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1. Introduction and study purpose 
As the growth and usage level of Social Network Sites (hereinafter, SNS) become a global phenomenon 

and organisations claim the relevance of enduring social bonds with respect to individuals’ decision-making 
processes (Arenas-Gaitan et al., 2013; Wang & Chang, 2013), the focus of marketing research shifts from 
enticing individuals to adopt SNS to ensuring high-value relationships with others. “In the last few years, 
social media has become an important source of knowledge and enables the creation of the content value 
chain” (Roblek et al., 2013, p.558). In this vein, the intangible cues of online social services imply the 
development of a true relationship-based approach and, consequently, growing calls for research which 
helps us to understand how users’ true-loyalty is formed in SNS.  

Our study firstly designs a research proposal to aid in exploring perceived community support 
(hereinafter, PCS) based on (1) the development of benefits derived from the preferential treatment and 
cooperation between individuals and groups, and (2) high levels of relationship quality (hereinafter, RQ) 
reflected in satisfaction and trust (e.g., Crosby et al., 1990; Hennig-Thurau & Klee, 1997; Hennig-Thurau et 
al., 2002). On the one hand, PCS is made up of feelings of being supported by others in the online 
community, active interactions with it (and its membership groups), and stronger bonds to close members. 
The exchange of mutual support, integration and fulfilment of needs are essential motives for the long-lasting 
existence of SNS (Wellman & Guilia, 1999). Individuals employ online social services because they are 
connected in a person-to-person manner which is more direct and interpersonal, perceive the possibility of 
obtaining resources based on utility and enjoyment from them, and expect to gratify social-emotional needs 
(Rau et al., 2008). On the other hand, the success of SNS is also based on RQ that is considered as a 
foremost marketing concept to predict the enhancing of electronic loyalty, and defined as “the degree of 
appropriateness of a relationship to fulfill the needs of the customer associated with that relationship” 
(Hennig-Thurau & Klee, 1997, p.751). The present study extends previous research on SNS by using a 
marketing framework - the RQ model (e.g. Crosby et al., 1990; Dwyer et al., 1987, among others) - focusing 
on the true commitment phase of the behaviour chain model (cf. Fogg & Eckles, 2007). 

Secondly, over the years scholars have become increasingly aware of the relevance of the non-cognitive 
aspects (e.g., how enjoyable the SNS would be) in understanding attitudes towards use of services (e.g., 
Bagozzi et al., 1999). A main purpose of this study is thus to reveal how the intrinsic drivers are associated 
with a true relationship-based approach. On the one hand, hedonic motivation is conceptualised as the 
pleasure the individual feels objectively when committing a particular behaviour or carrying out a particular 
activity (Moon and Kim, 2001). When this occurs, an individual derives intrinsic enjoyment from the usage of 
the system and tends to continue with it (Igbaria et al., 1996). On the other hand, in order to experience 
intrinsic enjoyment while engaged in online social interactions, members must perceive a balance between 
their competences and the challenges of the activity. Challenges must be above a critical threshold, and self-
efficacy is assumed as a belief of one’s capability to use the SNS (cf. Wood & Bandura, 1989). Otherwise, 
users may become anxious (cf. computer anxiety as discomfort or fear when using the SNS or when thinking 
about using the SNS). 

In this situation of development, a proposal based on Technology Acceptance Model (hereinafter, TAM; cf. 
Davis, 1989; Davis et al., 1992) and flow (essentially defined as an intrinsically enjoyable experience; 
Sánchez-Franco & Roldán, 2005), is designed to describe the main motives that, first, affect SNS 
acceptance and usage and second, make using the SNS a compelling customer-experience. Flow is a 
positive, highly-enjoyable state of consciousness that occurs when our perceived skills match the perceived 
challenges we are undertaking. When this occurs, an individual derives intrinsic enjoyment from the activity 
and tends to continue with it.  

Thirdly, assuming that the study of hedonic-motivation systems such as SNS is still at the initial stage, our 
research also proposes that the success of an SNS is associated partially with its functionality and utility 
(e.g., seeking information). In this sense, the utilitarian nature of SNS is still unclear (Ernst et al., 2013). As 
Constantinides et al. (2013) note, there is not much research about the use of TAM to explain the 
acceptance of social technologies (cf. also Shin 2008). TAM is a prominent theoretical model in the field of 
information systems, “but it has received much less attention and appreciation in communication research” 
(Wang et al., 2012). TAM based on the Theory of Reasoned Action (Fishbein and Ajzen, 1975) and the 
Theory of Planned Behaviour (Ajzen, 1991; Ajzen & Fishbein, 1980) is here utilised to explain which drivers 
are essential to foster community participation in an SNS. TAM has, as the theory most employed in adoption 
and acceptance research (Venkatesh & Bala, 2008), proven to be a useful theoretical model in helping to 
understand and explain use behaviour in IS domain, and it has proven to be parsimonious and robust 
(Pavlou, 2003; Sánchez-Franco, 2006). 

Fourthly, research shows that individual differences influence true relationship-based approaches. 
Differences arising from personal traits are highly relevant for validly predicting behavioural choices of 
services because this variation is at the heart of the customer decision-making process (Holbrook & 
Hirschman, 1982; Roehrich, 2002). Although the study of online social environments became an early focal 
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point for researchers, “they know little about characteristics of individual users who spark communication or 
influence its content” (Huffaker, 2010, p.593). Our research in particular examines the interacting role of 
accumulation of knowledge (e.g., beliefs and opinions) derived from service encounters (e.g., Gefen, 2000; 
Lee & Kwon, 2011; Ng, 2013). Following Casaló et al. (2008), the intensity of the interrelations of our 
research proposal could change over time; i.e., loyalty antecedents might vary according to the members’ 
experience. Therefore, as the benefits of SNS might be evaluated differently by new and long-term 
members, our research suggests examining the relational approach by levels of user familiarity. Integrating 
familiarity – described as “an understanding based on previous interactions, experiences, and learning of 
what, why, where and when others do what they do” (Gefen, 2000, p. 727) – brings about a richer 
understanding of knowledge structures located in the memory of young users of SNS. Familiarity (as a 
dynamic, situation-specific individual difference) is indeed considered to be one of the main drivers of 
individuals’ behaviour, and it is here defined as “an individual’s knowledge regarding other community 
members and their activities within the community” (Shen et al., 2010, p. 52). To sum up, our research 
examines the moderating role of accumulation of knowledge derived from service encounters during 
previous successful interactions (e.g. Gefen 2000; Lee & Kwon 2011; Ng 2013, among others). Given that 
customer familiarity is a significant precondition for validly predicting behavioural choices of technologies and 
services, community managers could effectively enhance customers’ PCS by targeting their underlying 
familiarity. 

Finally, the complexity of individuals’ knowledge structures based on levels of familiarity is measured 
using a Pathfinder network algorithm. The Pathfinder technique is very effective and efficient for the display 
of complex relationships between objects such as sophisticated networks, and it is well established in the 
cognitive psychology literature (Fesel, 2015). Our study precisely investigates beliefs-structures of 
familiarised and non-familiarised users - focusing on how users organise concepts and attributes in memory. 
As a user becomes more knowledgeable in a domain, he/she begins to organise his/her beliefs about PCS, 
RQ and extended TAM by constructing meaningful relationships between beliefs and opinions rather than 
merely accumulating declarative knowledge. 

Next, our study describes the research method that is adopted to analyse the research proposal. The 
results and analysis follow the research design. This paper also outlines the limitations and implications for 
future research. 
  

2. Research questions and Method 
The present study is designed to examine knowledge structures located in the memory of young users of 

SNS. In particular, our present research demonstrates a method of combining opinions and beliefs about 
PCS, RQ and extended TAM into one network representation in the context of SNS, and also analyses 
individual differences based on user familiarity.  

In doing so, it attempts to address the following research questions: What form do the network 
representations between PCS, RQ and TAM take in online social environments? In particular, would the 
associations between the above dimensions be more direct amongst highly familiarised individuals? When 
users log in to an SNS, they exhibit somewhat less logical behaviour as they are probably exploring the 
system. The initial behaviour is quite different from more familiarised behaviours and may manifest itself in 
different representations.  
 

2.1. Participants 
In Spain, 79 per cent of Internet users (under age 55) have a profile on an SNS. Among young adults, this 

percent is higher. Research carried out with young undergraduate students concluded that 91.2% participate 
in SNS (cf. Gómez et al., 2012). 53% connect several times a day and basically agree that the usage of SNS 
is one of their daily tasks.  

Our participants are recruited during the autumn semester 2014 by requests distributed in a variety of 
social sites (i.e., Facebook, WhatsApp, Linkedin, etc). The survey period is 4 weeks. Individuals are asked to 
indicate the SNS that they use. The results show that 85% young respondents use Facebook (i.e., 289 
individuals). Facebook, as the most popular SNS (1.2 billion people around the world). Our research thus 
chooses Facebook as the SNS for the present study. These are 54% male and 46% female. The age range 
is from 18 to 34 years. 

There are several specific advantages to surveying homogeneous samples. On the one hand, the 
research reduces the moderating influences of third-constructs. Representative sampling of subjects is not 
necessary when conducting theoretical user research. Sampling a barely homogeneous group of subjects 
also inflates the error in statistical tests and reduces the likelihood of detecting systematic violations of a 
theory when it is false. In this vein, our research considers a homogeneous sample to ensure increasing the 
internal validity of our findings (Calder et al., 1981). On the other hand, young people are relevant users of 
SNS in comparison to the general population. They use it to communicate with their peers (e.g., Boneva et 
al., 2006). Emerging adulthood is defined as “a state of exploration and instability” (Arnett, 2004, p. 21) which 
defines their identity and intimacy through connections with friends and family members (Subrahmanyam et 
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al., 2008). Descriptive and ethnographic research on the behaviour of young people in Internet highlights that 
SNS are essential for the development of personal identity, mediate in the relationships of young people with 
their friends, partners and broad groups (e.g., Agosto & Abbas, 2010; Ito et al., 2009), boost trust and loyalty 
(Radmacher & Azmitia, 2006), and foster the obtaining of social support (Larose et al., 2001). SNS promote 
social interaction and its reciprocity to attain purposes of communication, enjoyment and socialisation (Leung 
& Lee, 2012; Osorio et al., 2014). 

Our research performs a rigorous data pre-processing to handle anomalies, insincere data, and missing 
values. We firstly exclude questionnaires with missing values or inaccurate values for relevant items (i.e., 26 
questionnaires). We remove the foreign individuals from the dataset (which was less than 1% of the total 
dataset) because of possible influences due to national-cultural scripts. Secondly, K-means clustering allows 
segmenting the data based on members’ familiarity in such a way that the within-cluster variation is 
minimised. The effective sample is analysed using NbClust (cf. R programming language) to identify the 
number of potential clusters in the data. Nine indexes propose two clusters as the best number of clusters 
(cf. Charrad et al., 2014, for a review of used indexes). We also remove possible outliers via K-means 
clustering (i.e., 6 outliers). We get a total number of 253 usable responses. The function Clusplot (cf. R 
programming language) is used to identify the effectiveness of segmenting.  

In Table 1 the high relative group is recognised with higher familiarity (152 individuals), whereas the low 
relative attitude group was identified with a lower level of familiarity (101 individuals). The study is conducted 
using R programming language and software environment for statistical computing. 
 
Tab. 1: K-means clustering. Descriptive statistics. 

Cluster: High n mean sd 

FAM1 152 6.090 0.770 

FAM 2 152 5.760 0.840 

FAM 3 152 5.330 0.940 

Cluster: Low 
   

FAM 1 101 4.340 1.200 

FAM 2 101 3.930 1.130 

FAM 3 101 2.780 1.040 

 
2.2. Measures 

A self-administered questionnaire is used to collect explicit beliefs and opinions about extended PCS, RQ 
and extended TAM, user familiarity, and socio-demographic data. Instrument development consists in 
reviewing the literature so as to identify measures for each construct (Appendix 1). A pre-test assesses the 
suitability of the wording and format, and the extent to which measures represent all facets of the constructs. 
In particular, the questionnaire is pretested with four e-business professors. They assess the suitability of the 
wording and format and the extent to which measures represented all the facets of the constructs. 
Suggestions are incorporated into a second version that is then tested by two other e-business professors. 
No additional suggestions are made. All items use seven-point Likert-type scales ranging from 1, “strongly 
disagree”, to 7, “strongly agree”.  

On the one hand, to investigate the moderating effects, our research conducts sample segmentation 
based on sex and age (18 to 24, and 25 to 34 years old). It compares the means of the same construct 
between groups by sex and age by independent-sample t-tests. Overall, the results indicate no significant 
differences between the groups; thus we pool the data from these groups together. On the other hand, we 
conduct a confirmatory factor analysis (CFA) to test the validity of the constructs, including item loading, 
construct reliability, and average variance extracted (AVE). The study is conducted using R language. CFA 
provides evidence of an acceptable model fit. Composite reliability for all factors in our measurement model 
was above 0.7. The AVEs are all above the recommended 0.5 level. Following Hair et al.’s (1992) 
recommendations factor loadings greater than 0.5 are considered significant. The items in the research 
model have factor loadings greater than 0.5, excepting TRUST7 and PEOU5. Both are eliminated. The 
construct validity is acceptable. To examine discriminant validity, our research compares the shared 
variances between factors with the AVE of the individual factors. The shared variance between factors is 
lower than the AVE of the individual factors, excepting between community participation and community 
integration –i.e., social integration or ‘sense of virtual community’ defined here as the “members’ feelings of 
membership, identity, belonging, and attachment to a group that interacts primarily through electronic 
communication” (see Blanchard, 2007, p. 827). community participation and community integration are thus 
considered as a unidimensional construct named social integration representing both the sense of 
belongingness to and the identification with the SNS -e.g., feeling like my online community is my own- and 
the social community’s interactivity level -e.g., participating in order to stimulate my online community - as an 
effective route to well-being. See Table 2. 
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Tab. 2: AVE, and discriminant validity 

 
FAM C.ORG S.INT TRUST SAT PU PEOU ANX ENJ SE 

FAM 0.728 
         

C.ORG 0.354 0.779 
        

S.INT 0.596 0.759 0.719 
       

TRUST 0.217 0.505 0.450 0.728 
      

SAT 0.538 0.536 0.654 0.552 0.701 
     

PU 0.569 0.610 0.701 0.389 0.676 0.744 
    

PEOU 0.363 0.182 0.305 0.153 0.267 0.392 0.745 
   

ANX -0.318 -0.002 -0.183 -0.106 -0.240 -0.202 -0.096 0.696 
  

ENJ 0.511 0.480 0.611 0.250 0.545 0.614 0.289 -0.309 0.795 
 

SE 0.452 0.038 0.188 0.047 0.264 0.453 0.464 -0.117 0.266 0.910 

Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE). Off-diagonal 
elements are the correlations among constructs. For discriminant validity, diagonal elements should be larger than off-diagonal 
elements. 
Note: FAM: familiarity; C.ORG: community organisation; S.INT: social integration; TRUST: trust; SAT: satisfaction; PU: perceived 
usefulness; PEOU: perceived ease of use; ANX: anxiety; ENJ: enjoyment; SE: self-efficacy. 

 

2.3. Procedure: Pathfinder network scaling 
The Pathfinder network scaling developed by Schvaneveldt et al. (1985a) is a valid approach for deriving 

network structures from relatedness data. Pathfinder’s output is a directionless network, not causal, and the 
proposed model is not necessarily assumed to reflect unobserved, underlying concepts. The literature also 
suggests that Pathfinder network scaling reflects the structure of conceptual domains better than 
multidimensional scaling. The Pathfinder network scaling shows local relations among concepts (local 
structures), “which are psychologically meaningful and possesses higher predictive power of free recall 
performance compared with other multidimensional scaling (MDS) representations” (Lau & Yuen, 2009, 
p.233). MDS’s lack of explicit links makes it difficult to interpret the semantic dimensions. The non-directed 
least-path networks Pathfinder produces allow for analysis and observation of interesting relationships 
between concepts in a particular domain (Kreie et al., 2005). Pathfinder does not force a hierarchical 
structure on the data but identifies meaningful links between concepts (Jonassen et al., 1993). 

The Pathfinder network scaling involves the conversion of a set of relatedness judgments into 
psychological proximities, resulting in a fully connected, weighted network of concepts and relationships. A 
key assumption is the triangle inequality condition; only those links that satisfy this condition appear in the 
final network (Chen & Paul, 2001; Schvaneveldt, 1990). Pathfinder network is a form of structural 
assessment that measures the non-hierarchical interrelationships between the concepts comprising an 
individual's knowledge structure. It works by selecting the pairs with the shortest distance (i.e., greatest 
similarity) between them (either directly or through a path) while maintaining complete interconnectivity 
among all the nodes. Network structures therefore depict more complex interrelationships between the 
concepts comprising the individual’s knowledge structure. 

Similarity measures for item pairs are derived by calculating the cosine measure between the ratings 
vectors for each item with each other items which are previously typified. Our similarity matrix is here 
symmetric, being the distance irrespective of the direction of the relationship between pairs of items. 
Following partly Branaghan and Hildebrand (2011), the resulting matrix is submitted to a Pathfinder algorithm 
(Interlink, 2009) using the parameters of q = n -1 (n is the number of nodes in a network) and r = ∞. On the 
one hand, the r-parameter is the Minkowski metric used to compute the distance of a path. On the other 
hand, the q-parameter (here, 45) specifies the maximum length of a path subject to the triangle inequality 
test. The q parameter is indeed chosen in order to generate the sparsest network possible from the given 
data. The model proposed is conducted using Knowledge Network Organising Tool (KNOT). 
 

3. Results and discussion 
A large number of similarity judgments are obtained from our participants and used to generate a 

representation of their structures based on beliefs and opinions, assumed to represent the assessments that 
individuals have about the various concepts analysed. Structures are based on the premise that individuals 
organise their beliefs into patterns that reflect relationships between them and the features that define them. 
In this sense, two Pathfinder networks, one for the most familiarity and one for the less familiarised users, 
are generated. Pathfinder allows here for the direct comparison of the representations, and such a 
comparison makes it possible to determine the effectiveness of strategies based on true relationships in 
online social settings. 

The Pathfinder algorithm supplies two networks of comparable complexity. KNOT provides graphical 
representations of networks presented in Figure 1. This layout may be used to qualitatively evaluate the 
results. Both networks have been graphically enhanced by Adobe Illustrator CS6. The number of links is 

Page 5 of 15 Kybernetes

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60



Kybernetes

equal to 52 (familiarised users) and 47 (non-familiarised users). The similarities between pairs of nodes in 
one network are compared to the similarities between the same pairs of concepts in another network, which 
provides a measure of the similarity of data sets (cf. Goldsmith & Davenport, 1990). The correlation of the 
data in all the pairs of data files is here equal to 0.845. Our analysis also includes the coherence of each 
data set (0.847, non-familiarised users’ data set, and 0.912, familiarised users’ data set). Coherence values 
reflect the consistency of the data. A low coherence value (less than 0.20) indicates that rates did not (or 
could not) take the rating task seriously (or technical difficulties). In particular, the coherence scores for non-
familiarised users are lower than those of the more advanced users. Since the knowledge structures of 
experts are more organised than those of novices, experts in a given domain should possess relatively 
higher coherence scores (Goldsmith & Kraiger, 1996).  

The similarity between both networks (Goldsmith & Davenport 1990) is determined by the 
correspondence of bonds in the two networks, i.e., the number of bonds in common divided by the total 
number of unique bonds in the two networks. This examines the degree to which a concept in the networks 
analysed is surrounded by similar neighbouring concepts. For our research, this procedure assesses the 
degree to which the non-familiarised users’ elicited structure, defined by the proximity data, approximates the 
familiarised users’ structure. Two identical networks yield a similarity of one (for identical networks -concepts 
are similarly connected in both networks), and two networks that share no links yield a similarity of zero (for 
complementary networks) (Lim & Klein, 2006). In this sense, our research compares the number of links two 
networks have in common (23 links), the number of links in common less the number expected by chance 
(20.634), the similarity measure (0.303), the similarity corrected for chance (0.278), and the probability of 
obtaining at least the number of common links observed by chance (0.000). The results therefore find a slight 
similarity between both networks. Although individuals are subjected to the same 46 nodes for judgments 
and it is expected that there would be commonality between the networks since they all deal with users’ 
behaviour in SNS, our research shows that members differ in the way they represent and bundle their 
networks related to PCS, RQ and TAM.  

In particular, familiarity about the functioning of an SNS is here defined as the number of SNS-related 
direct or indirect experiences with the SNS that has been accumulated by members (cf. Rothaermel & 
Sugiyama 2001), and the familiarised users would therefore emphasise the perceived usefulness, intrinsic 
enjoyment and community participation. In this vein, the three concepts show minimum eccentricities (see 
Figure 1, left side). An SNS should thus be designed to be stimulating to use and to evoke compelling user 
experiences, and enhance the degree to which familiarised users believe that using the SNS helps them to 
attain gains in task performance.  

Familiarised users (in an intrinsic enjoyment state) focus their attention on a limited stimulus field, filtering 
out irrelevant thoughts and perceptions. Users are less concerned with the risks associated with tasks, and 
are likely to feel motivated to act in an innovative and efficient way. In particular, familiarity would affect users’ 
information processing activities in several ways, leading to a representation based on efficiency-based 
service encounters and intrinsic enjoyment - defined as the extent to which participation in an SNS is 
perceived to be pleasurable, exciting, enjoyable, and fun (Ghani & Deshpandé, 1994; Sánchez-Franco, 
2006). First, as users use a service more frequently, they are more familiar with it, reducing uncertainty in 
future decision situations, and enhancing relationships with others by elaborating advanced knowledge 
structures (Bhattaherjee, 2001; Flavián et al., 2006a; Gefen, 2000). Second, familiarised users believe that 
they know an SNS well, showing an individual judgment of one’s capability to use an SNS and more positive 
and enjoyable beliefs and assessments about it. Once users attain a level of perceived ability and control 
with the SNS, they are free to explore its capabilities. That is to say, situations in which challenges and skills 
are perceived to be similar are assumed to facilitate intrinsically enjoyable experiences. Third, Zajonc and 
Markus (1982) propose that familiarity leads to positive assessments of a service. Familiarity required for the 
successful execution of SNS causes a positive reception to the idea of social interactions conducted online.  

In sum, highly familiarised individuals are likely to be less concerned with the usability (i.e., perceived 
ease of use) of SNS, being located in lower centred positions. Likewise, Our research evidences a direct link 
between active participation and community organisation stressing the performance expectancy of such 
interactions with the needs of the community organisation (e.g., responding to calls to support my community 
– as an effective route to wellbeing). Moreover, perceived usefulness is weighed strongly and directly linked 
to intrinsic enjoyment. Although higher perceived control should lead to greater experiential behaviour 
through enjoyment emotional responses, our research shows how individuals do not fully evidence the direct 
interrelatedness (i.e., between intrinsic enjoyment and self-efficacy) in the domain of online social services. 
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Fig. 1: Visualisation of Pathfinder network scaling. Higher familiarity vs lower familiarity  

 
Note: FAM: familiarity; C.ORG: community organisation; C.INT: community integration; C.PART: community participation; TRUST: trust; 
SAT: satisfaction; PU: perceived usefulness; PEOU: perceived ease of use; ANX: anxiety; ENJ: enjoyment; SE: self-efficacy. 

 
Meanwhile, non-familiarised users emphasise items related to perceived ease of use, community 

organisation and satisfaction. See Figure 1 (right side). The key term related to perceived ease of use is an 
essential node in this network as a representation of individuals’ mental models. Non-familiarised users 
describe their structures in terms of the degree to which a person believes that using a SNS would be free of 
effort (cf. Davis 1989) and as a source of support, with online exchange of support being as helpful as 
support provided by offline contacts (Turner et al., 2001). The lower self-efficacy of perceptions among non-
familiarised users can cause an increase in the salience of the effort of expectancy in determining 
behavioural intention towards SNS. Lower self-evaluations might emphasise the consideration of more cues 
related to the degree to which a user believes that using an SNS is free of effort. Whereas familiarised users 
primarily expect an SNS to be mainly useful and enjoyable, and may disregard issues arising from service 
complexity, non-familiarised users primarily emphasise the perceived ease of use and a feeling of being 
assisted by the online community in terms of support needs and resources available to the user (community 
organisation; cf. Herrero and Gracia, 2007). The high perceived risk associated with SNS usage significantly 
reduces non-familiarised users’ perception of the belief in one's effectiveness in performing target tasks (cf. 
here application-specific self-efficacy, cf. Agarwal et al., 2000) and, in turn, ease of use. These users may not 
be willing to accept a complex interface. Community managers should then design a supportive mechanism 
and an affable environment (e.g., enhancing online interaction and communication among members, or 
periodic face-to-face meetings) that more effectively foster the individuals’ self-efficacy. 

Following Schvaneveldt et al. (1985b, p.700; cf. also Meyer & Schavaneveldt, 1976), “two concepts that 
are directly linked are viewed as more similar than are two concepts that are not linked or are indirectly 
linked”. Highly-related concepts consequently end up directly connected, and less-related concepts require 
the traversal of two or more links. On the one hand, familiarised users find the cumulative online social 
interactions rewarding, fulfilling and stimulating. Interactions involve introspective social experiences and 
integration -which refers to concrete involvement in activities. Familiarity results in a (partial) cognitive link 
between participation and community integration via intrinsic enjoyment. Following the previous literature 
about user familiarity would thus present social integration as a second-order construct formed by community 
participation and community integration which exists on the same level as the dimensions, and is inherently 
associated with intrinsic enjoyment. Both dimensions of the social integration construct would be themselves 
constructs conceived as specific components of the general construct they collectively constitute. On the 
other hand, non-familiarised members would not be aware of conceptual differences between the two 
community dimensions, social integration existing as a superordinate second-order construct reflected in 
community participation and community integration –based on the inter-correlations between first-order 
factors forming a system of interdependence that is itself important in measuring the high-order integration. 
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Social integration would be a general concept that is manifested by its dimensions. In this sense, Sánchez-
Franco et al. (2015) also propose a positive covariance between community participation and community 
integration defined as ‘‘members’ feelings of membership, identity, belongingness, and attachment to a group 
that interacts primarily through electronic communication” (Blanchard, 2007, p. 827; cf. also Blanchard, 2008; 
McMillan & Chavis, 1986). 

Furthermore, the importance of privacy in determining online trust should be even greater for categories 
with personal information at risk - for example, online social services - than it is for other online categories 
(Bart et al. 2005). Trust determines the extent to which users engage in a relationship. The perceived risk of 
a relationship is high due to the lack of face-to-face contact (Ridings et al. 2002) when community members 
are still unfamiliar with one another. Non-familiarised users should thus tend to demonstrate a greater 
concern with the risk of online services and SNS anxiety. Contrariwise, when familiarised customers evaluate 
an SNS through fulfilling, gratifying interactions, the need to trust – by developing PCS – becomes less 
relevant (cf. Sánchez-Franco 2009); people may become more willing to accept uncertainty and vulnerability 
as they are able to draw from direct experience, rather than surface cues, to inform their expectations 
regarding the future behaviour of an SNS. To sum up, non-familiarised users are slower in becoming loyal 
users and spend longer deciding to try new services. An expert user of the SNS is more likely to have a 
greater confidence in the SNS than a novice user. Although trust constructs and maintains the exchange of 
ideas in an interconnection (Blau, 1964) when familiarised/expert individuals evaluate an SNS through 
fulfilling, and easy interactions the need to trust disappears. However, anxiety and trust are clearly located in 
the periphery of both knowledge networks. The level of average eccentricity of trust and anxiety is also high 
in the non-familiarised sample. SNS customers overestimate their uncertainties perceptions, underestimate 
their trust between the parties, and could damage the creation of PCS and relational capital which exists 
when individuals have a strong identification and trust in a network (Wasko & Faraj, 2000). A possible 
explanation could lie in users’ desire for users’ popularity. Although lower levels of familiarity in SNS and trust 
in other members should be a significant predictor of higher levels of information control and lower 
information disclosure on SNS (Walrave et al., 2012), members may easily prioritise their desire for 
popularity at the expense of their privacy (Sánchez-Franco et al., 2015). According to Christofides et al. 
(2009, p.342), “despite privacy concerns, individuals disclose a great deal of personal information”. 
Assuming these associative networks, SNS must therefore promote friend groupings, item-level access 
control, block lists and back a range of other techniques for privacy management. 

 
4. Conclusion 

Overall, our research focuses on the association between PCS, RQ and utilitarian- and hedonic-benefits 
among young adults. On the one hand, it assesses the perceptions of young adults who are currently using 
SNSs, focusing on the true commitment phase of the behaviour chain model, and thus assuming that the 
ultimate success of SNSs derives from a long-lasting usage. On the other hand, it proposes that greater 
levels of motivations based on receiving comfort, empathy, and other relationship benefits lead young adults 
to feel that they are being supported by a whole portion of their social community, and stressing a sense of 
emotional involvement with others. In this vein, social capital increases members’ feelings of attachment to 
their SNS and expectations of continuity, so that young adults strengthen relationships with others and obtain 
affective benefits from mutual relationships (cf. Casaló et al., 2007). The amount and depth of support that 
members receive from other members are here positively associated with community participation, a lower 
uncertainty of their relationship quality with it, and an enhancement of community integration. Likewise, 
perceived enjoyment and extrinsic antecedents based on TAM (i.e., perceived ease of use, and perceived 
usefulness) are overall identified as important motivational factors in SNS acceptance and usage. Finally, our 
research proposes the need for focusing on different individual characteristics. 

In particular, to guarantee the community’s survival in the long term, community managers should 
encourage young adults to share knowledge and ideas related to mutual interest, to develop stronger 
feelings of being supported by the SNS and to strengthen their identity, belonging, and attachment to it by 
stimulating (a) the degree to which a member believes that the information obtained from the SNS will 
provide a range of relational benefits that would otherwise be difficult to obtain without participating in it, (b) 
the pleasure the individual feels objectively when practising a particular behaviour or carrying out a particular 
activity, (c) extrinsic motivation that describes an individual’s personal gain associated with the use of a 
particular SNS, and the degree to which a member believes that using the online social service would be 
free of effort to evaluate the virtual community positively. Moreover, our study recommends the analysing of 
isolated subsets of individuals’ characteristics and subsequent behaviours related to PCS, RQ or extended 
TAM based on utilitarian- and hedonic-motives. For instance, assuming here that familiarity is a significant 
cue for validly explaining choices of SNSs, community managers might enhance members’ loyalty by 
targeting their levels of interactions, experiences, and learning of what, why, where and when others do what 
they do (Gefen, 2000). Our research empirically analyses a theory-grounded framework for integrating 
individual characteristics and relational drivers, and it focuses on associative structures evidenced as a 
representation of the most salient loyalty-based concepts by modelling the interactive effects of familiarity.  
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Accordingly, a Pathfinder network scaling algorithm is applied to analyse patterns in proximity data in a 
model which represents them spatially in a network-based graph. Pathfinder networks provide not only a 
fuller representation of the salient knowledge structures than minimal spanning trees, “but also a more 
accurate representation of local structures than multidimensional scaling techniques” (Chen, 2006). This 
study therefore contributes to the analysis of enduring social bonds with respect to individuals’ decision-
making processes as it provides details representing specific relationships between diverse concepts based 
on true-loyalty. The application of Pathfinder to the study of online social services and user behaviour 
appears to have the potential for unveiling the structures (based on opinions and beliefs) of SNS members 
and designing successful strategies for prospective community managers. 
 

5. Implications and future research 
Community managers should attempt to extend their relational models by examining more antecedents 

and understanding more dimensions and quasi moderators that drive users’ continuance interaction and 
active participation. Community managers should search for reliable ways to foster their young members’ 
continuance interaction. Firstly, half of all new members abandon their SNSs soon after the creation of their 
accounts (Li, 2011). It is relevant for community managers to understand the cues that drive the social 
interaction at a deeper level. In this regard, young people with a higher personal innovativeness may dive 
into the technology due to their curiosity and not necessarily base their social integration on the support 
needs and resources available to them. Young people with a higher personal innovativeness might engage in 
a social behaviour that increases participation and integration without adjusting fully to the community 
supports one receives from one's relationships with other members. A lower personal innovativeness trait 
appeared to rely more on feelings of being assisted by the community to intensify affective commitment, that 
is to say, on the perceived usefulness of the SNS in terms of experiences founded on being loved and cared 
for by the other members. Future research should thus focus on individual-level antecedents of social 
integration. 

Secondly, future research does not rely on a marketing viewpoint alone (e.g., RQ) but also on developing 
community tools employing drivers of Human-Computer Interactions (e.g., online design). On the one hand, 
community managers need first of all to ensure that an SNS is technically sound, with good security 
practices put in place to minimise the risks for the initial users. On the other hand, visual design, related to 
hedonic motivations, is becoming one of the most important factors that influences users’ affective 
experiences and their emotional bonds in online social environments (Hassenzahl & Tractinsky, 2006; Kim et 
al., 2009; Tractinsky et al., 2000; Wolfinbarger & Gilly, 2003). Expressive issues become essential drivers 
that provide engagement (i.e., affective commitment) in the use of SNSs. Young adults seek enjoyable 
fulfilment and deep optimal stimulation as part of the usage experience. If young users find virtual 
appearances pleasing, it is likely that both their state of mind and subsequent implied evaluations will be 
favourably enhanced.  

Likewise, TAM-based models have successfully guided many studies in Information Technology, and its 
adoption, acceptance, routinisation and infusion. For instance, perceived ease of use, or usability, is a 
significant key among less familiarised young-adults. SNS should thus simplify the design of their 
appearance and layout to enhance usability, i.e., easier access to information typically increases non-
economic satisfaction. In this vein, an appreciation of only hedonic benefits weakens the understanding of 
the drivers of customer acceptance. ‘‘Information and communication technology that is difficult to learn and 
difficult to use will induce negative emotions (...) and thus generate avoidance behaviour toward technology 
use” (Zhang 2007). In this regard, for non-familiarised young people who learn a ‘new technology’, the 
adoption decision is more likely to be promoted by its perceived ease of use in comparison to familiarised 
members. 

Thirdly, SNSs may result in undesirable consequences (e.g., social rejection, loneliness, cyberbullying 
and diminished personal identity, among others; cf. Walrave et al., 2012). Lower levels of familiarity in SNS 
and trust in other members should be antecedents of lower information disclosure on SNS. However, young 
members may easily prioritise their desire for popularity, and be apathetic to privacy online (cf. Figure 1). 
Accordingly, Park (2011; cf. also Litt, 2013, p.1651) comments that “one’s technical familiarity and online 
experience, in terms of years of usage and daily Internet use, impacted individuals’ privacy strategies”. 
Indeed, despite privacy concerns, young adults disclose a great deal of personal information, and are less 
aware of the risks of sharing personal information and are at risk of harassment by cyberbullies (cf. 
Kornblum, 2007).  

SNSs should therefore allocate efforts to trust-based initiatives that should assist the progressive 
reduction of technological anxiety via environmental security, operational competence, and operational 
benevolence (Johnson, 2007). It is essential to young adults to be aware and knowledgeable about how their 
shared personal information is used by other members. SNSs should first attempt to emphasise trust in the 
goodwill of the management in its users’ affairs, showing a determined willingness to understand and 
comprehend their needs and to be a company capable of promoting social integration. It is essential for SNS 
to give priority to users’ interests and to be reliable —that is to say, order fulfilment and absence of errors. 
SNS should thus prioritise their support for the control perceived by non-familiarised young users by making 

Page 9 of 15 Kybernetes

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60



Kybernetes

available clear rules and management procedures, as well as the required legal aspects and seals of 
approval, as indicators of security, that will reduce levels of uncertainty in their relationship with community 
members. To sum up, “measures should be implemented to raise young Internet users’ awareness of the 
consequences of using personal information inappropriately or making it accessible to too many people 
online” (Casas, Del Rey, and Ortega-Ruiz 2013, 585) by educating members about their personal data with a 
privacy policy and by providing privacy controls. Stutzman, Capra, and Thompson (2011, 597) suggest that 
“users need understandable privacy policies and usable privacy controls”. 

 
6. Limitations 

A key limitation of this study is the use of non-probability sampling. The selection of the respondents 
might have been subject to a sample selection bias and, therefore, possible refinements in this direction are 
advisable for future research. Since the young adults’ perception and intention can change over time, it is 
also relevant to measure these quantities at several points of time. Likewise, our research does not cover the 
full scale of possible options. For instance, it is difficult to generalise this model and extend the results to 
other social settings. Our study is indeed conducted using data from a field survey of Facebook. This 
therefore, limits the external validity of our findings.  

Moreover, the specific cultural context, gender and age may have affected our findings. For instance, 
future research ought to analyse whether the development of feelings of being supported by others in an 
SNS, and an active participation in it are affected by gender, assuming previous evidence (in terms of social 
orientation and behavioural motivation) which indicates that females are more oriented toward interpersonal 
relationships, and have lower perceptions of self-efficacy. In this regard, there are indications that biological 
gender differences in computer anxiety and computer performance are not found in cultures characterised by 
non-masculinisation of the computer. These therefore, need to be interpreted with care.  

To sum up, when future researchers attempt to apply our findings, our study recommends a repetition of 
this research using a wider sample of individual characteristics and cultures, and other social settings. 
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Appendix 1: Measurement scales. 
Constructs/Indicators 

ENJ. Intrinsic Enjoyment (Saadé and Bhali, 2005; Lowry et al. 2013) 
ENJ1. On the whole, interacting via the SNS is pleasurable 
ENJ2. In general, I enjoy interacting via the SNS 
ENJ3. Overall, interacting via the SNS arouses my curiosity 
PU. Perceived Usefulness (Davis,1989; Davis et al. 1992; Lorenzo-Romero et al. 2011; Sánchez-Franco, 2006) 
PU1. I feel that the function and the utility of the SNS are useful for me 
PU2. Using the SNS makes it easier to interact with other users 
PU3. Using the SNS gives me access to a large quantity of information 
PU4. In general, I find the SNS extremely useful 
PEOU. Perceived Ease of Use (Davis,1989; Davis et al. 1992; Lorenzo-Romero et al. 2011; Sánchez-Franco, 2006) 
PEOU1. Learning to use the SNS is simple 
PEOU 2. It’s easy to learn how to use the SNS 
PEOU 3. It’s easy for me to do what I want to do on the SNS 
PEOU 4. It’s easy to remember how to use the SNS 
PEOU 5. Interaction with the SNS is clear and understandable 
PEOU 6. In general, I find the SNS easy to use 
ANX. Anxiety (Harrison and Rainer, 1992) 
ANX1.The SNS make me feel uneasy and confused 
ANX2. Working with the SNS would make me very nervous 
ANX3. I get a sinking feeling when I think of trying to use the SNS 
SE. Self-Efficacy (Venkatesh et al. 2003; Sánchez-Franco and Rodríguez, 2004) 
SE1. When I post new comments, information, experiences, photos, links, etc. I clearly know the right things to do 
SE2. I feel confident posting new comments, information, experiences, photos, links, etc. if there is no one around to tell me what to do 
as I go 
C.INT. Community Integration (Geyskens et al. 1996; Loewenfeld, 2006; Sánchez-Franco, 2009) 
C.INT1. My emotional ties in the SNS I belong to are a key reason why I am still a member 
C.INT 2. I feel at ease in the SNS; the relationships I have in the SNS are very enjoyable  
C.INT 3. I feel a sense of ownership of the SNS; I feel like an integral part of it  
C.INT 4. I identify myself with the SNS I belong to  
C.INT 5. My opinions are generally valued by other members of the SNS where I am a member  
C.INT 6. I feel emotional ties with the SNS I am a member of 
C.INT 7. Interacting with and relating to other members means a lot to me  
C.ORG. Community Organisation (Geyskens et al. 1996; Loewenfeld, 2006; Sánchez-Franco, 2009) 
C.ORG1. I could find people that helped me feel better 
C.ORG2. I could find someone to listen to me when I felt down 
C.ORG 3. I could find a source of satisfaction for myself 
C.ORG 4. I could be able to cheer up and get into a better mood 
C.ORG 5. I could relax and easily forget my problems 
C.PART. Community Participation (Geyskens et al. 1996; Loewenfeld, 2006; Sánchez-Franco, 2009) 
C.PART1. In general, I get actively involved in the SNS 
C.PART 2. I am a member of different groups organised through the SNS, and I participate in these groups 
C.PART 3. I contribute to the SNS by posting new comments, information, experiences, photos, links, etc. 
C.PART 4. In general, I take notice of the comments and contributions of other members 
C.PART 5. In general, I respond eagerly to comments made by other members on the SNS 
TRUST. Trust (Lorenzo-Romero et al. 2010) 
TRUST1. I feel that the SNS keeps the promises and commitments it makes  
TRUST2. I believe that the information offered on the SNS is sincere and honest  
TRUST3. Openness and transparency when providing services to users are characteristics of the SNS  
TRUST4. The SNS is trustworthy  
TRUST5. The SNS acts responsibly  
TRUST6. In general, I trust the SNS  
TRUST7. Posting personal information on the SNS doesn’t really worry me 
TRUST8. I believe that I can trust the SNS  
TRUST9. I feel that the SNS’s behaviour is ethical  
TRUST10. I believe that the SNS is capable of performing its intended function 
SAT. Satisfaction (Flavián et al. 2006b; Janda et al. 2002; Smith and Barclay, 1997) 
SAT1.In general terms, I am satisfied with my experience in the SNS 
SAT2.I think that I made the correct decision to use the SNS 
SAT3.I have obtained several benefits derived from my participation in the SNS 
FAM. Familiarity (Dick et al. 1995; Flavián et al. 2006a; Gursoy, 2001) 
FAM1.Overall, I am quite familiar with the SNS  
FAM2.I am very familiar with the services offered by the SNS 
FAM3.In comparison with the typical user of the SNS, I believe I am quite familiar with it 
SNS: Facebook. 
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