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Relationship Quality Components of Social Network
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ABSTRACT

his research aims to confirm the components of relationship quality of social network. The online

result confirms that the components of
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asef 1: adunsldiulefiedetnedeanaeildmlan

v - o nafildidanausiaiiou
Fulsa % WaIKTN2lan . .
* (BH:UIMN:AUN)
Facebook 52% 5:52:00
Myspace.com 15% 0:59:33
Twitter.com 10% 0:36:43
LinkedlIn 6% 0:12:47
Classmates Online 5% 0:13:55

usaTiaN: The Nielsen Company, Feb 2011.
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Sanchez-Franco et al. (2009) anulinslauazanuisweladewaramdudyon

Cater and Cater (2010) AnNliele MduFuadeuinuasmiudfuan
LAy
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