research, 30(6), 579-598.  

Watchravesringkan, Kittichai (Tu). (2008). A cross-cultural comparison of consumer 

vanity in the People’s Republic of China, South Korea and Thailand: an 

exploratory study. International Journal of Consumer Studies, 32, 103-112.  

We are social. (2017). Digital in 2017:Global Overview.   Retrieved from 

https://wearesocial.com/special-reports/digital-in-2017-global-overview 

Yoo, Boonghee, Donthu, Naveen, & Lenartowicz, Tomasz. (2011). Measuring 

Hofstede’s Five Dimensions of Cultural Values at the Individual Level: 

Development and Validation of CVSCALE. Journal of International Consumer 

Marketing, 23(3-4), 193-210.  

Zhao, Dan. (2017). The Effects of Culture on International Advertising Appeals: A 

Cross-Cultural Content Analysis of U.S. and Japanese Global Brands. 

Professional Projects from the College of Journalism and Mass 

 



 50 

 

Communications, 15.  

 

 

 



APPENDIX  

APPENDIX ENGLISH VERSION 

The impact of social media quality dimensions on user satisfaction 

  Dear friends: 

 Thank you for allowing us to communicate with you. We want to know how 

the social media quality dimensions can influence the user satisfaction, so we 

sincerely request you to fill in the important information in this questionnaire. There 

are no right or wrong answers, the information obtained is only for academic use, so 

please feel free to answer. 

We appreciate your time and generosity, thank you so much. 

 

Personal information 

Gender (    )  Male  (    ) Female 

Age  

Educational level 
(    ) Below Bachelor’s degree (    ) Bachelor’s degree 

(    ) Master’s degree  (    ) Doctoral degree 

Job 
 (   ) Student   (    )Employee    

(    )Business owner  (    )Self-employed/Freelance 

Frequency to use social 

media 

(    )Everyday    (      )Several days a week 

(     )several days a month (       )Once a month 

(     )more than once a month 

The average daily 

using time of social 

media 

(   )less than 1 hour (   )1-2hours (   ) 2-3 hours 

(   )3-4 hours  (   ) more than 4  hours    

Directions: Please indicate the degree of recognition of the following statements, the 

answers could be divided into 5 levels: 1 for “Strongly disagree”; 2 for “Disagree”; 

3 for “Neutral”; 4 for “Agree”; 5 for “Strongly agree”. Please tick the 

corresponding figures 
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System quality 

To what extent do you agree with 

the idea 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Social media performs reliably. 
1 2 3 4 5 

The operation of social media is 

stability. 1 2 3 4 5 

Social media is convenient to use. 

 
1 2 3 4 5 

Social media is user friendly. 
1 2 3 4 5 

The response time of social media is 

acceptable. 1 2 3 4 5 

Social media provides quick 

feedback . 
1 2 3 4 5 

 

Information quality 

t extent do you agree with the 

idea 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Social media provides me with a 

complete set of  information. 1 2 3 4 5 

Social media provides 

comprehensive information. 1 2 3 4 5 

The information of social media 

is useful to me. 1 2 3 4 5 

The information of social media 

is applicable to us. 1 2 3 4 5 

Social media provides me with 

the most recent information. 1 2 3 4 5 

The information from social 

media is always up to date. 1 2 3 4 5 

Social media provides correct 

information. 1 2 3 4 5 

The information provided by 

social media is accurate. 
1 2 3 4 5 
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Service Quality 

To what extent do you agree 

with the idea 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

Social media user service has the 

ability to provide the service that 

they promised accurately. 
1 2 3 4 5 

Social media user service 

provide their service at the time 

they promise. 
1 2 3 4 5 

Social media user service is 

always willing to help you when 

user contact them. 
1 2 3 4 5 

Social media user service can 

give prompt service to users 

when they are in need. 
1 2 3 4 5 

 

User Satisfaction 

To what extent do you agree 

with the idea 

Strongly 

disagree Disagree Neutral Agree 

Strongly 

agree 

I am very satisfied with the 

information I received from the 

social media. 
1 2 3 4 5 

I have a positive attitude toward 

using social media. 1 2 3 4 5 

My interaction with the social 

media is very satisfying . 

1 2 3 4 5 

Overall, I am very satisfied with 

social media . 

1 2 3 4 5 
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APPENDIX THAI VERSION 

แบบส ำรวจควำมพ่ึงพอใจ และผลกระทบที่มีต่อกำรใช้สื่อสังคมออนไลน์  ต้องกำรทรำบถึง
ควำมพึงพอใจ และผลกระทบที่มีต่อกำรใช้สื่อสังคมออนไลน์ โปรดตอบค ำถำมทุกข้อ ตำมควำมป็น
จริง ทั้งนี้ไม่มีถูกหรือผิดในค ำตอบนั้นๆ 
ข้อมูลส่วนตัว 

เพศ (    )  ชำย (    )  หญิง 

อำยุ  

ระดับกำรศึกษำ 
(    )  ต่ ำกว่ำปริญญำตรี (    )   ปริญญำตรี 
(    )  ปริญญำโท  (    )   ปริญญำเอก 

อำชีพ 
 (   ) นักเรียน/นักศึกษำ (    )พนักงำนบริษัท 
 (    )เจ้ำของธุรกิจ (    )รับจ้ำงอิสระ 

คุณใช้สื่อสังคมออนไลน์บ่อยแค่
ไหน 

(    )ทุกวัน  (      ) หลำยวันต่อสัปดำห์ 
(     ) หลำยวันต่อเดือน (       )เดือนละหนึ่งครั้ง 
(     ) น้อยกว่ำเดือนละครั้ง 

ในหนี่งวันคุณใช้สื่อสังคม
ออนไลน์บ่อยแค่ไหน 

(   ) น้อยกว่ำหนึ่งชั่วโมงต่อวัน (   ) หนึ่งถึงสองชั่วโมงต่อ
วัน 
(  ) สองถึงสำมชั่วโมงต่อวัน 
(  ) สำมถึงสี่ชั่วโมงต่อวัน  (  ) มำกกว่ำสี่ชั่วโมงต่อวัน 

 
ค ำชี้แจ้ง โปรดเลือกค ำตอบที่ตรงกับควำมคิดเห็นของท่ำนมำกที่สุดเพียงข้อเดียว โดยมีเกณฑ์กำรให้

คะแนน ดังนี้ 1= ไม่เห็นด้วยอย่ำงยิ่ง 2= ไม่เห็นด้วย 3=เห็นด้วยปำนกลำง 4=เห็นด้วย 5=เห็นด้วย

อย่ำงยิ่ง 
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คุณภาพของระบบ 

คุณเห็นด้วยกับหัวข้อต่อไปนี้มากน้อย
เพียงใด 

ไม่เห็น 
ด้วย 

อย่ำงยิ่ง 

ไม่เห็น 
ด้วย 

เห็น
ด้วย 
ปำน
กลำง 

เห็น
ด้วย 

เห็น 
ด้วย 

อย่ำงยิ่ง 

สื่อสังคมออนไลน์มีควำมน่ำเชื่อถือในกำรใช้

งำน 
1 2 3 4 5 

ระบบปฏิบัติกำรของสื่อสังคมออนไลน์

ด ำเนินงำนอย่ำงมั่นคง 
1 2 3 4 5 

สื่อสังคมออนไลน์มีควำมสะดวกในกำรใช้งำน 1 2 3 4 5 

สื่อสังคมออนไลน์สำมำรถใช้งำนได้ง่ำย 1 2 3 4 5 

ระยะเวลำในกำรตอบกลับของสื่อสังคม

ออนไลน์ฉันยอมรับได้ 
1 2 3 4 5 

สื่อสังคมออนไลน์สำมำรถให้ข้อเสนอแนะได้
อย่ำงรวดเร็ว 

1 2 3 4 5 
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คุณภาพของข้อมูล 

 
คุณเห็นด้วยกับหัวข้อต่อไปนี้มากน้อย
เพียงใด 

ไม่เห็น 
ด้วย 

อย่ำงยิ่ง 

ไม่เห็น 
ด้วย 

เห็นด้วย 
ปำน
กลำง 

เห็นด้วย เห็น 
ด้วย 

อย่ำงยิ่ง 

สื่อสังคมออนไลน์สำมำรถให้ข้อมูลได้

ครบถ้วนสมบูรณ์ 
1 2 3 4 5 

สื่อสังคมออนไลน์สำมำรถให้ข้อมูล

ครอบคลุม 
1 2 3 4 5 

ข้อมูลจำกสื่อสังคมออนไลน์เป็นประโยชน์

กับฉัน 
1 2 3 4 5 

ข้อมูลจำกสื่อสังคมออนไลน์สำมำรถน ำไป

ปรับใช้ได้ 
1 2 3 4 5 

ข้อมูลที่ได้จำกสื่อสังคมออนไลน์มีควำม

ทันสมัย 
1 2 3 4 5 

ข้อมูลในสื่อสังคมออนไลน์มีกำรปรับปรุง
ต่อเนื่อง 

1 2 3 4 5 

สื่อสังคมออนไลน์ให้ข้อมูลที่ถูกต้อง 1 2 3 4 5 

ข้อมูลที่ได้จำกสื่อสังคมออนไลน์มีควำม
แม่นย ำ 

1 2 3 4 5 
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คุณภาพในการให้บริการ 

คุณเห็นด้วยกับหัวข้อต่อไปนี้มากน้อยเพียงใด 

ไม่เห็น 
ด้วย 
อย่ำง
ยิ่ง 

ไม่เห็น 
ด้วย 

เห็น
ด้วย 
ปำน
กลำง 

เห็น
ด้วย 

เห็น 
ด้วย 
อย่ำง
ยิ่ง 

สื่อสังคมออนไลน์ สำมำรถให้บริกำร ตำมท่ีระบุ

ไว้ 
1 2 3 4 5 

สื่อสังคมออนไลน์ สำมำรถให้บริกำรตำมเวลำที่

ระบุไว้ 
1 2 3 4 5 

เมื่อผู้ใช้งำนติดต่อสื่อสังคมออนไลน์ ศูนย์บริกำร

สื่อสังคมมักจะเต็มใจที่จะให้ควำมช่วยเหลือ 
1 2 3 4 5 

สื่อสังคมออนไลน์ สำมำรถให้บริกำรได้ทันเวลำ

เมื่อผู้ใช้บริกำรต้องกำร 
1 2 3 4 5 
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ความพึงพอใจของผู้ใช้บริการ 

คุณเห็นด้วยกับหัวข้อต่อไปนี้มากน้อย
เพียงใด 

ไม่เห็น 
ด้วย 

อย่ำงยิ่ง 

ไม่เห็น 
ด้วย 

เห็นด้วย 
ปำน
กลำง 

เห็นด้วย เห็น 
ด้วย 

อย่ำงยิ่ง 

ฉันมีควำมพึงพอใจเป็นอย่ำงมำกกับข้อมูลที่

ได้รับ จำกสื่อสังคมออนไลน์ 
1 2 3 4 5 

ฉันมีทัศนคติเชิงบวกในกำรใช้สื่อสังคม

ออนไลน์ 
1 2 3 4 5 

ฉันมีควำมพึงพอใจในปฏิสัมพันธ์กับสื่อสังคม

ออนไลน์เป็น 

อย่ำงมำก 

1 2 3 4 5 

โดยทั่วไปแล้ว ฉันมีควำมพึงพอใจต่อสื่อ

สังคมออนไลน์เป็น 

อย่ำงมำก 

1 2 3 4 5 
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APPENDIX CHINESE VERSION 

社交媒体质量维度对用户满意度的影响 

  尊敬的朋友们： 

您好，非常感谢您参加此次调查活动，本问卷是一份学术性研究问卷，关心的

是社交媒体质量维度如何影响用户满意度，故我们诚恳地邀请您填写本问卷。

答案没有正确或错误之分，所获得的信息仅为了学术用途，请放心回答。我们

对您的答案具有保密义务，衷心感谢您的参与！ 

   

个人信息 

性别 (    )  男 (    )女 

年龄  

教育水平 
(    ）本科以下  (    )   本科 

(    )  硕士  (    )   博士 

工作 
(    ) 学生  (    )员工   

(    )企业家  (    )自由职业者 

使用社交媒体频率 

(    )每天  (      )一周几天 

(     )一月数天  (       )一月一次 

(     )一个月以上一次 

社交媒体平均每日使用时

间 

(     )低于一小时  (     )一到两小时 

(     ) 两到三小时 (      )三到四小时 

(     )四小时以上 

 

说明：请选择下列陈述的认可程度，答案可分为 5 个等级：1 为“非常不同

意”；2 为“不同意”；3 为“中等”；4 为“同意”；5 为“非常同意”。请

勾选相应的数字。 
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系统质量 

描述 
非常不

同意 

不同

意 

中

等 

同

意 

非常同

意 

社交媒体运行可靠。 1 2 3 4 5 

社交媒体的操作是稳定的。 1 2 3 4 5 

社交媒体使用很方便。 1 2 3 4 5 

社交媒体是用户友好型的。 1 2 3 4 5 

社交媒体的回应时间是可接受的。 1 2 3 4 5 

社交媒体能提供迅速的反馈。 1 2 3 4 5 

 

信息质量 

描述 
非常不

同意 

不同

意 

中

等 

同

意 

非常同

意 

社交媒体可以给我提供完整的信息。 1 2 3 4 5 

社交媒体提供全面的信息。 1 2 3 4 5 

社交媒体的信息对我很有用。 1 2 3 4 5 

社会媒体的信息对我来说是可应用的。 1 2 3 4 5 

社交媒体可以为我提供最新的信息。 1 2 3 4 5 

社交媒体的信息在不断地更新。 1 2 3 4 5 

社交媒体提供正确的信息。 1 2 3 4 5 

社交媒体提供的信息是准确的。 

 
1 2 3 4 5 
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服务质量 

描述 
非常不

同意 

不同

意 

中

等 

同

意 

非常

同意 

社交媒体有能力提供他们所承诺的服务。 1 2 3 4 5 

社交媒体能在他们承诺的时间提供服务。 1 2 3 4 5 

当用户与之联系时，社交媒体服务中心总

是愿意提供帮助。 
1 2 3 4 5 

当用户需要的时候，社交媒体服务中心能

提供及时的服务。 
1 2 3 4 5 

 

用户满意度 

描述 
非 常 不

同意 

不同

意 

中

等 

同

意 

非常同

意 

我对从社交媒体上得到的信息非常满

意。 
1 2 3 4 5 

我对使用社交媒体持积极态度。 1 2 3 4 5 

我对自己和社交媒体的互动很满意。 1 2 3 4 5 

总的来说，我对社交媒体很满意。 1 2 3 4 5 
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