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Abstract 

Mobile Internet is coming. The social networking site application (SNS app) has become an important portal for users 

accessing social networking services. Based on the point of view of existing social network users, this study integrates 

the technology value-based adoption model and social influence to propose a framework to investigate factors 

influencing the use intention of the SNS app. A sample of 223 subjects surveyed from Facebook, it was found that 

user’s perceived value regarding the SNS app positively affects the use intention of the social networking app. 

Usefulness and Technicality provided by SNS app positively affects perceived value of the app. In addition, user 

perceived social influence also positively affects the use intention of the social networking app. Results not only 

advance knowledge related to social network research, as well as provide practical advice to social networking 

companies. They also suggest how to attract users to continually participate in social networks. Increase activeness and 

stickiness is critical for social network companies to facilitate long-term development. 
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1. Introduction 

With the rapid advancement in information and communication technology (ICT), social networking sites (SNSs) have 

seen rapid growth and become a global phenomenon (Pornsakulvanich & Dumrongsiri, 2013). SNSs are an important 

topic, and they can help preserve our social relationships (Bohn, Buchta, Hornik, & Mair, 2014). The development of 

many mobile devices and applications has increased the convenience in the daily lives of many people (Chaouali, 2016). 

SNS apps are the some of the most popular and widely used on mobile devices and smartphones (Wu, Tao, Li, Wang, & 

Chiu, 2014; Nikou & Bouwman, 2014). The adoption of smartphones to browsing SNSs has been a phenomenon (Wu et 

al., 2014). Through mobile apps, anyone can use the mobile Internet or wireless services to access SNSs (Zheng & Lee, 

2016).  

Mobile social networking sites (MSNSs) are more time sensitive and location sensitive than social networking sites 

(Kaplan, 2012). Users can use mobile and wireless networks to extend the reach of SNSs and generate more interactive 

opportunities (Arnaboldi, Conti, & Delmastro, 2014). Nikou and Bouwman (2014) show that MSNs applications are 

some of the most popular applications.  

Therefore, determining how to engage users in community service, increase activity, and increase retention can help the 

long-term development of the SNS industry. In this study, we investigate SNS users to obtain deeper understanding of 

use intentions and to explore the most influential factors. 

Most of today’s SNSs offer the three following features in some form: (1) allowing users to construct a public or 

semi-public image within a limited system, (2) permitting users to connect with a group of users who are willing to 

share messages, and (3) allowing users to observe and trace linkages established by others in the community system 

back to themselves (Boyd & Ellison, 2007). SNS users send and receive information by posting, sharing, and messaging 

through computer-mediated communication. SNSs are used to transmit information and feelings between users.  

The technology acceptance model (TAM) has been used to explore intentions to adopt new technology. The 

characteristics of a system include the users’ perceived usefulness and perceived ease of use, and the final effect is the 
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behavioral intention to use the technology (Davis, 1993). However, the human-based of interactions and mobile 

technologies (e.g., mobile SNS), TAM may not provide accurate or sufficient understanding of user intention (Nikou & 

Bouwman, 2014). Prior literatures investigated technology for work purposes, and the users were mostly employees 

within an organization. Therefore, this study follows the guidelines of H. Kim, Chan, and Gupta (2007) and uses a 

value-based adoption technology model. The model is explores the benefits and sacrifices of new technology according 

to users based on the formation of perceived value and the use intention of an SNS. 

Social influence provides a complementary view of attitudes toward a new technology (Venkatesh & Davis, 2000; 

Moore & Benbasat, 1991). The group relationships in SNSs influence the use intention through social factors (Cheung, 

Chiu, & Lee, 2011). The behavior of individuals is likely influenced by others around them, and obedience or 

compliance with the actions of others is called social influence or the bandwagon effect (Jahoda, 1959). SNS apps can 

be seen as a new type of information technology, and recommendations from friends and family can affect use intention. 

Therefore, this study explores social influence in the research model, including whether the willingness of individuals to 

use an SNS app is influenced by others. 

2. Literature Review 

2.1 Technology Value-Based Adoption Model 

According to H. Kim et al. (2007), the usage of new technology for individual purposes is different from the 

work-demand-oriented usage discussed for the traditional TAM. Therefore, specific attention is needed for the economy, 

marketing, accounting, and financial domains. Analyzing the customers’ perceived value is particularly important. The 

information systems and marketing literature shows that perceived value is one of the most significant factors in use 

intention (B. Kim & Han, 2009; Shin, 2009; Anckar, Carlsson, & Walden, 2003). According to the utilitarian view, 

customers’ perceived product value is a combination of acquired value and transactional value (Thaler, 1985). Customer 

value theory divides product value into functional, social, emotional, novel, and situational value (Sheth, Newman, & 

Gross, 1991). H. Kim et al. (2007) explore the factors that influence use intention of mobile networking from the 

customer’s point of view by constructing a technology value-based adoption model, which combines the use of 

technology with the exploration of value. Ngai (2007) used the technology value-based adoption model to examine the 

value of mobile networks and communication technology in a new form of economic and market research to understand 

customer choices and decisions, as well as to maximize the value of user behavior.  

The technology value-based adoption model points out that perceived value is affected by benefit and sacrifice. 

Perceived value has been defined as the evaluation of a product’s overall utility (Zeithaml, 1988). Benefit is divided into 

external perceived benefit (e.g., usefulness) and internal emotional benefit (e.g., enjoyment). These two types of 

perceived benefit have a positive impact on the perceived value by the user. Sacrifice is divided into money sacrifice 

(e.g., perceived fees) and non-money sacrifice (e.g., technicality). Both types of perceived sacrifice are negatively 

correlated with perceived value. Finally, the perceived value by the user has a positive impact on the user’s intention to 

adopt a new technology.  

In this study, the perceived value of SNS apps is defined after asking volunteers to use the app, who were then asked to 

evaluate the app overall. If users believe the app has high value for meeting their social demands, then they will be more 

likely to use it. Therefore, we predict the following: 

H1. The perceived value of the SNS app positively influences the use intention of the app.  

H2. The usefulness of the SNS app positively influences the perceived value of the app. 

H3. Enjoyment of the SNS app positively influences the perceived value of the app. 

H4. Technicality of the SNS app positively influences the perceived value of the app. 

2.2 Social Influence 

Interpersonal interactions and the social influence of members of SNSs are a necessary part of SNS studies 

(Dumrongsiri & Pornsakulvanich, 2010). Social influence refers to how an individual is influenced by the behavior of 

others in a social network in order to conform to social behavior patterns (Venkatesh & Brown, 2001). Social influence 

can be achieved through three different processes: compliance, internalization and identification (Kelman, 1958). 

Compliance refers to the occurrence of a feeling that social members wanting an individual to perform a particular act, 

and that member of the social have the power to reward or punish for them (Venkatesh & Davis, 2000). Internalization 

refers to an individual accepting the influence because they think it helps to increase their self-value to achieve their 

goals (Dholakia, Bagozzi, & Pearo, 2004). Identification refers to an individual establishing or maintaining a 

relationship with another person or group and to adopting his or her action or opinions (Kelman, 1958).  
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There are two kinds of social influence: informational social influence and normative social influence (Deutsch & 

Gerard, 1955). Informational social influence refers to an individual obtaining real evidence from others, believing the 

information, and considering the information provided is sufficiently believable. Normative social influence refers to an 

individual wanting identity with other people, so they follow the expectations of the group, they do not think about the 

reliability of the information, and they accept all of it. Information social influence occurs through the process of 

internalization of individual behavior, but normative social influence occurs through the process of compliance and 

identification. 

Social influence is one of the most important factors in exploring user acceptance of the mobile SNSs (Nikou & 

Bouwman, 2014). The integrated UTAUT (unified theory of acceptance and use of technology) points out that social 

influence is one of the main factors that affect the use intention of technology (Venkatesh, Morris, Davis, & Davis, 

2003). Lu et al. (2005) propose that social influence is also one of the factors in the usage of wireless mobile technology. 

Social influence has also been used to study the adoption intentions of an advanced mobile service (López-Nicolás, 

Molina-Castillo, & Bouwman, 2008) and the intention to participate in a virtual Facebook community (Cheung et al., 

2011).  

In this study, defined social influence as a user’s belief that they should use the SNS for the consideration of people who 

are important to them. When most of a user’s friends and using an SNS app, he or she is more likely to be encouraged to 

use the SNS app through a process of compliance or identification. Therefore, in our study we hypothesized the 

following: 

H5：Social influence positively influences use intention of the SNS app. 

The study offers the research model as Figure 1. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Model 

3. Research Methods 

In order to validate the research model, this study examines the most popular SNS in Taiwan as a survey source 

Facebook. The sample is collected in Taiwan in May 2015 using an online questionnaire. Facebook offers an online 

social interaction platform for users to update about their individual situations, send messages, posts, share photos and 

images, and “like” what their friends post. Taiwan’s Facebook averaged at 18 million monthly active users, 16 million 

mobile monthly active users, 13 million daily active users, and 12 million mobile dives user (Udndata, 2016). A sample 

of Facebook users was surveyed for this study. 

This research uses AMOS and SPSS statistics tools analysis data. We use SEM (structural equation modeling). We use 

statistics, reliability and validity analysis, and SEM analysis. The research items are coded on a five-point Likert scale 

ranging from strongly disagree (1) to strongly agree (5).  

4. Data analysis and Discussion 

4.1 Descriptive Statistics Analysis 

As many as 223 subjects participated in the survey. The demographic statistics (Table 1) shows more men (60.09%) 

than women (39.91%). The age of the respondents is mostly 15-34 years old (88.35%). Almost all respondents have 
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higher education (university, college, and graduate school). Most of the respondents are students, service workers, 

information technology workers, and public servants. 

Table 1. Demographic statistics data (N=223) 

Measure Items Frequency Percentage 

Gender 
Male 134 60.09% 

Female 89 39.91% 

Age 

<14 1 0.45% 

15-24 124 55.61% 

25-34 73 32.74% 

>35 25 11.20% 

Education 

Middle school or below 1 0.45% 

High school 4 1.79% 

University 116 52.02% 

Graduate school or above 102 45.74% 

Current profession 

Student 143 64.13% 

Service industry 26 11.66% 

Information technology industry 16 7.17% 

Public servant 13 5.83% 

Construction Industry 9 4.04% 

Financial industry 6 2.69% 

Others 10 4.48% 

4.2 Common Method Variance 

The common method variance (CMV) is the “variance that is attributable to the measurement method rather than to the 

constructs the measures represent” (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). To avoid any potential CMV in 

the results, we adopted Harman’s single-factor test (Harman, 1967). The method has been used in many studies 

(Podsakoff, Todor, Grover, & Huber, 1984; Green & Organ, 1973). The method loads all 20 items from each of the 

constructs into an exploratory factor analysis (EFA) and tests the un-rotated factor analysis results (Podsakoff and 

Organ, 1986). In the test results, we found that three factors were extracted. The first factor’s explanatory power is 

47.327%. Because the power is less than 50%, the result is not significant common method biases.  

This study uses confirmatory factor analysis with a single factor to retest (Mossholder, Bennett, N., Kemery, & 

Wesolowski, 1998). The method loads all items to single factor to testing, and it is not over 0.5 for all the items. The 

analysis is not a general factor. The results indicate that CMV does not occur. The goodness-of-fit indices of the 

single-factor model are χ2/df = 5.545, goodness-of-fit (GFI) = 0.674, comparative fit index (CFI) = 0.727, root mean 

square error of approximation (RMSEA) = 0.143, and adjusted goodness-of-fit (AGFI) = 0.598. The standard is not 

significant ( χ2/df < 5 (Bollen, 1989), GFI > 0.80, CFI > 0.90, RMSEA < 0.08 (Browne & Cudeck, 1993), and AGFI > 

0.80 (Scott, 1995)). The result shows that the single factor model and analysis data have a poor fit. In this study, no 

significant CMV question exists.  

4.3 Measurement Model Analysis 

The research model was tested using SEM with SPSS and AMOS software. The measurement model was used to test 

and validate the hypotheses. In the first step, the measurement model was estimated using confirmatory factor analysis 

(CFA) to test the reliability and validity of the constructs. All the items have shown appropriate factor loadings with 

values greater than 0.5 (Hair, Black, Anderson, & Tatham, 2005). The results for testing the construct and convergence 

validity include Cronbach’s alpha (Cα), the composite reliability (CR), and the average variance explained (AVE). The 

values of Cα for all our variables were well above the recommended level of 0.7 (Numally, 1978). Furthermore, the 

recommended criteria for a scale to be considered reliable indicate that CR should be above 0.7 and AVE should be 

above 0.5 (Fornell & Larcker, 1981). The discriminant validity was well above the recommended value (Hair et al., 

2005). The results have shown in Tables 2 and Table3. 
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Table 2. Factor loading (N =223)  

Constructs Items 
Factor 

loading 
Average 

Standard 

error 

Use Intention of 

SNS app (INT) 

USE1. I am satisfied with using Facebook app. 0.709
*** 

4.07 0.74 

USE2. In the next month, I intend to use the Facebook 

app. 
0.859

*** 
3.70 0.84 

USE3. I would like to introduce Facebook to other 

people. 
0.822

 
3.69 0.82 

Perceived Value 

of SNS app 

(VAL) 

VAL1. Compared to the effort required, using the 

Facebook app is beneficial for me. 
0.863

*** 
3.48 0.83 

VAL2. Compared to the time required, using the 

Facebook app is worthwhile for me.  
0.820

*** 
3.57 0.79 

VAL3. Overall, using the Facebook app has been greatly 

worthwhile. 
0.798

 
3.61 0.75 

Usefulness of 

SNS app (USE) 

USE1. Using the Facebook app to communicate 

remotely can let me communicate more quickly. 
0.853

*** 
4.00 0.82 

USE2. Using the Facebook app can improve my remote 

communication efficiency. 
0.858

*** 
3.92 0.86 

USE3. Using the Facebook app can increase my remote 

communication effectiveness. 
0.729

*** 
3.81 0.86 

USE4. Using the Facebook app can make it easier for 

me to communicate remotely. 
0.801

 
4.05 0.78 

Enjoyment of 

SNS app (ENJ) 

ENJ1. Using the Facebook app is fun for me. 0.811
*** 

3.73 0.75 

ENJ2. Using the Facebook app offers me a lot of 

pleasure. 
0.880

*** 
3.58 0.85 

ENJ3. I like Using the Facebook app. 0.877
 

3.64 0.92 

Technicality of 

SNS app (TEC) 

TEC1. The Facebook app can be immediately linked.  0.700
*** 

3.74 0.94 

TEC2. The Facebook app can take a short time to 

respond. 
0.838

*** 
3.60 0.83 

TEC3. It is easy to get the Facebook app to do what I 

want it to do. 
0.659

*** 
3.63 0.86 

TEC4. The system of the Facebook app is reliable. 0.611 3.44 0.84 

Social Influence 

(SOC) 

SOC1. The people who have an impact on my behavior 

consider that me using Facebook app is a good choice. 
0.766

*** 
3.51 0.72 

SOC2. The people who are important to me (friends and 

family) consider that I should use the Facebook app. 
0.887

*** 
3.35 0.72 

SOC3. In general, my community supports me using the 

Facebook. 
0.749

 
3.63 0.76 

*
 p < 0.05; 

**
 p < 0.01; 

*** 
p < 0.001 

Table 3. Discriminant validity, average variance explained (AVE), composite reliability (CR), and Cronbach’s alpha (Cα)

（N=223） 

 AVE CR α INT VAL USE ENJ TEC SOC 

INT 0.64 0.84 0.84 0.799      

VAL 0.68 0.87 0.86 0.764 0.827     

USE 070 0.89 0.88 0.682 0.527 0.812    

ENJ 0.73 0.89 0.89 0.790 0.640 0.693 0.857   

TEC 0.50 0.80 0.79 0.699 0.529 0.509 0.662 0.707  

SOC 0.64 0.84 0.84 0.708 0.710 0.545 0.699 0.607 0.803 
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Diagonal elements represent the average variance extracted (AVE), while off-diagonal elements represent the square 

correlations. For adequate discriminant validity, diagonal elements should be greater than corresponding off-diagonal 

elements. 

4.4 Structural Model Analysis 

The research model fits results are χ2/df = 2.49, goodness-of-fit (GFI) = 0.85, comparative fit index (CFI) = 0.92, root 

mean square error of approximation (RMSEA) = 0.08, and adjusted goodness-of-fit (AGFI) = 0.80. Overall, the results 

show a good fit. The fit is normally deemed to be very good when χ2/df < 5 (Bollen, 1989), GFI > 0.80, CFI > 0.90, 

RMSEA < 0.08 (Browne & Cudeck, 1993), and AGFI > 0.80 (Scott, 1995). The path coefficients and significance levels 

in the structural model have shown in Figure 2. 

*
 p < 0.05; 

**
 p < 0.01; 

*** 
p < 0.001 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. The structural model results 

4.5 Results and Discussion 

The empirical results, indicate that the enjoyment and technicality of SNS app positively influence the perceived value 

of the SNS app. H3 and H4 are supported. The results also show the enjoyment and good technicality of Facebook app 

can increase the perceived value of users. Therefore, the usefulness of the SNS app is not a significant factor for the 

perceived value of the app (p = 0.125, H2 is unsupported). The possible explanations are as follows. The demographic 

statistics shows that there were more men than women, and the age of the users was mostly 15-30 years old. The 

analysis results are in accordance with the InsightXplorer ARO (access rating online) report and Taiwan Network 

Information Center report. The which show that Taiwan’s Internet and mobile Internet users are mostly 15-34 years old 

(InsightXplorer, 2013; Taiwan Network Information Center [TWNIC], 2013a).Therefore, the users of this study can 

represent general users of Taiwan’s Internet and mobile Internet groups.  

According to a 2013 survey on wireless network usage, nearly 60% of mobile device users download SNS app (TWNIC, 

2013b). The data indicate that the majority of users will use SNSs through the mobile device app. However, in the 

context of mobile device use of Facebook, it is inevitable that users will access Facebook through the app because there 

is not enough to replace the app’s mobile phone applications. However, users are most positive about the usefulness of 

the Facebook app (Average is 3.81 to 4.05). Nevertheless, it is not easy for the basic communication and the function 

use to enhance the user’s perceived value of the Facebook app, which means that H2 is not supported.  

The perceived value of SNS app and the social influence of the user experience are positively affect the use intention of 

the app. H1 and H5 are supported. The result shows that Facebook users are motivated by others to use the Facebook 

app. Users think that the overall evaluation of the Facebook app is positive, which and increases the use intention of the 

app.  

5. Conclusion and Implication 

Based on a literature review and an empirical analysis, this study found that the use intention of an SNS app is impacted 

by two positive factors: the user’s perceived value of the app and social influence. These results are similar study of 
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Nikou and Bouwman (2014). The perceived value of SNS app is positively affected by the users’ enjoyment and the 

technicality of the app. When the SNS app can provide enjoyment or interest, it can enhance the overall value for the 

app experience. In addition, the SNS app has good reliability and is convenient. It also helps for save time for the user, 

which enhances the perceived value. However, the usefulness of the SNS app does not enhance the perceived value by 

users. A possible reason for such a result is that the SNS app is usually developed and provided by the SNS. There is no 

substitute, and the user has no choice. In addition, the SNS app must have communication features and functions for 

effective remote communication. The enjoyment and convenience cannot produce a corresponding positive effect, and 

users pay more attention to the perceived value and their satisfaction with the SNS app. An important goal for future 

development of SNS apps is effectively promoting use intention and recommending use to the community, friends, and 

family. 

In addition to promoting academic knowledge on SNSs and mobile application research, this study provides the 

following practical implications for SNSs operators. Firstly, with the rapid growth of mobile network usage, users are 

more frequently using SNS apps. Thus, determining how to keep users using an SNS app is becoming a major test for 

industry. Secondly, more time is using the SNS app than the website version. Industry should focus more on enhancing 

the experience of mobile applications so that users are more willing to enter the virtual community through the app at 

any time, which would enhance the stickiness and activeness of users. Thirdly, social influence will help improve the 

usage of SNS apps. Companies can hold specific sharing actives to invite SNS members, which can attract potential 

users to join and use the SNS. However, excessive and annoying notifications may lead to a reduction in the user 

experience and poor evaluation of the SNS app. Finally, the SNS apps can be designed to provide more enjoyment. For 

example, the convenience and response speed of the user interface can enhance the technicality of users through instant 

feedback.  

The limitations of this study are as follows. The results of the analysis may be limited to Facebook users. However, 

Facebook is the most popular SNS in Taiwan and has a high degree of utilization; the results may still be biased. Future 

studies may include users of other SNSs in the samples to examine the external validity of the study model. In addition, 

the focus of the study is on the use intention of the SNS app, but the experience of using a social version of the site’s 

web pages may also affect users’ perceptions of a particular SNS. Future research is needed to improve understanding 

of community user behavior. 
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