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Abstract

This study is to discuss the differences and causal relationships of the students’
evaluation on surfing the social networks by four different types of universities in
Taiwan and Mainland China. Stratified sampling method based on the regions of
Taiwan and Mainland China and the characters of universities had been used to
survey. 663 valid questionnaires had been collected which 227 samples were selected
from the north, middle, south and east districts and national and private universities in
Taiwan, and 436 samples from north, south, middle, east, southern west, northern
west and northern east districts and “211” and “non-211” universities in Mainland
China respectively. By means of the factor analysis, independent t-test, one way
ANOVA, and linear regression analysis, the research results are shown below:

(1) The university students in Mainland China had higher satisfaction than the
Taiwan students’ on the using quality on surfing social networks, especially on the
functions in the quality aspects. (2) The university students in Mainland China had
higher satisfaction than the Taiwan students’ on the emotional value whereas the
Taiwan university students had higher satisfaction than the Mainland China students’
on the functional value. (3) Some university students in both Taiwan and Mainland
China thought they had been dependent on social networks, especially the students in
Taiwan. (4) The university students in Taiwan had higher using satisfaction and
loyalty than Mainland China students on surfing the social networks.(5) The
university students from “211” universities in Mainland China had higher satisfaction
on the functions and customization of social networks compared to the university
students who were from “non-211 universities in Mainland China and the private
university in Taiwan, also had higher satisfaction on the aspect of interactive
communication than the students in Taiwan private universities. (6) The using quality
and value had positive influence on the overall using satisfaction and dependency. (7)
The overall using satisfaction and dependency had positively influenced each other. (8)
The overall using satisfaction and dependency had summarized the relationship
between using value and loyalty of the universities students.

Key words: social networks, website using quality, website using value, overall using
satisfaction, using dependency, using loyalty
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