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Abstract

This study focuses on determining the significance of the factors which
influence Chinese student users’ intention to switch between SNSs, to analyze
the reasons for the inability Chinese SNSs to hold and retain their users.

This research used quantitative. 220 questionnaires were distributed to the
respondents in those four universities. The respondents are individuals from
China who are currently studying in Malaysia. Of the 220 questionnaires
distributed, 200 were completed and returned. The data were analysed using
SPSS software version 20. Factor analysis and reliability testing were
conducted to test the validity and reliability of the questions before proceeding
in analyzing the data. In order to check the relationship and significance of the
independent variables to the dependent variable, correlation, linear regression,

and multiple regression analysis were used.

Based on the results of this study, Dissatisfaction, Switching Cost and Relative
Attractiveness are all significant factors which has influence with the dependent
variable: Switching Intention. In addition, both dissatisfaction and relative
attractiveness are positively correlated with switching intention. Switching cost

is the only one negative factor in this study.
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Chapter 1: Introduction
1.1 Background of the Study
1.1.1 Overall Background

Personalized Web services have gradually assimilated into the mainstream
Internet activity, especially the development of Social Network Sites (SNS), in
recent years, SNS is a new breakthrough Internet application that promotes
interpersonal communication. SNS first became popular among young adults
and later spread to other social groups; people have then come to accept the
Internet as a tool for social activities. Pew Research Center conducted a survey
of American young adults regarding their Internet use and found that more than
half of the respondents use SNS (Lenhart et al., 2010). For example, Facebook,
provides a platform for the younger generation to maintain social ties that are
relevant to the school experience. Facebook, launched in 2004, has already
become one of the most critical tools for social communication. To date, there
are more than 400 million active users logging into facebook.com at any given
moment, compared to 12 million users in 2007. Among all of these users, more
than 35 million people update their status and spend 10 to 30 minutes
communicating with people on their “Friend List” daily (Facebook.com, 2013).
Though the total number of SNSs has been growing rapidly in recent years,
some SNSs have closed down or are facing financial problems due to intense
competition. For instance, SixDegrees.com, launched in 1997, was recognized
as the pioneering Social Network sites but was closed in 2000 because it failed
to sustain its business. Friendster.com, which was launched in 2002 but
received little traffic in the US, was warmly received in Asia (Boyd and Ellison,
2007). Pownce, launched in 2007, was a free social networking and micro-
blogging site taken offline at the end of 2008. Bebo, generally considered to be
a young User Profile - mainly school-age children, has also been lost:
Independent User drop by 24 per cent to 9 million years by April 2009. Its
parent company, AOL, has decided against investing further on the venture and
is contemplating either selling the website or simply closing it (Arthur and Kiss,
2009). As the social networking stage is rife with heavy competition, it is

important for service operators to retain their current customers. Furthermore,
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attracting new users is considered on important mission. However, existing
research on SNS mainly concentrated on the users’ intention to participate in
(Park et al., 2009; Shin and Kim, 2008), the motivation for using SNS among
late adolescents (Barker, 2009), and the assessment of the impact of using
SNS on teens’ well-being (Raacke, 2008). However, few studies have shed light
on users’ behavior toward SNS services. In the service literature, online service
switching has captured researchers’ interest (Kim et al., 2006). User turnover
affects the success of an SNS and is therefore crucial in understanding the
factors influencing the users’ switching intention and behaviour. The most
important objective of this study is to determine the significance of the factors
which influence users on their switching intention. For SNS service providers,
understanding the behavioral intention of SNS users can help them design

features for a target group of particular users and hence sustain their business.

1.1.2 What is SNS?

The social networking sites, is a kind of website which has multiple users which
enable them to share, publish themselves and to connect with their friends or
others who like to sharing or publishing as well.

According to Nagra and Gopal (2013): SNS is being used widely in the world,
users treat it as an important platform for connecting with other in the world.
Furthermore, SNSs are a type of online social media platform website which
includes blogs or micro blogs, but the SNSs have different characteristics,
which make them unique and these are notable reasons for their success
increased in the majority of countries. According to Boyd and Ellison (2007),
SNS covers three main areas. First, it discloses in public or semi-public the user
profile, second, it aims to share with other users with the user list information,.
Third, visibility and wire connection links, allow users to extend their social
networks beyond their direct contact.
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Launch Dates of Major
Social Network Sites

{Joumal of Computer-Madiated Communication)

Figure 1: Launch Dates of Major Social Network Sitess

Source: http://www.marklund.no/the-launch-dates-of-major-social-networking-
sites/ Marklund (2009)

Based on the above figure 1, it can be seen that many different types of SNSs
were launched from 2002 to 2006. The Facebook was first time launched in
2004 as the social network site of Harvard only. Then in 2005, Facebook was
launched again as the high school networks, with the high development speed
of SNS industry, Facebook was launched one more time in 2006, and it became
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1.1.3 Major SNSs in the world

Facebook is one of the fastest growing social network sites in the world. It was
first introduced in February 2004 as the Harvard online social networking site.
Thls site was first time to the general public in 2006 from a college confined
registration condition. In 2006 the numbers of Facebook users was more than
12 million in the world and it reached 350 million in 2009 (Abro, 2014). In 2014
Facebook is used by more than 1.3 billion users across the globe (Facebook
statistics, 2014). Facebook is basically an online social network site where an
individual could transfer and share information, knowledge, news, video clips,
ographs, personal information, and contact their new and old groups of
1ds with one another. (Sheldon, 2013)

The social networking sites have provided many things such as audio and
al capabilities comprising of web-blogs, wikis, social bookmarking, media
res, information spaces, Feeds, micro-blogging sites. Facebook and
cedIn have abilities to facilitate communication and interaction online. There
clear trend among users to hold the above social media sites particularly at
|, college and university level. It has changed communication patterns

1 at local level (Armstrong, 2008)

-are many different types of SNSs which are being used around the world.
t every country has its own local SNSs, but only a few SNSs are widely
d around the world, for example, Facebook and Twitter. For now, Facebook
e most popular and attracts the biggest group of users in the world.
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