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Abstract. In recent years, SNS(Social Network Service) has become one of the
most effective communication tools for people. For instance, ‘Facebook’ contrib‐
utes to the phenomenon, and various studies have already been made about the
public SNS. However, public SNSs have some problems including privacy issues
and information overload while being useful for connecting individuals. In short,
the function of public SNSs may not be sufficient for bonding human relationships
or protecting privacy. In contrast, private SNS has different functional features
which compensate the defects of public SNS and promote bonding relationship
with fewer people. Considering the increasing domestic popularity of private SNS
domestically, this study conducted a comparative analysis of 12 typical private
SNSs to find out common features of private SNSs by comparing them with the
features of public SNSs. Specifically, we mainly referred to the honeycomb model
of social media to serve the objective of our study. Finally, we analyze one private
SNS called ‘Band’ based on the key traits of private SNS and make a suggestion
to improve the current service. The present study may provide a theoretical
standard about private SNSs for innovating SNSs that are under overcrowded
condition and we can also judge whether the factors are in accordance with user’s
needs well in our future study.

Keywords: Private SNS · Public SNS · Social capital · Bonding relationship ·
Bridging relationship

1 Introduction

Nowadays, SNSs(Social Network Services) have been regarded as an essential tool in
connecting networks online and sharing various information without any spatial-
temporal constraints. SNSs have developed from the appearance of web service such as
‘SixDegrees.com’ which is considered as the first SNS that lasted from 1997 to 2001 [1].
Since then, more social network services, including ‘Facebook’ and ‘Twitter’, started its
service and Facebook has attained over 1.3 billion users until now [2]. These public SNSs
contributed the connection and the maintenance of networks. However, they have some
problems such as privacy risks and information overload. Even though ‘Facebook’ inci‐
dentally provided privacy control functions which allow users to determine the size of
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privacy exposure (public, friends, only me), these functions are unfamiliar to the users in
the sense of protecting privacy [3]. Most of those SNSs have no restrictions on the number
of friends and the users can make friends online even though they have never met each
other offline. Thus, the public SNS users tend to have lower sense of closeness among the
members in the large networks [4]. Moreover, we can see many people who run the
gauntlet of many unspecified people because of involuntarily written SNS posts, which
is so-called ‘SNS Phobia’. As a result, some of the public SNS users who are trying to
make themselves look better than reality are censoring the contents before posting
messages or visual materials to public SNS. For the side effects from using public SNSs,
new types of SNS are becoming popular among SNS users. These new SNSs tend to have
three attributes; ‘reducing privacy risks’, ‘security of data’, and ‘guaranteed anonymity’.
Some of them compensate the defects of public SNS by reducing privacy risks through
restriction of the number of friends online. The present study focused on the aspect of
‘reducing privacy risks’ which is well known for private SNS such as Path and Band.
Moreover, there are few studies about these private SNSs and finding a specific criteria
to compare public SNS and private SNS is hard. This study mainly compares public SNS
and private SNS by analyzing the key traits of 12 representative private SNSs.

The private SNSs are designed for communication with close acquaintances such as
friends, family, or neighbors in small size communities. Since the initiation of private
SNS called Band, the service has gained over ten million users in a year. According to
one statistical data, the number of private SNS users has increased faster than public SNS
users in Republic of Korea [5]. ‘Path’ and ‘Band’ are two major representative private
SNSs which have the key features of private SNSs. The ‘Path’(2010) is a complete closed-
type social network service considered as the first private SNS in the United States of
America. Specifically, Path limits the number of friends up to 150 for high-quality
connections. This characteristic followed the theory of Dunbar’s Number. According to
Robin Dunbar (1993), the maximum of human relationships to maintain intimate social
relationship is up to 150 people [6, 7]. Furthermore, the users can partly escape from
useless information such as advertisement because ‘Path’ pursuits ad-free social network
which is distinct from ‘Facebook’.

Similarly, ‘Band’(2012) is the most popular private SNS in the Republic of Korea
and other countries in Asia and is also preparing to extend its service to the United States
of America in 2014 [8]. Users can be involved in diverse groups online with various
functions for get-together among acquaintances. In addition, users should get invitation
from friends to join the groups. In addition to these two examples, we analyzed the
functions of ten more private SNSs which have different characteristics to find out
objective common features. Specifically, we referred to the honeycomb model of social
media [9], which defines social media with seven core functional traits, to strengthen
the objectivity of our analysis. In light of these backgrounds about private SNS, we
conducted the study with the following research questions:

RQ1. What are the attributes of private SNS in the view of honeycomb model of social
media?
RQ2. What are underlying factors of private SNS adoption compared to those of public
SNSs?
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The current study compared public SNS and private SNS specifically based on the anal‐
ysis of 12 typical private SNSs which have different target users and functions. The
result of this study will provide theoretical basis for better understanding of private SNS.
Moreover, the author may help users to choose certain private SNS based on their own
needs for enhanced satisfaction.

2 Background

In this section, we explain about basic knowledge of social network services, honeycomb
model of social media, and factors of SNS usage for better understanding of our study
about the private SNS.

2.1 Social Network Service

Nowadays, a variety of information including current issues spreads in a faster rate than
the past through SNS globally. Specifically, ‘Facebook’ is one of the most popular SNS
contributing to that phenomenon and there are a lot of studies relevant to this public
SNS [10]. According to the previous studies, SNS(Social Network Sites) is defined as
“web-based social network sites that allow SNS users to make a public or semi-public
profile within a bounded system, articulate a list of other users with whom they share a
connection, and view and traverse their list of connections and those made by others
within the system” [1]. Above this, a lot of researchers have demonstrated diverse
definitions of SNS. Moreover, six common functions of SNSs are identified by Richter
and Koch (2008) through analysis of several SNSs and the results include identity
management, context awareness, expert finding, network awareness, contact manage‐
ment, and exchange [11]. SNSs are considered as a social network service that individ‐
uals can interact, bridge, or bond with others online without any spatial or temporal
restrictions. In these definitions of SNS, social capital is highly important concept as it
is the main purpose of using SNS for building and maintaining personal relationship.
Other findings also demonstrate that SNS users’ main purpose is social relationship [12].
To be specific, the social capital means the resources formed by relationship among
people in social networks [13]. The social capital serves two main purposes; bridging
social relationship and bonding social relationship [15]. Bridging social capital means
“weak ties” [16] which do not support close relationship between individuals and they
can share new information one another through this connections [14]. In contrast,
bonding social capital refers to ‘‘strong ties” [16] which demonstrates close and intimate
relationship among families or close friends.

In the present study, we divided SNSs into two types; public SNS and private SNS.
Public SNSs such as Facebook and Twitter are convenient tools bridging relationship
with others including family, friends, and even complete strangers. In other words, it
may not increase “strong ties” among users but may benefit in maintaining maintain
“weak ties” [17]. In contrast, private SNSs are designed to interact with close acquain‐
tances such as friends or family. Using private SNSs is a good way for increasing “strong
ties”. For example, some private SNSs (e.g., Path, Daybe) serve a function of limiting
the number of friends in the services. Through this function, services do not allow users

An Analytic Study on Private SNS for Bonding Social Networking 109



to have unrestricted number of friends and let users to manage their social capital more
effectively.

2.2 Honeycomb Model of Social Media

Kietzmann et al. (2011) suggested honeycomb model which defines social media with
seven core functional traits including identity, relationships, presence, sharing, reputa‐
tion, conversations, and groups [9], [18]. Facebook, YouTube, and Foursquare are
typical cases of social media having different functions. With the honeycomb model,
they can be compared each other at a glance by increasing the understanding of social
media. This study also presents guidelines about how firms should set up strategies for
their social media platforms (Fig. 1).

Fig. 1. Original honeycomb model of social media

In the current study, we narrowed the scope of this study about social media by
focusing on private SNS. Specifically, we analyzed 12 representative private SNSs to
find out key traits of private SNSs on the basis of honeycomb model of social media for
the objectivity of our study. We sub-divided common traits of private SNS in Sect. 3 by
comparing the ones with those of public SNSs.

2.3 Factors of SNS Usage

A lot of researchers have tried to find out SNS user’s motivation, intention or usage
patterns through online survey by targeting specific SNS users such as the users of
Facebook, Twitter, and Myspace in different perspectives. According to Richter and
Koch’s findings (2008), SNS users have various purposes and expectations from using
SNS including the following contents. “To keep in touch with others” accounts for the
highest percentage of the purposes (87.1 %) and it is followed by “to share information”
(80.2 %). Aside from these contents, “contact management”, “to share visual materials”,
“expert search”, “to get to know people”, and “to present myself” are main purposes of
using SNSs in order [11]. Similarly, Brandtzæg and Heim’s findings (2009) presented
that the highest percentage of SNS user’s motivation is to expand social relationship
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because of its convenience and easy accessibility. In sequence, it is followed by “keeping
in touch with friends”, “Socializing”, and “Access to information” [19]. Lin and Lu (2011)
demonstrated the integrated theoretical framework which focuses on factors of SNS usage
through combination of network externalities and motivation theory. The study suggests
that network externalities including “perceived complementarity” and “number of peers”
affect “perceived benefit” (usefulness and enjoyment) and enjoyment has a large impacts
on “continued intention to use” by attracting users with inner pleasure [20]. Other
researchers classified SNS usage motivation to “social motives” and “interest motives”
which originates from “contact maintenance”, “social searching” [21] and “contact
interest”, “topic interest” respectively [22]. Through these results, we can notice that SNS
users’ main purpose is social interaction with other people including peers, acquaintances,
and new people. However, we predict that the main factors of using private SNS use are
bonding relationship and privacy protection in the present study.

3 Key Features of Private SNS

In Sect. 3, we analyzed the key features of private SNSs and compared them with those
of public SNSs based on the honeycomb model of social media. Prior to this, we chose
12 representative private SNSs which have the main purpose of bonding relationship
according to their different main functions, features, and target users. We analyzed each
of the characteristics that seemed to reflect the trends of private SNSs and the needs of
users. Through the analysis, we suggest a specific criteria which compare public SNS
and private SNS in Fig. 3 based on their main traits. Specifically, the features of SNS
are characterized by the honeycomb framework. Through the following analysis of
private SNSs, we aim to investigate key common characteristics of them.

Figure 2 represents many kinds of private SNSs which have different functions and
community traits. The centerline in the Fig. 2 demonstrates the community size of each
service. As the SNSs get closer to the right, they show smaller size of community in the
service. Moreover, private SNSs in the proximity of the center line mean higher sense
of belongings to the community in the service. For example, Next door is location based
private SNS designed for communication among neighborhoods in the United States.
Kakao Group and Kakao Story are connected to Kakao Talk which is the most popular
messenger service having over 80 million users in the Republic of Korea. Kakao Group
offers various functions under the management of group chairman. A User who gets
invitation from the chairman can be a group member and this method clearly represents
closed type of the service. Daybe is inactive social network service which set the limit
of the number of friends to 50. Family Book is a family network service instantly inter‐
acting with family members by sharing information, photo, and schedules.

With the comparative analysis of these 12 private SNSs, we could find common
features of private SNSs. Considering the 6 out of 7 traits of social media on the honey‐
comb model (i.e., relationships, groups, sharing, identity, reputation, and conversations),
we suggest 17 key traits of private SNSs with a specific criteria between public SNS and
private SNS. Imprecise items relevant to ‘Presence’ are not contained for the clear
comparison between public SNS and private SNS.

An Analytic Study on Private SNS for Bonding Social Networking 111



• Relationship: (1) Main purpose of relationship; bridging or bonding relationship [23],
(2) The degree of proximity among users; low or high [24], (3) Strength of relation‐
ship; weak ties or strong ties [16], (4) Multiplexity of relationship; high or low [9]

• Groups: (1) The number of friends; 1:1000 + or 1:N, 1:1, (2) The method of joining
a group; open to anyone, approval required or get an invitation from others to join a
group [9], (3) Social network size; large or small, (4) Friends on phonebook list; not
contained or contained

• Sharing: (1) The range of information; wide or narrow, (2) Information load; high
or low, (3) Type of resources; diverse or not diverse, (4) Information diffusion
velocity; fast of slow

• Identity: (1) Disclosing personal profile: necessary or unnecessary, (2) Privacy
exposure; good possibility or low possibility

• Reputation: (1) The number of followers; no restriction or restricted, (2) Social
implications; significant or not significant

• Conversations: (1) Formal arrangement; required or not required

If the characteristics of specific SNS are positively associated with the latter, the SNS
is close to the aspect of private SNS. Furthermore, we can evaluate the degree of enclosed
type with the Fig. 3. As the more traits of private SNS are close to the right, the SNS
shows the higher enclosed type.

4 Application Example

In this section, we aimed to analyze one private SNS specifically based on the attributes
of private SNS in the Fig. 3 and presented recommendation to improve the functions.
We chose Band as an example for the application because the Band provides more
diverse functions than other private SNSs for bonding social networks. Moreover, the
users of Band can create or manage various groups at a time. As we refer in Sect. 1,
Band is the private SNS which has the largest number of users in the Republic of Korea.
Band is designed by NAVER Corporation and originally targeted students for the
purpose of facilitating all kinds of gathering. Contrary to expectations, Band attracted
not only students but also the users in 30 s and 40 s after adding the function to search

Fig. 2. A variety of private SNSs
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for alumnus. According to the main functions of Band, the users can be a member of
diverse groups after they get invitation from members in each group. The invitations
can be sent to specific person through various methods including sharing links, phone
numbers, and particular messenger services. The users can maintain their social rela‐
tionship online with various functions including group chatting, bulletin board system,
photo, group calendar, and even voting for major decisions to make in the group. With
these functions for get-together, the Band clarifies its concept of gathering online
(Fig. 4).

Given honeycomb model of social media [9], the Band is the most specialized in
relationships, sharing, groups, and conversations (Fig. 5).

Fig. 3. Public SNS vs Private SNS

Fig. 4. Main functions of Band
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To be specific, Fig. 6 represents the relevant characteristics of Band by identifying
the main attributes of Band and the degree of its enclosed-type. Similarly, we also
analyzed Path in the same way because comparing Band and other private SNS may
present other theoretical supports to upgrade each of the functions. We chose Path
because of its considerably high satisfaction from the Path users. (Path has 7 times more
users than Band and gets 4.4 out of 5 stars in the rating of satisfaction.) The Path
demonstrates complete enclosed-type and functionalities of it are identical to Band (e.g.,
relationships, sharing, groups, and conversations). The Path mainly features limited size
of community and respects privacy with a simple interface. A comparison between Band
and Path clarifies important elements of private SNS.

Fig. 5. The functionalities of band

Fig. 6. The features of band
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Further analysis showed that one shortcoming of Band is maximum limits of groups
because each group can invite up to 1,000 people. It is considered as the element which
obscures the main concept of Band despite of its useful functions for get-together. In
other words, it is hard to enhance connectedness in such a big community like public
SNSs. However, if the users who want “strong ties” join small size of groups, they will
get high satisfaction from using Band. Thus, we suggest that Band needs to reduce or
limit the size of community like that of Path for the main concept of Band, high-quality
connections.

As we have mentioned earlier, Band expects to expand its service to the United
States. As Band has attracted different age groups by adding one function of searching
alumnus, additional functions which reflect other cultural traits should be added for
successful expansion of the service to other countries. This study will contribute users
in other countries to notice the possibility of high-quality connections through private
SNSs. To summarize, the present study suggests 17 key traits of private SNSs by
comparing them with those of public SNSs. As these features reflected the common
functions of classic 12 private SNSs, we were able to consider the results to upgrade or
develop the other kinds of private SNSs having proper functions for the users.

5 Discussion

A lot of researchers in communication, psychology and computer science field have
studied about SNS by focusing on its functions, social influence or human behavior
while using it. However, a fair number of the studies focus on public SNSs such as
Facebook and Twitter. In the current study, we studied on private SNSs which have
different functions, features, and purposes of using it. First, we researched about the
types of private SNSs and organized its functional traits by comparing them with those
of public SNSs to better understand private SNS. We analyzed each of the features and
interface elements in the most representative 12 private SNSs so far with 17 key features
of SNS to find out popularity common factors. Specifically, we mainly referred to the
honeycomb model of social media suggested by Kietzmann et al. to study more in depth
and increase the objectivity of our study. The current study will provide theoretical basis
about private SNS for innovation of SNS which is in overcrowded condition. This may
give SNS developers some insights to improve their social network services by identi‐
fying how well the current private SNSs are reflecting the users’ needs. Moreover, we
may figure out how they can further satisfy private SNS users’ needs through the analysis
about ideal functions and traits of the SNS.

Aside from public SNS and private SNS, there are other kinds of SNS having
different targets such as vertical SNS and anonymous SNS. As the sorts of SNS became
far more diverse than ever, SNS usage patterns are also changed to use different SNSs
together according to their functions and purposes. This means that we need to extend
the scope of our study to those SNSs which may reflect other needs of the users. We
also raised a question about how can we make the best use of SNS for our ideal social
relationship. Moreover, it will be interesting to find out ideal social network size on
private SNS for bonding relationship in the light of ‘Path’ and ‘Daybe’ which give the
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constraint to the size of community. For this study, we may refer to ‘Dunbar’s number’
[7] and ‘The new magic number’ [25] which focused on community size with intimacy
offline and online respectively.

6 Conclusion

Although private SNSs have rapidly gained popularity, public SNSs such as ‘Facebook’
is still in a superior condition than other SNSs. Specifically, the number of Facebook
users is over 1.3 billion internationally and it is still increasing in number. Facebook
also consistently updates its functions considering users’ various needs. Furthermore,
there are a fair number of users who are using those two types of SNS (public SNS and
private SNS) together because of their different advantages. Through this point, we could
notice that SNS users have multiple needs for social interaction with others by
building and bonding own relationship at a time. In that various applications are
already developed to satisfy user’s diverse needs, there will be more attempts to
enhance user’s satisfaction in one social network service. Specifically, it is important
to consider the advantages of each SNS with thorough analysis of user’s requirements.
According to Clay Shirky, the society with the most desirable network effects is taking
advantages of high-density and low-density network evenly [26]. We recommend public
SNS users to use private SNS together for effective social relationship by expanding and
bonding social networks concurrently. Through this study, we predict a possibility of
new trends of SNS to have each advantage of public SNS and private SNS before long
for far more effective online social networking internationally.
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