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Abstract: The central purpose of the current study 1s to identify the factors affecting Chinese netizen’s intent
to use WeChat, the leading SNS channel in China and to see whether empathy would have a mediating effect
on their use intent. For that purpose, a set of influential factors were extracted from an analysis of previous
researches and a preliminary test was performed to secure the validity of these factors. As far as the data under
analysis 13 concerned, a survey was conducted to a group of Chinese users of WeChat. The collected data was
analyzed by using SPSS/PC+Windows 20.0. Also, the correlation among the factors in turn was examined by
performing a covariance structure analysis through AMOS 21.0. Tt was found that the their use efficacy had
a significant effect on empathy and use intent their interactivity also had a significant impact on empathy and
use intent. Their inter relationship had a sigmificant effect on empathy but not on use mtent their empathy had
a significant effect on use mtent no mediating effect of empathy was found between use efficacy and
interactivity and finally empathy did exert a mediating effect on the relationship between interrelationship and
use intent. Such results are expected to be used as a base data for any effort to design strategies to increase

the number of users and also to unprove the user’s use mtent.
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INTRODUCTION

Recent rapid growth of use of smart phones and
Social Network Services (SNS) have brought about great
changes in the media industry and also in the way how
people are comnected to each other. SNS users make
relationships with a variety of people in the online
networks and show various communication behavior and
gather and spread various new information through
mobile platforms. The development of SNS technology
has demolished the barrers between different types of
media and changed communication forms in the global
media world.

Recent changes m China are extraordinary and they
can be witnessed m the use of SNS m every aspect of
society. WeiXin (WeChat), the leading SNS in China has
shown a rapid growth and it is reported that 80% of
smartphone users which might amount to 600 million, use
this service (CuriosityChina, 2015). At present, WeChat 1s
considered as an indispensable tool to build social
relationship in China. Tt is now developing into a
globalized comprehensive service network it 1s reaching
every corner of the world, adding other services to
the list including online shopping, games, marketing,

online payment services through public platforms and
combiming with other functions such as marketing
channels.

Thus, it should be very meaningful to examine the
Chinese netizen’s use of WeChat to identify their
communication behavior. The results of analysis are
expected to provide base data and theoretical framework
as well. The current research aims to identify the
general characteristics of WeChat and analyze the
factors affecting the user’s use mtent. In particular, the
cause-and-effect relationship among the mnfluential factors
and the mediating effect of empathy will be at the heart of
this research. The detailed list of research goals can be
summarized as follows.

The first question under quiry was ‘What factors
would influence their WeChat use intent?”. The literature
review of past researches of general characteristics of
SN found that major factors are use efficacy interactivity
and mterrelationship. First, a test was conducted to
examine the validity of this set of factors. Also, we aimed
to see which of these factors affect their intent to use
WeChat. Second, we also mtended to see which of
these three factors-use efficacy, interactivity and
interrelationship-influence WeChat user’s empathy.
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Third, we also discuss and see whether Chinese
netizen’s empathy would play a mediating role on their
mtent to use WeChat Their empathy 15 a very
unportant variable for their use of WeChat which 1s a
relationship-oriented service. Thus, it would be an
important question to identify whether empathy would
affect their use intent.

MATERIALS AND METHODS

Theoretical background and hypothesis

WeChat; Relationship-oriented social networking
service: Social media refers to an open online platform
where an individual can share his or her thought,
opinions, experiences and other types of information with
others and thus can generate or expand the relationship
with others (Boyd and Ellison, 2007). This service is based
on technological mechanism that makes personal and
public information-sharing (Ban and Lee, 2011).

In general, social media can be categorized,
depending on use purposes, into a set of types:
communication, collaboration, contents-sharing and
entertainment  types (Choi  and Yang, 2009).
Commurcation in social media mainly aims to mamtain a
weak level of connection rather than strong connection;
users usually share common interests like music, video
clips or pictures with acquaintances or express their
emotions and whereabouts to produce a new network
with strangers (Hong and Oh, 2010).

WeChat, the leading SNS service is an instant
messenger application launed by Tencent Group in 2011.
One can do a real-ime communication via. an online
platform by sending and receiving text messages and
photos with his or her followers and various networks are
supported by the platform. WeChat has already become
a new form of socio-cultural trend. The first thing mn the
morning for many Chinese is to check with WeChat and
it is often the last thing to do before they go to bed. Now,
their communication behavior have changed so much
that they would rather exchange their WeChat 1D
mumbers than their phone numbers (Zhang and TLu,
2015).

WeChat 1s a relatively closed commumcation space
for social networking service in which an individual can
send/receive messages and does various activities of
self-expression (Yong and Huai-Cang, 2014). At present,
WeChat 1s the leading SN'S network whose members well
exceed those of Facebook and Blogs.

Such an explosive growth was possible, since a huge
number of users of the PC-based online messenger QQ
could also use the mobile platform-based network. The
users of WeChat amounted to 300 million in 789 days,

since, the service began. Now, it is reported that 80% of
smart phone users which means roughly 600 million
people, use WeChat service (CuriosityChina, 2015).

As for the age of WeChat users, 86.2% of them range
from 18-35. These people are the main class of consumers
born in 1980°s called post-80 and 1990°s called post-90.
The general characteristics of this particular group might
be explained by such words as individualism and national
pride. In particular, this generation has influenced many
changes and development in society and has also
benefitted from an explosive economic growth ever since
China became belonging to G2 after the reform and
open-door era. It can be stated that most human networks
in China are now working inside the WeChat platform
which also has an enormous power in online marketing.

Influential factors for WeChat use intent: The explosive
growth of WeChat has brought about various researches
on this service from various perspectives. Many
researchers have taken WeChat as a new media channel
and addressed the issue of changes in the way of
communication (Yong and Huai-Cang, 2014). Others have
recently aimed to identify the causes of this explosive
growth and the influential factors for their use mtent.

A few views on the influential factors have been
proposed. First, according to the use and satisfaction
theory (Katz et al., 1973), for example, mass media users
actively consumer the products of media m order to
satisfy their personal desires (socio-psychological
characteristics). In other words, the followers of this
theory would not ask “What would the media do for or to
the media users?” but ‘What would the media users do
with the media?” That 1s, the use of media 1s taken as a
goal-oriented active behavior not as a passive behavior.
Thus, in this view, the users of WeChat use the service as
an active consumption.

Within this theoretical view, the use and satisfaction
of WeChat users may come in various areas: their pursuit
and sharing of information and consequent satisfaction,
satisfaction with their sharing of emotions, satisfaction
with self-exposure desires and satisfaction with their
privacy (Zhang and T, 2015 ). Also, Zhan and Yan (2014)
examined the effect of a set of 6 factors-perceived
easiness, perceived usefulness, meeting expectation,
perceived interest and satisfaction and reported that only
three of them had a significant effect on their continuous
use intent: perceived easiness, perceived interest and
satisfaction.

Another view is Media Systems Dependency Theory
(MSD). According to this theory, media an individual and
social environment are all m dependency relationships.
The more dependent one becomes on the desires satisfied
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by using media, the more powerful the role of media
becomes. This theory assumes three stages of a variety of
systems: a macro level for social environment and media,
a micro level for an individual having a particular
goal or stance in social environment and a meso level for
interpersonal networl.

Next, Innovation Diffusion Theory argues that new
ideas, customs, products or services can be
communicated among the members of social system in the
course of time (Rogers, 1995). Adoption of innovation
would mean the process of using mmovation and it
can be applied to new technology and reception of new
media.

Hsu and Lu (2007) argued in their study of the effect
of mnovation diffusion theory on user’s use mtent that
their use intent 1s influenced by usefulness, easiness and
autonomy and also by an individual’s usefulness and
receptiveness.

Technology acceptance model (Davis, 1989) m turn,
considered perceived usefulness and perceived ease of
use as major factors for acceptance of information
technology and claimed that attitude established through
these elements would affect actual behavior with
behavioral intention being a medating variable
(Adams et al., 1992; Agarwal and Prasad, 1997).

Yang and Hu (2009) on the basis of technology
acceptance model and network externality theory,
analyzed factors affecting mobile use intent. Also, Wu
(2013) in the framework of technology acceptance model,
presented a research model for WeChat user’s acceptance
by appealing network externality, perceived pleasure,
perceived risk, trust and subjective norms.

However, many researches on the use of WeChat
mainly focus on exploratory attempts but very few
empirical researches on the user’s subjective and
psychological perception have been reported in the
literature. A few studies have reported analysis of
influential factors on the basis of technology acceptance
model but more detailed and comprehensive researches
are 1n need (Zhang and Lu, 2015). The current research,
thus, attempted to present a comprehensive analysis
of the reciprocal relationship among the user’s
psychological characteristics, the media’s characteristics
and media environment. The results of analysis are
expected to shed light on the factors affecting the user’s
use intent.

Research model

WeChat use efficacy: Self-efficacy in the Social Cognitive
Theory might refer to one’s belief in his or her own
ability to perform a certain task (Bandura, 1986). In some
researches on adoption of mnovation, self-efficacy could

be defined asthe degree of belief in one’s ability to
effectively utilize an innovative product or service
(Ellen et al., 1991).

In general, expectation for self-efficacy would be
necessary in one’s effort to decide whether to do and
continue to do a certain action. Greater self-efficacy
would lead to active participation, otherwise, one
would passively participate m the action. In particular,
self-efficacy is considered as an important element in most
personal relationship or communication as well as

online commumcation (Jerusalem and Schwarzer,
1992).
Also, many researches have reported that

self-efficacy which can act as a major factor for choosing
a certain behavior and deciding how long one would
continue that behavior had a positive effect on one’s
performance in a specific task (Park and Parlk, 2009,
Eastin and LaRose, 2000). Fan et al. (2013) also reported
that self-efficacy was the most mfluential factor on
downloading mobile applications followed by
perceived entertainment and perceived usefulness being
the least.

General self-efficacy reportedly has a positive
influence on one’s intention to adopt online privacy
protection behavior (Yao and Linz, 2008). According
to protection motive theory (Rogers, 1983) greater
self-efficacy 1s closely connected with greater protection
behavior.

Self-efficacy is a psychological concept closely
connected with actual behavior and thus, it i1s an
important concept for explaining commurnication behavior.
Its defimtion might vary in different researches. For this
study, it might be defined as an individual’s belief in his
or her effective and orgamzed use of WeChat. Based on
the results of previous researches, we have extracted the
following hypothesis.

o H,: use efficacy of WeChat will have a significant
effect on empathy

» H,; use efficacy of WeChat will have a significant
effect on the user’s use intent

WeChat interactivity: Interactivity has been recognized
as a crucial element in developing online public opmion.
Tt refers to the degree to which conversation partners
respond to one another, communication media and posted
messages and also, the degree to which such influences
occur at the same time (Liu and Shrum, 2002). In other
words, it might be defined asthe degree to which
participants in communication control their reciprocal
talks, so that, exchanges of roles can be possible (Rogers,
1986).
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Interactivity has been taken as a property of
interpersonal communication but it has been used as a
crucial criterion distingushing traditional media and
new media, since, the mtroeduction of various
reciprocal media based on the internet (Cho and
Leckenby, 1999; McMillan, 2002). Such interactivity can
play a very mmportant role of sharing and exchanging
opimons/information (Liang and and Lai, 2002). Increased
interactivity would lead to greater use of services and
eventually increased time in online activities (Hanson,
2000).

Moreover, it was claimed that the speed was the
crucial factor directly affecting wuser’s immersion
(Novak et al., 2000). Studies of the use of Facebook
reported that increasing necessity for continuous mutual
relationship would lead to more concentrated immersion
of users. Likewise, many researches have found that
social interaction with others would have a significant
effect on mmmersion (Chang, 2013).

Interactivity on the social media makes it possible to
share information and experiences among users which in
turn can lead to accumulation of social capital (Chang and
Zhu, 2012). The current research, based on previous
studies of WeChat, mtends to test the followmg
hypothesis 2:

« H,; mteractivity of WeChat users will have a
significant effect on empathy

¢ H,, interactivity of WeChat users will have a
significant effect on their use intent

WeChat interrelationship: Human bemgs make
relationships with others in a way or another to satisfy
their desires. In the Self-Decision Theory, relatedness is
one of the three basic desires: one should get his or her
autonomy, competence and relatedness satisfied in order
to grow psychologically, maintain the integrity of
character and psychological health (Deci and Ryan, 2000).
Maslow also claimed that a sense of belonging is one of
the five fundamental desires of human beings whereas
Schutz (1966) argued that a sense of belonging, affection
and control are the human basic desires that they would
like to satisfy through communication with others.

In general, a person with amicable personal
relationship and sound mental health 13 more likely to
have a sigmficant effect on lus or her self-exposure
(Choi and Sin, 2003). Such people are likely to have
emotional affection with CMC environment involving
both online and offline and develop positive
relationship and interaction with others (Park, 2007). Such
a phenomenon might be attributable to the assumption
that perceptual proximity of feeling in the same cyber

space would lead to emotional intimacy and extroverted
establishment of relationship with other people. Also,
perception of being together with others would enhance
one’s internal motivation and enhanced internal
motivation would have a positive impact on one’s external
behavior.

Interrelationship refers to establishment and
development of lasting relationship wath others
(Standage et al., 2003). WeChat, a relationship-oriented
SNS is a very useful tool to satisfy an individual’s desire
for mterrelationship. This offers a communication
enviroment different from face-to-face situations; the
text-based non-simultaneous communication can provide
users with ample time to receive or prepare messages and
also affect the cognitive process of recognizing the
partners and handling the messages (Hancock and

Dunham, 2001). Thus, based on these previous
researches, the following hypothesis were
established:

¢+ H,,: interrelationship of WeChat users will have a
significant effect on empathy

» H., interrelationship of WeChat userswill have a
significant effect on their use intent

Empathy and WeChat use intent: The present research
defines empathy as the degree to which an individual
experiences feelings of lower dimension of empathy. In
general, greater empathy might mean being more
conscious of others and continuous relationship with
others would lead to more empathy. Also, considering
that the satisfaction element of WeChat user’s desire to
share emotion with others is found high, empathy should
be a very important factor to enhance their satisfaction in
establishing social network and a communication network
as well. Hypothesis 4-7 would verify this point:

« H,:
sigmificant effect on their WeChat use intent

» H. empathy of WeChat wsers would mediate the
relationship between use efficacy and their WeChat

empathy of WeChat users would have a

use mtent

»  H; empathy of WeChat wsers would mediate the
relationship between interactivity and their WeChat
use intent

» H. empathy of WeChat users would mediate the
relationship between interrelationship and their
WeChat use intent

In addition, we have determined the research
model based on the assumptions presented in Fig. 1.
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nterrelationship y
H,: Use efficacy—» Empathy—3» Use intent
H,: Interactivity—» Empathy— Use intent
H.,: Interactivity—» Empathy —» Use intent

Fig. 1: Research model
RESULTS AND DISCUSSION

Research design: The cumrent research intended to
identify the cause-and-effect relationship among the
factors affecting user’s intent to use WeChat. For that
purpose, a set of nfluential factors were extracted from an
analysis of previous researches and a preliminary test was
performed to secure the validity of these factors. As far
as, the data under analysis is concerned, a swvey was
conducted to a group of Chinese users of WeChat from
September 25-October 5, 2015. In order to reduce regional
deviation, an online swvey was adopted using the
website: http://www.sojump.com/jq/5876800.aspx. A set
of 316 responses, eliminating some inappropriate ones
from 355 collected ones were used for final analysis.

The collected data was analyzed by using
SPSS/PCHWindows 20.0. First, an exploratory factor
analysis and a confirmatory factor analysis were
conducted, so as to test the validity of the measurement
tools: use efficacy, interactivity, interrelationship,
empathy and use mtent for WeChat. The exploratory
factor analysis utilized a primary component analysis and
VARIMAX rotation method. The reliability of each scale
was verified by using Cronbach ¢. The correlation among
the factors, in tun was examined by performing a
covariance structure analysis through AMOS 21.0.

Measurement tools

Use efficacy: Self efficacy under analysis focuses on an
individual’s belief that he or she can do something with a
certain entity (Eastin and LaRose, 2000). Thus, WeChat
use efficacy means user’s belief that they can do
something with the messenger service. In order to
measure use efficacy for WeChat, we adopted a slightly
modified version of the scale by Davis (1989) and Bae and
Kwon (2011). The measurement items include the
following statements: “Using WeChat, T can easily obtain
mformation and contents.”, “Using WeChat, [ can obtain
useful and interesting nformation and contents’ and

‘Using WeChat, T can easily obtain information and
contents that T need” Each measurement item was
measured on a 5 point Likert scale (1 point for strongly
disagree and 5 points for strongly agree). Cronbach o
coefficient was obtained at 0.682 which is good
enough.

WeChat interactivity: Interactivity might be defined as
the degree to which two or more people respond to one
another to communication media and to posted messages
and such mfluences occur at the same time (Rogers, 1986).
For the purpose, of the current research mteractivity
refers to the degree to which one responds to others in
the WeChat network. To measure this factor, a slightly
modified version of Choi et al. (2012). The measurement
items are as follows: I actively mention, recommend and
comment on other’s messages, I often send my news and
feelings to others and T often forward information and
news to share with others. Hach measurement item was
measured on a 5 point Likert scale (1 point for strongly
disagree and 5 points for strongly agree). Cronbach «
coefficient was obtained at 0.712 which is good enough.

WeChatinter relationship: Interrelationship 15 a
psychological desire to have an intimate relationship with
others. Here, WeChat interrelationship refers to the
degree of relationship with others made in the network. To
measure this factor, Deci and Ryan (2000) and Roca and
Gagne (2008) scales were slightly modified for the current
analysis. The items include the following three
statements: [ feel being loved by friends in WeChat, 1
think I am having a good relationship with others in
WeChat and T enjoy sharing my feelings with my WeChat
friends.

Each measurement item was measured on a 5 point
Likert scale (1 pomt for strongly disagree and 5 pomnts for
strongly agree). Cronbach « coefficient was obtained at
0.599 which is good enough.

Empathy: This research defines empathy as the ability to
share other people’s emotions or feelings. To measure
this factor, Heo and Lee (2010)’s empathy scale with a set
of 10 items was adopted. Each measurement item was
measured on a 5 point Likert scale (1 point for strongly
disagree and 5 points for strongly agree). The following
statements were used as measurement items: ‘T can easily
sense whether another person would like to jom a
conversation’, ‘I can easily understand what another
person is saying and wants to say’, ‘T find it comfortable
to be in another person’s shoes’, ‘T am able to predict
what others would feel’, ‘People tell me that I am good at
understanding what others think and feel” and ‘I can
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easily sense whether others are interested or bored when
I talk.” Cronbach ¢ coefficient was obtained at 0.871 which
is rather high.

WeChat use intent: This factor refers to the user’s intent
to continuously use and recommend the service. A set of
three items used by Venkatesh and Davis (2000) was
adopted for the current analysis. Each measurement item
was measured on a 5 point Likert scale (1 point for
strongly disagree and 5 points for strongly agree). The
measurement items include the following staterments: I will
keep using WeChat service, T will recommend other
people to use WeChat service and I will use WeChat
service more often in the future. Cronbach « coefficient
was obtained at 0.688 which is good enough.

Exploratory factor analysis: Prior to testing the
established hypothesis, the validity and reliability of each
component was examined. First, an exploratory factor
analysis was conducted to verify the differentiative
validity and construction. A principle component analysis
method and a varimax rotation technicque were adopted for
analysis. Hach factor was judged as valid 1f KMO >0.6 and
the commonality value >0.4.

The acceptance criterion for the factor load is
generally 0.3 but the load 0.4 13 normally considered fit
and very significant if it is >0.5 (Joseph, 2006). The current
exploratory analysis of factors on the other hand, raised
the criterion upto 0.6 to secure higher significance. The
criterion for the eigen value representing the explanatory
power of factors was setat 1.

The reliability of all the measurement scales was
examined by using Cronbach’s Alpha index, the statistical
criterion being 0.7 of Nunnally (1978). The reliability test
found the following results. The factor of WeChat use
efficacy consisted of 5 items (factor load = 0.642~0.713,
total variance explained = 44.316%), eliminating item 4 and
5 whose commonality were lower than the criterion.

The 3 items of WeChat interactivity, in turn, marked
the factor load of 0.780~0.832 and the variance explained
of 64.249%. The factor load and variance explained of the
3 items of WeChat interrelationship were 0.688~0.789 and
55.778%, respectively. As for empathy, on the other hand,
the items whose commonality were lower than the
criterion were eliminated and the remaining 8 items
showed the factor load of 636~0.784 and the variance
explained of 52.805%. The dependent variable of WeChat
use intent in contrast was identified as a single factor
consisting of 3 items: the factor load = 0.745~0.845, the
variance explamed = 61.666%.

Test of hypothesis
Goodness-of-fit test of the research model: The present
research established a cause-and-effect relationship

model to examine the relationship among the factors
influencing the user’s use intent: empathy, interactivity
and interrelationship. Also, the mediating effect of
empathy on the use intent was under analysis. Table 1
shows the goodness of fit of the imtial research
model.

The test showed that the goodness-of-fit index did
not meet the required criterion. Thus, we improved its
goodness by eliminating two elements of use efficacy
which were identified as observation variables of
measurement errors with big MI’s (modification indices).
The modified research model was found satisfying the
acceptance standard. Thus, this research adopted the
finalized model as illustrated in Fig. 2 to test the
hypothesis. The results of testing the hypothesis under
analysis are as illustrated in Fig. 2 and Table 2. First,
consider:

s H,; WeChat use efficacy will have a significant effect
on the empathy of Chinese users

The standardized path coefficient between the two
variables was obtamed at 0.045 (t = 0.233, p>0.05) which
indicates that the effect was not significant enough.
Hypothesis 1.2 on the hand was adopted, since, the path
coefficient was obtamed 0.499 (t = 2.625, p<0.01),
supporting the hypothesis that the use efficacy will have
a significant effect on their use intent.

Second, Hypothesis 2.1 assumed that the mteractivity
will have a significant effect on the empathy of Chinese
users. The standardized path coefficient between the two
variables was -0.069 (t = -0.339, p>0.05) which indicates no
significant impact. Hypothesis 2.2, on the other hand was
adopted, since, the coefficient between the two
variables of the interacitvity and WeChat use intent
was obtained at 0.486 (t = 2.819, p<0.01), supporting
the positive effect of the former wvariable on the
latter.

Third, Hypothesis 3.1 stated that the interrelationship
of Chinese users will have a significant effect on their
empathy. This hypothesis was adopted, since, the
standardized path coefficient between the two variables
was obtained at 0.527 (t = 3.232, p<0.001) which signifies
a positive effect of the former factor. Hypothesis 3.2 was
in contrast, dismissed, since, the standardized path
coefficient was insignificant at 0.103 (t = 0.714, p>0.05)
which indicates that the mterrelationshup would not
influence their continuous use intent.

Fourth, hypothesis 4 was tested that the empathy of
Chinese users will have a significant effect on their use
intent. The standardized path coefficient between the two
variables was obtained at 0.302 (t = 3.063, p<0.01) which
indicates a positive mmpact of the former variable. Thus,
this hypothesis was adopted.
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Table 1: Goodness of fit of the initial and finalized research models

Variables y? df p-values RMR RMSEA GFI AGFI NFIL CFI TLI
Initial research model  402.247 179 0.000 0.032 0.063 0.890 0.859 0.848 0.909 0.893
Final version 206.791 120 0.000 0.024 0.048 0.935 0.908 0.902 0.956 0.943
Acceptance criteria - >0.5 <0.5 <0.8 >0.9 =>0.9 =>0.9 =>0.9 =>0.9
Table 2: Results of test of hypothesis

Paths Estimate SE CR p-values Status
Empathy-Use efficacy 0.045 0.193 0.233 0.816 Rejected
Empathy - Interactivity -0.069 0.205 -0.339 0.734 Rejected
Empathy - Interrelationship 0.527 0.163 3.232 0.001 Adopted
Use intent-Empathy 0.302 0.099 3.063 0.002 Adopted
Use intent-Use efficacy 0.499 0.190 2.625 0.009 Adopted
Use intent-Interactivity 0486 0.172 2.819 0.005 Adopted
Use intent-Interrelationship 0.103 0.144 0.714 0.475 Rejected
Use efficacy--+empathy-->use intent -0.016 - - - Rejected
Tnteractivity --»empathy-->use intent 0.027 - - Rejected
Interrelationship-->empathy-->use intent  0.230 (complete mediation) - - Adopted

[Enspathy 1| |Empathy 2]{ Empathy 4| | Empathy 5 || Bmpathy 7 || Bxpathy 8

o

Use efficacy e

Use efficacy 3
Interactivity 1
Tnteractivity 2 _ -

Imterrelationship 1
Interrelationship 2 Interrelationship

Interrelationship 3 [*
Fig. 2: Finalized research model (**p<0.01; ***p<10.001)

Fifth, Hypothesis 5-7 are concerned with whether
empathy would mediate the relationship between the three
factors of use efficacy interactivity and interrelationship
on one hand and their WeChat use intent on the other
hand. The statistical significant of each path coefficient 1s
a crucial criterion for the inquiry. Tt was found, first, that
the standardized coefficient of the direct path from
WeChat use efficacy to their use intent was significant at
0.499 (t = 2.625, p<0.01) but the coefficient of the direct
path to empathy was not significant at 0.045 (t = 0.233,
p=0.05). Thus, hypothesis 5 was rejected.

The same line of thought applied to test the validity
of Hypothesis 6. The standardized coefficient of the direct
path from WeChat interactivity to empathy was not
significant at -0.069 (t = 0.339, p>0.05), although, the
coefficient of the direct path from WeChat interactivity to
their use intent was sigmficant at 0.486 (t = 2.819, p<0.01).
Therefore, Hypothesis 6 was rejected, failing to identify
the mediating effect.

0.30%*
Use imtent 1
Use intent 2
'Use intent 3

— Adopted hypothesi
.......... Rejected h;%g‘thegli:

Finally, hypothesis examines the mediating effect
of empathy on the relationship between WeChat
interrelationship and their use intent. Tt was found that the
standardized coefficient of the direct path from WeChat
interrelationship to their use intent was not significant at
0.103 (t = 0.714, p<0.01) whereas the coefficient of the
direct path to empathy was significant at 0.527 (t = 3.232,
p<0.001). Also, the coefficient of the direct path from
empathy to WeChat use intent was sigmficant at
0.302 (t = 3.063, p<0.01), leading us to conclude that
empathy has a complete mediating effect and to adopt
Hypothesis 7 as shown in Table 2.

CONCLUSION

The central goal of this research was to identify what
factors would affect WeChat user’s use mtent. The set of
factors extracted from a literature review-use efficacy,
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interactivity and interrelationship were under analysis for
their influential power on WeChat use intent. Also, we
made an mquiry of whether this set of three variables
would affect the empathy of the netizens. Fmally, we
aimed to identify whether these SNS characteristics had
an effect on WeChat use intent.

The results of analysis can be summarized as follows.
First, the analysis showed that the use efficacy of the
users of WeChat did not exert a significant effect on their
empathy. However, it was found that the use efficacy of
the users of WeChat had a positive effect on their use
intent.

Such a result seems to be in agreement that
self-efficacy had a positive effect on one’s decision to
perform and continue to perform a certain behavior. Thus,
in order to enhance their use intent, the company should
keep giving their users positive answers to the question
of what they can and would do with the services on the
platform. One way would be to modify and improve their
UT in order to improve the perceived ease of use of
WeChat.

Second, it was found that the interactivity of WeChat
did not have a sigmficant impact on empathy, either. In
contrast, it did have a positive effect on the user’s use
mtent. This result coincides that enhanced interactivity
would lead to increased use of services and eventually
increased online activities in general. What it means might
be that this relationship-oriented service of WeChat
should try to keep satisfying an mdividual’s deswe for
interrelationship with others. In other words, efforts
should be made to let the users believe that they can
maintain and develop relationships with others and within
a community as well.

Third, it was also found that Chinese netizen’s
interrelationship of WeChat had a positive effect on their
empathy. On the other hand, it did not have a significant
umpact on their intent to use WeChat. It means that users
of WeChat showed outstanding empathy ability of
understanding other’s interests or opimons: they
recognize other’s intention to participate in the social
networking service and tend to place themselves in
other’s shoes. Tt might be concluded that the user’s
continuous use of WeChat was an unportant key to their
empathy ability.

Fourth, it was found that the user’s empathy had a
positive effect on their use content. Fifth, the hypothesis
was tested that the effect of ther use efficacy,
interactivity and interrelationship of WeChat on their use
mtent would be mediated by empathy. It was found that
the standardized coefficient of the direct path from use
efficacy to use intent was sigmificant but the path to
empathy was not. Thus, the mediating effect of empathy
to use efficacy was not obtained.

Sixth, empathy did not play a mediating role, either,
for the relationship between interactivity and use intent,
since the standardized coefficient from interactivity to
empathy was not significant, although, the coefficient of
the path between interactivity and use intent was
significant.

Finally, a complete mediating effect of empathy
between mterrelationslip and use intent was 1dentified.
The standardized coefficient of the direct path between
interrelationship to empathy was significant, although, the
coefficient of the path from mterrelationship to use intent
was not.

Such results are expected to be used as a base data
for any effort to design strategies to increase the number
of users and also to mmprove the user’s use mtent.
Further, researches might apply a similar research model
to other social networking services such as Facebook. An
interesting result is expected to be found in such a
comparative analysis.
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