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ABSTRACT

ThisstudyinvestigatesmainandmoderatingfactorsthatinfluenceMillennials’intentiontoparticipate
inasocialnetworkingcommunity(SNC).Theauthorsmodifiedtheunifiedtheoryofconsumers’
acceptanceanduseoftechnology(UTAUT2)toincorporatesixmainandtwomoderatingfactors
toexplainMillennials’SNCparticipationintention.Byconsideringtheimplicationsoftheunique
characteristicsofMillennialsontheirsocialnetworkingbehavior,theauthors’modelisbettersuited
toanswerwhatdrivesthesetech-savvyindividualstoparticipateinaSNCviasuchsitesasFacebook.
Specifically,theauthorsfindthathedonicmotivation,trustintechnology,trustincommunity,and
socialinfluencearesignificantfactorsininfluencingMillennials’SNCparticipationintention,with
hedonicmotivationbeingthemostinfluentialfactor.Inaddition,genderandeducationalbackground
moderate the main effects of these determinants in different manner. Theoretical and practical
implicationsofthesefindingsarediscussed.

KEywoRDS
Facebook, Hedonic Motivation, Millennials, Partial Least Square Method, Participation Intention, Social 
Networking Community, Trust in Community, Trust in Technology, UTAUT2

1. INTRoDUCTIoN

The purpose of this paper is to further our understanding of factors that influence Millennials’
participationintentioninasocialnetworkingcommunity(SNC).Millennialsareindividualsborn
between1981 to1996(Dimock,2018)whogrewup in the Internetageandare regardedas the
alwaysconnected,socialandtech-savvygeneration(PewResearchCenter,2014).Theintegraluseof
informationtechnology(IT)intheMillennials’sociallivessetsthemapartfromgenerationsbefore
them(PewResearchCenter,2010).Beingdigitalnatives,Millennialsbelongtoagenerationinwhich
theyhavebeenimmersedwitheverythingdigitalsincechildhood.ItisnosurprisethatMillennials
are thefirstadoptersofemergingtechnologies like tabletsanddigitalwearables(Flemingetal.,
2015).Theyarealsoavidproducersandconsumersofallkindsofdigitalcontents–fromblogsto
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videotophotostomusictoapps,with55%ofthempostedaselfieonasocialmedia(PewResearch
Center,2014).Over75%ofMillennialsadmitthattheycannotlivewithouttheirlaptopsormobile
phones(Brown,2011).Socialmediadefinestheirlivesas80%ofMillennialsareonsiteslikeTwitter,
FacebookandWeibotochat,postcomments,andsendmessages(Brown,2011).Indeed,Millennials
named“technologyuse”aswhatmadetheirgenerationunique(PewResearchCenter,2010).Their
technology use behavior has transformed social networking sites (where a group of people stay
connectedviasocialmedia)intoSNCs(whereagroupofpeopleinteractinginsocialnetworking
sitestofulfilltheirsocialneedsandextendrelationshipbuildingfromfamilyandfriendstocomplete
strangers),aphenomenonofinterestinthispaper.Notethatunliketheformal-typeofSNCsuchas
EnterpriseArchitectureGroupinLinkedIn,SNCherereferstoanindividual’spersonalgroupof
friendsandconnections.

Millennialsarealsobecomingamarketsegmentofgrowingimportance.Theyrepresent25%
oftheworldpopulation,with77millionintheUS,500millioninIndia,and200millioninChina
(Brown,2011).Millennialsarethemosteducatedgenerationwith33%ofthemhavingacollege
degree.Theyarehighlyoptimisticabouttheirfinancialfuture,with53%believetheywillhaveenough
incometolivethelivestheywant(PewResearchCenter,2014).Tenpercentofthemarealready
successfulentrepreneursandnearly50%ofthemwanttoruntheirownbusinessinthefuture(The
NielsenCompany,2014).AbetterunderstandingoftheopportunitiestheMillennialspresentwill
equipbusinesswitheffectivestrategiestoreach,connect,andengagewiththisemergingeconomic
powerforlong-termgrowthandsuccess.

WhilemuchhasbeenwrittenaboutMillennials’beliefs,values,attitudes, traitsand the like
(e.g.,theyaremultitaskers,opentochange,adeptwithsocialnetworking,self-expressive,willingto
sharepersonalinterests,opinion,andbehaviors,community-minded,associateITwithinformation
seekingandentertainment)(Moore,2012;SeppanenandGualtieri,2012),thereisadearthofstudies
onexploringtheimplicationsoftheuniquecharacteristicsofMillennialsontheirsocialnetworking
behavior(Boltonetal.,2013).Thisisespeciallyprudentasextantliteratureininformationsystems
(IS)todayfocusesprimarilyontopicsofITacceptanceandadoptionfromautilitarianperspectivein
organizationalcontexts.WestillknowlittleaboutwhatdrivesindividualstoSNCinparticular,notto
mentionhavingtodealwithagenerationofindividualswhoarebothavidprovidersandconsumersof
digitalcontentsonSNCs.Inordertofillthisgapinliterature,weargueforresearchthatreexamines,
challenges,andextendsexistingtheoriesandmodelstobetterexplainMillennials’participationin
SNCs.Assuch,wedevelopamodelbasedonVenkateshetal.’s(2012)unifiedtheoryofconsumers’
acceptanceanduseoftechnology(UTAUT2)todoso.

UTAUT2isanextensionofVenkateshetal.’s(2003)unifiedtheoryoftechnologyacceptance
anduseoftechnology(UTAUT)topredictbehavioralintentionanduseofatechnologyinaconsumer
context.UTAUT2sharesthesameimpressiveexplanatorypowerasUTAUTinaccountingforabout
70%ofthevarianceinbehavioralintentionand50%ofthevarianceintechnologyuse(Venkatesh
etal.,2012).WeretainrelevantfactorsinUTAUT2andaddnewrelationshipsinourmodelafter
synthesizingpastliteratureonSNCparticipation.Theresultantmodelhastrustintechnology,trust
incommunity,hedonicmotivation,effortexpectancy,socialinfluence,andfacilitatingconditionsas
mainfactorsandgenderandeducationalbackgroundasmoderatingfactors.Weempiricallytested
ourmodelfromsurveysofuniversitystudentsinTaiwan.

This study has both theoretical and practical contributions. Theoretically, we integrate IS
technologyusewithpsychologicaltheoriesonknowledgesharingandintrinsicmotivationtoadvance
amodeltoexplainMillennials’SNCparticipationintention.Practically,ourstudyhasmanagerial
implicationsforSNCserviceproviders,onlineadvertisers,andbrandmanagers.

Therestofthepaperisorganizedasfollows.Wediscusstherelevanttheoreticalbackgroundof
thisstudyleadingtothedevelopmentofourresearchmodelandhypothesesinthenexttwosections.
Theresearchmethodandresearchresultsaredescribedinsections4and5respectively.Research
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findingsarepresentedinsection6.Finally,researchimplicationsandfutureresearchdirectionsare
detailedinsection7.

2. THEoRETICAL BACKGRoUND AND MoDEL DEVELoPMENT

ExtantliteraturehasheavilyreliedonDavis’(1989)technologyacceptancemodel(TAM)andits
extension,particularlyVenkateshetal.’s(2003)unifiedtheoryofacceptanceanduseoftechnology
(UTAUT), toexplain ISadoption intentionandbehavior.TAMestablishedperceivedusefulness
andperceivedeaseofuseasthefundamentaldeterminantsofindividuals’acceptanceanduseofIT
(Davis,1989).Sinceitsinception,TAMhasundergonevalidation(e.g.,DavisandVenkatesh,1996;
SambamurthyandChin,1994),extension(e.g.,Gefenetal.,2003;VenkateshandDavis,2000),
andunification (e.g.,Venkateshet al., 2003;Venkateshet al., 2012).These extensionsofTAM
are reflectiveof the rapidadvancement in IT that requiresadaptingcurrentunderstandingof IT
acceptanceandusetonewcontexts,e.g.,onlinebanking(Chandioetal.,2017),mobilecommerce,
(KalinicandMarinkovic,2016),tabletadoption(Magsamen-Conradetal.,2015),andsocialmedia
use(Rauniaretal.,2014).

OfalltheextensionsofTAM,Venkateshetal.’s(2012)UTAUT2isbyfarthemostup-to-date,
comprehensive,theoretically-basedandempirically-testedmodeltoexplainconsumers’acceptanceand
useofIT.UTAUT2extendsVenkateshetal.’s(2003)UTAUTfromanorganizationaltoaconsumer
context.UTAUTintegrateseighttheoriesoftechnologyuseintoamodelthatconsistsofthreedirect
determinantsofintentiontouseIT(performanceexpectancy,effortexpectancy,andsocialinfluence),
twodirectdeterminantsofactualusageofIT(intentionandfacilitatingconditions),andfourmoderators
ofkeyrelationships(age,gender,experience,andvoluntariness).Theeighttheoriesincludetheoryof
reasonedaction(FishbeinandAjzen,1975),technologyacceptancemodel(TAM)(Davis,1989),PC
utilization(Thompsonetal.,1991),theoryofplannedbehavior(TPB)(Ajzen,1991),motivational
model(Davisetal.,1992),combinedTAMandTPB(TaylorandTodd,1995),innovationanddiffusion
theory (Rogers,1995), and social cognitive theory (Compeauet al., 1999).Thedeterminantsof
UTAUTareaboututilitarian/extrinsicmotivation,timeandeffort,andintentionality.Recognizing
thatUTAUTisnotapplicabletoaconsumercontext,Venkateshetal.(2012)proposedUTAUT2to
incorporatethreenewconstructs:hedonicmotivation,pricevalue,andhabitasimportantdrivers
ofconsumeruseofmobileInternetanddropvoluntarinessasamoderator.Whileempiricalsupport
ofUTAUT2wasreported,Venkateshetal.(2012)cautioneditsgeneralizability.Inparticular,our
studyisaboutMillennialsasparticipantsofSNCs.Theyarebothprovidersandconsumersofdigital
contents,notsimplyconsumersofITproductsandservices.Asaresult,wefollowVenkateshetal.’s
(2012)threestepsprocesstodevelopanewmodelforourstudy:(1)identifyirrelevantconstructs
inUTAUT2,(2)identifyrelevantdeterminantsfromextantresearch,and(3)addnewrelationships.
ThewaywedevelopthenewmodelisinlinewithVenkateshetal.’s(2016)recommendationsfor
futureUTAUT-relatedresearch.

2.1. UTAUT2 Adaption
UTAUT2positsthattherearesevendirectdeterminantsofconsumertechnologyacceptanceanduse,
namely,performanceexpectancy,effortexpectancy,socialinfluence,facilitatingconditions,hedonic
motivation,pricevalue,andhabit.Theeffectofthesedirectdeterminantsismoderatedbyindividual
differencesinage,gender,andexperience(Venkateshetal.,2012).InadaptingUTAUT2toourcontext,
theuniquecharacteristicsofMillennialshelpsimplifytheconceptualizationofUTAUT2inourmodel
developmentbyidentifyingandremovingirrelevantconstructsfromconsideration.First,Millennials
associateITwithsocialnetworking,informationsharingandentertainmentpurposes(Moore,2012;
TheNielsenCompany,2014).Theirperceivedvalues/benefitsofparticipationinSNCsarederived
from hedonic/intrinsic motivation of fun and social connectivity instead of utilitarian/extrinsic
motivationofperformancegainsandmonetarytrade-offs.Furthermore,theyarebothprovidersand
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consumersofdigitalcontentsandnotjustconsumersofITproductsandservices.Thisimpliesthat
performanceexpectancyandpricevaluewillnolongerbemeaningfuldeterminantsofMillennials’
SNCparticipationintentionandbehavior.Second,Millennialsarestillintheirformativestagewhen
learningandexperiencecanplayaroleinshapingtheirhabitualbehavior(PewResearchCenter,
2010).Theiropennesstochangemeanstheirtechnologyusagebehaviorisneitherautomaticyetnor
habitual.Infact,ithasbeenspeculatedthatSnapchatmaysurpassFacebookasthesocialmediaof
choiceforMillennials(SmithandAnderson,2018;PlankandShoulak,2015).Consequently,habitis
excludedasadeterminantinourcontext.Third,MillennialsarehighlyexperiencedwiththeuseofIT
andtheybelongtothebelowthirtyagegroup.Thatmeansageandexperiencewillnotbesignificant
individualdifferentiatorsamongtheMillennials.Asaresult,wedropperformanceexpectancy,price
value,habit,age,andexperiencefromconsiderationinourmodel.

2.2. Extant Research on SNC Participation
Wefoundsupportfromextantliteratureinretainingfourmaindeterminants(effortexpectancy,social
influence, facilitating conditions, hedonic motivation) and one moderating factor (gender) from
UTAUT2inourmodel.Effortexpectancyorperceivedeaseofuseisdefinedasthedegreeofease
associatedwithtechnologyusageandhasbeenfoundtohaveasignificanteffectonSNCparticipation
intention(SledgianowskiandKulviwat,2009;Wuetal.,2014).Socialinfluenceisdefinedasthe
perceivedsocialpressurefromfriendsandfamilyonusingaparticulartechnology.Sinceparticipants
ofSNCsareaffectingandbeingaffectedbytheircircleofinfluencebothbeforeandaftertheystart
interactinginSNCs,apositiverelationshipisfoundbetweensocialinfluenceandSNCparticipation
intention(Al-Debeietal.,2013;Kim,2011;Lin,2006;Pellingetal.,2009;Wuetal.,2014).Faciliting
conditionsrefertotheextentinwhichresourcesandopportunitiesareavailabletoenabletechnology
usage.AhighleveloffacilitatingconditionsisfoundtoincreaseSNCparticipationintention(Al-Debei
etal.,2013;Lin,2006;Wuetal.,2014).Hedonicmotivationorperceivedenjoymentistheextent
ofpleasureorfunwhenusingatechnology.Ithasbeenfoundtobeacriticalantecedentofusers’
SNCparticipationintention(BasakandCalisir,2015;Gwebuetal.,2014;Sunetal.,2014).Finally,
GefenandRidings(2005)foundthatgenderdifferencesincommunicationdeterminedwhatmade
avirtualcommunitysuccessfulbecausewomencommunicatedtogiveandgetsocialsupportand
affinity,asopposetomencommunicatedtomaintainandreinforcesocialstandingandindependence.
Asaresult,womenweremorelikelythanmentoparticipateinaSNCforemotionalsupportthan
informationexchange.Therefore,genderiskeptasamoderatorinourmodel.

2.3. New Relationships Incorporated Into UTAUT2
UTAUT2isproposedtomodelconsumers’technologyuseintentionandbehaviors.Itsemphasisison
explaininghowandwhyconsumersadoptsuchpersonaltechnologyasmobileInternet.Asmentioned
earlier,ourinterestinthispaperisaboutunderstandingMillennials’intentiontoparticipateinaSNC.
ItgoesbeyondstudyingMillennials’technologyuseaspassiveconsumersofITproducts/servicesto
examiningtheirknowledge-sharingandcommunitybuildingbehaviorsasactiveprovidersandusers
ofdigitalcontents.Accordingtothesocialexchangetheory(Blau,1964)andsocialcapitaltheory
(NahapietandGhoshal,1998),twotypesoftrustarepivotalininfluencingindividuals’knowledge-
sharingbehaviors–trustintechnologyandtrustincommunity(Chen,2012;Chiuetal.,2006;Chow
andChan,2008;FangandChiu,2010;HsuandLin,2008;Hsuetal.,2007;Linetal.,2009).Trustin
technologyreferstothetrustworthinessofthetechnologicalenvironmentwherestructuralprovisions
are inplace forprivacyandsecurityassurance.A trust in technology toprovidepropersecurity
mechanisms(e.g.,authentication,privacyprotection,integrity,andreliability)isneededbeforea
userwillinglydivulgespersonalopinions,photos,experiences,andthelikeonaSNC(Obaland
Kunz,2013;Gefenetal.,2003;McKnightetal.,2002).Trustintechnologyhasbeendemonstrated
tohaveapositiveimpactonbehavioralintentioninSNCs(Gwebuetal.,2014;Krasnovaetal.,2010;
SledgianowskiandKulviwat,2009;Sunetal.,2014;Wuetal.,2014).
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Trustincommunity,ontheotherhand,isthetendencytorelyoncommunityparticipantsto
behaveinasociallyacceptablemanner(e.g.,refrainfromopportunisticbehavior,exhibitpositive
reciprocation,provideverifiedinformation).Atrustincommunitythateveryonebehavesinsuch
manneriscrucialtoestablishinterpersonalrelationshipwithintheSNC.Itrequiresafaithinhumanity
thatothersactwithintegrity,competence,andbenevolence.Withsuchtrust,onewillriskbecoming
vulnerableanddependableonothercommunitymembers(McKnightetal.,2002).Trustincommunity
wasshowntohaveaneffectonparticipants’intentiontogiveandgetinformationthroughtheSNC,
thusaffectingcommunitybuilding(Lin,2006;Ridingsetal.,2003).Itisanimportantconsideration
forMillennialsaswell,asonly19%ofthemsaypeoplecanbetrusted,asopposedto30to40%of
generationsbeforethem(PewResearchCenter,2014).Followingthesignificanceoftrustinknowledge
sharingandcommunitybuilding,weincorporatetrustintechnologyandtrustincommunityinto
UTAUT2astwonewdeterminantsinourmodel.

Recently, the theoryof self-determinationhasbeenapplied inknowledgesharingstudies to
underscoretheimportanceofintrinsicmotivationindrivinghumanbehaviors(YoonandRolland,
2012;Zhangetal.,2015).Self-determination theoryposits that individualsaremore inclined to
perform intrinsically motivating activities that meet their psychological needs of competence,
relatedness,andautonomy(RyanandDeci,2000).YoonandRolland(2012)showedthatindividuals’
perceivedcompetenceandrelatednesswithavirtualcommunityhadastrongimpactontheirknowledge
sharingbehaviorsinthatcommunity.Moreimportantly,theyfoundthatfamiliaritywiththevirtual
community,establishedthrougheducationandtrainings,butnotrepeatedinteractions,waseffective
inraisingperceptionsofcompetenceandrelatedness.Forexample,knowinghowtoprofessionally
shareanarticleonaSNCshowsone’scompetenceinsearchingandusingatechnicaltool.Onthe
otherhand,sharingarelevantpopulartopicandhighqualitySNCcontentindicatesone’sconnectivity
tothelatestnewsandhappeningsonline,andrelatednesstothecommunityneeds.Weconceptualize
familiaritywithSNCparticipationthroughlearninginourcontextaseducationalbackgroundofthe
Millennials.AlthoughMillennialsareavidusersoftechnologies,theirleveloffamiliaritywithSNCs
canstillbeimpactedbyformalITeducationandtraining.Asaresult,weaddeducationalbackground
asanewmoderatorinourmodel.

3. HyPoTHESIS DEVELoPMENT

Figure 1 shows the modified UTAUT2 model we propose to examine Millennials’ intention to
participateinaSNC.

Ourproposedmodelhassixmaindeterminants–trustintechnology,trustincommunity,effort
expectancy,hedonicmotivation,socialinfluence,andfacilitatingconditions.Themaineffectsof
thesedeterminantsaremoderatedbytwofactors–genderandeducationalbackground.Asetofseven
hypothesesaredevelopedandpresentedasfollows.

3.1. Trust in Technology as Moderated by Gender
TrustintechnologyasrelatedtoSNCs,asexplainedearlier,isthetrustworthinessofthetechnological
environment. It canbeconsideredas an institution-based trustbelief that “theneeded structural
conditionsarepresent(e.g.,ontheInternet)toenhancetheprobabilityofachievingasuccessful
outcome in an endeavor” (McKnight et al., 2002, p.339). These structural conditions include
technological and legal safeguards that protect users from cyber-bullies (CBC News, 2007) and
cyber-predators(TheCanadianPress,2010).Priorstudiesshowthattrustintechnologyhasadirect
andpositiveeffectonauser’sintentiontoparticipateinaSNC(Gwebuetal.,2014;Sledgianowski
andKulviwat,2009;Sun,2014;Wuetal.,2014).Assuch,SNCuserswhobelieveasitetobesecure
andtrustworthywillbemorewillingtoentertheirpersonaldetails,photos,personalexperiences,
newdiscoveriesandreviewsonthesite.Theopposite isalso true:whenusersfeel thatsitesare
vulnerableduetoalackofappropriatesecuritymechanismssuchasproperauthenticationoflogon,
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privacyprotectionandcodeofconductprovision,theyarelesslikelytoparticipate.Krasnovaetal.
(2010)foundthatusers’perceptionofself-disclosureriskcanbemitigatedbytheirtrustintheSNC
providerandtheavailabilityofsecurityandprivacycontroloptions.

PreviousstudiesbyChaudhurietal.(2003)andBuchanetal.(2008)onwesterncountriesand
byChoandKoh(2008)ontheAsiancontinentsuggestthattrustismoderatedbygender,suchthat
menhaveasignificantlyhigherleveloftrustinonlineactivitiesthanwomen.Womentendtobe
moreskepticalofonlineactivities(RodgersandHarris,2003)andlesslikelytotrustanduseonline
informationresources.Incontrast,menperceiveahighertrustworthinessinonlineactivitiesthan
women(Slykeetal.,2002),theyaremorelikelytoparticipateinonlineactivitiessuchastakingpart
inaSNC.Baseonthislineofreasoning,wehypothesize:

H1:ThepositiveinfluenceoftrustintechnologyontheintentiontoparticipateinaSNCismoderated
bygender,suchthattheeffectisstrongerformen.

3.2. Trust in Community as Moderated by Gender
Trust in community is the tendency to rely on community participants to behave in a socially
acceptablemanner.Itisabeliefthatcommunitymemberswillactwithintegrity,competence,and
benevolence(McKnightetal.,2002).ThepredominanttypesofinteractionforSNCusersconsist
ofsentorreceivedmessagesorfeedbackfromotherparticipants.Usersinvitefriendstobepartof
theirowncommunitythroughinvitations.However,ausercanrequestaconnectionwithanyother
user.AlthoughaSNCtypicallyprovidesapermissionfunctionwithwhichanindividualcanallowor
preventaccesstohisorheronlinecontent(SledgianowskiandKulviwat,2009),itisstillcumbersome
tosetaccesscontroltoeachelementeachtimeonesharescontentsonaSNC.Facebook,thebiggest
SNCsite,continuestoencounterphototagging(forphotosharing)privacyissues(Mui,2011),and
privacyisamajorconcernforusers––especiallythosewhoareunfamiliarwithorneglectfulofhow

Figure 1. Research model
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tochangethedefaultsecurityandprivacysettings.Therefore,thepostingofpersonaldetailsand/or
acceptingfriendshipinvitationsfromapersonrequireafundamentalsenseoftrustregardingother
SNCusers.Thissituationcanbecomparedtotheleveloftrustthatmustexistbetweenauseranda
vendorengagingine-commerce(WangandBenbasat2005),ortheleveloftrustrequiredbetween
citizensandthegovernmentwithinane-governmentwebsite(Teoetal.,2009).Otherstudieson
virtualcommunitieshavefoundthatinterpersonaltrustsignificantlyinfluencesmembers’intention
toprovideoraccesscertaintypesofinformation(Lin,2006;Ridingsetal.,2003).Assuch,ifusers
trustaSNC,theyexhibitgreaterintentiontoparticipate.

Foubert and Sholley (1996) found that gender has a significant interaction effect on online
self-disclosure.Other researchershaveconsistentlydiscovered that trust ismoderatedbygender
(Buchanetal.,2008;ChaudhuriandGangadharn,2003).Womentendtoperceiveamuchhigherrisk
thanmalesindisclosingdetailsoftheirprivatelivesonline(MineandRhom,2000).Theyarealso
moreconcernedaboutprivacyanddisclosureofidentifyinginformationwhencommunicatingand
formingrelationshipsthroughaSNCthantheirmalecounterparts(FogelandNehmad,2009).This
ispartiallydrivenbythefactthatwomenattempttoprocessinformationinamorecomprehensive
andconscientiousmannerthanmen(KempandPalan,2006).Asaresult,womenaremorecautious
abouttrustingaSNC.Followingthislineofargument,wehypothesize:

H2:ThepositiveinfluenceoftrustincommunityontheintentiontoparticipateinaSNCismoderated
bygender,suchthattheeffectisstrongerformen.

3.3. Hedonic Motivation as Moderated by Gender
Hedonicmotivationorperceivedenjoymentistheextentofpleasureorfunwhenusingatechnology.
Basedonthegeneralmotivation theory,Davisetal. (1992), identifiedperceivedenjoymentasa
powerfulintrinsicmotivatorfortechnologyadoptionanduse.Itpertainstoanindividual’sperception
ofpleasurederivedfromengaginginanactivity(Davisetal.,1992),suchasusingaSNCtomaintain
anddevelopinterpersonalrelationships.UnlikeWebusageatwork(Cheungetal.,2000),perceived
enjoyment is certainly an important SNC participation factor for Millennials, as SNC usage is
completelyvoluntary.Prior studieshave foundhedonicmotivation tobeacritical antecedentof
users’SNCparticipationintention(Basaketal.,2015;Gwebuetal.,2014;HsuandLin,2008;Kim
etal.,2011;Sunetal.,2014).

Asurveyof684usersofmobilechatservicesfindsthatenjoyment(asahedonicmotivation)is
animportantdeterminantoffemaleusers’intentiontouseSNCs,whereastheirmalecounterparts
aremoremotivatedbyextrinsicfactorssuchasusefulness(Nysveenetal.,2005).SNCsareusually
usedforleisurepurposesandthissuggeststhatitbetterfitsthedesireforhedonicmotivationamong
women.Therefore,wepositthat:

H3:ThepositiveinfluenceofhedonicmotivationontheintentiontoparticipateinaSNCismoderated
bygender,suchthattheeffectisstrongerforwomen.

3.4. Effort Expectancy as Moderated by Gender
Effortexpectancyorperceivedeaseofusereferstothedegreeofeaseassociatedwithparticipatingin
aSNC.FollowingTAM’sfindingthatperceivedeaseofuseisakeydeterminantofintentiontouse
thetechnology,pastresearchhasconfirmedthatusershaveastrongerSNCparticipationintentionif
theybelievethatsuchparticipationisfreeofeffort(Lin,2006;Wuetal.,2014).

Bozionelos(1996)suggeststhateffortexpectancyismoresalientforwomenthanmen.Other
studieshavefoundthateffortexpectancyisastrongerdeterminantofindividualintentionforwomen
(VenkateshandMorris,2000).Thisisbecausemenmaypossessstrongertechnicalorientedskills
thanwomen(Friessen,1992;Trauthetal.,2003)sincewomenconventionally“mustaccept that
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scienceandtechnologyisconsideredamasculinedomainwhichcaneasilyleadtoascrutinizing
oftheirskillsandabilities”(Wilson,1992,p.901).InseparatestudiesbyLiawandHuang(2009)
inTaiwanandComberetal.(1997)intheUnitedKingdom,malestudentswerefoundtoexhibita
morepositiveattitudetowardtheuseofcomputersthanfemalestudents.Asaresult,weexpectthat:

H4:ThepositiveinfluenceofeffortexpectancyontheintentiontoparticipateinaSNCismoderated
bygender,suchthattheeffectisstrongerforwomen.

3.5. Social Influence as Moderated by Gender
Socialinfluencereflectsthedegreetowhichanindividualbelievesthatimportantothersthinkor
expecthimorhertoparticipateinaSNC.Itisaconstructintegratingtheconceptsofsocialnorm
(FishbeinandAjzen,1975)andsocialfactors(Thompsonetal.,1991)toexplainITacceptanceand
use(Venkateshetal.,2003).SNCsprovideaplatformforsocialconnectionsamongfriendsandother
like-mindedindividualstoshareknowledge,postcomments,sharephotos,chat,seekinformation,send/
receivemessages,etc.Ithasbeenestimatedthatglobalsocialnetworkuserswillincreasefrom1.47
billionpeoplein2012to2.55billionpeopleby2017(eMarketer,2013).SNCsitessuchasFacebook,
Twitter,LinkedInandWeiboofferusersachannelforfriendsorfanstoextendtheirsocialinfluence
acrosspolitics(Lebeaux,2008),business(Richardson,2008),knowledgemanagement(Cayzer2004),
socialnetworkingandcommunications(LinandAnol,2008).Socialinfluence,clearly,playsarole
ininfluencingindividual’sSNCparticipationintention(Wuetal.,2014;Al-Debeietal.,2013;Kim,
2011;SledgianowskiandKulviwat,2009;Lin,2006).

Womenhaveahigherdispositiontowardsinterpersonalrelationshipsthanmen(Venkateshand
Morris,2000;Venkateshetal.,2000).Thisrelationaldispositiontendstomotivatewomen,more
sothanmen,toparticipateinSNCsforrapportbuildingandsocialconnectivityreasonstomaintain
andstrengthenexistingrelationships(Fosteretal.,2012).Otherresearchershavefoundthatsocial
influencebecomesmoresalientintermsofforminganintentiontousenewtechnologyforwomen
thanformen(Venkateshetal.,2000).Rhoades(1981)saysthatwomenareeasiertobepersuaded
thanmen.AsimilarfindingisreportedbyCarli(2001)andBaeandLee(2011),statingthatwomen
aremoreeasilyinfluencedthanmen.Basedonthesefindings,weposit:

H5:ThepositiveeffectofsocialinfluenceontheintentiontoparticipateinaSNCismoderatedby
gender,suchthattheeffectisstrongerforwomen.

3.6. Facilitating Conditions as Moderated by Gender
Facilitatingconditionsreferstothedegreetowhichanindividualbelievesthatresourcesandsupport
areavailabletoenableparticipationsinaSNC.Facilitatingconditions,includingself-efficacy,resource
availability,andobjectivefactorsintheenvironment,affectanindividual’sperceptionsofcontrol
overexternalandinternalconstraintsonhis/herbehavior(TaylorandTodd,1995;Thompsonetal.,
1991).Cheungetal.(2000)confirmthatfacilitatingconditionsareoneofthemostimportantfactors
influencingInternetusage.Thisissubstantiatedbyarecentstudyshowingthatstudentswithgreater
accesstorequiredresources(i.e.,inthepresenceoffacilitatingconditions)spendmoretimeusing
SNCsites(Hargittai,2007).Logically,peoplelookforsupporttoresolveproblemsordifficulties
in conducting online activities. A high level of facilitating conditions is found to increase SNC
participationintention(Al-Debeietal.,2013;Lin,2006;Wuetal.,2014).

Slykeetal.(2002)indicatethatwomenratethecomplexityofWebactivitieshigherthanmen
andaremorelikelytorequireassistanceinconductingonlineactivitiesthantheirmalecounterparts.
Followingthislineofreasoning,wehypothesizethat:
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H6:Thepositive influenceof facilitating conditionson the intention toparticipate in aSNC is
moderatedbygender,suchthattheeffectisstrongerforwomen.

3.7. Moderating Effects of Educational Background
Educationalbackgroundreferstotheeducationandtrainingthatinfluenceone’sskills,knowledge,
confidence,self-efficacyandthereforefamiliaritywiththesubjectmatter.Assuch,individualswith
anITeducationalbackgroundareexpectedtohaveadeepunderstandingofhowtousetechnology
effectivelyandefficiently.Gefen(2000)findsthatfamiliaritywithWebtechnologiesbuildstrustin
technologythatpromotesonlinepurchasingintention.Similarly,Wang(2002)suggeststhatfamiliarity
with IT influencesone’s trust in technology (orperceivedcredibility)ofanelectronic tax filing
system.Thisinturnaffectsthebehavioralintentiontousethesystem.Recently,YoonandRolland
(2012)showthatindividualswhoaremorefamiliarwithvirtualcommunitiesfromeducationand
trainingincreasetheirtrustofotherpeople,thusbecomemoreactiveinsharingtheirknowledgein
theirvirtualcommunities.Basedonthisreasoning,individualswithanITeducationalbackground
aremorefamiliarwithandmorelikelytotrustaSNCbecausetheyhaveahigherlevelofself-efficacy
andrelatednessthatmotivatethemtousetheSNC,participateinonlineactivitiesandinteractwith
othersinthecommunity.Assuch,wehypothesize:

H7a:ThepositiveinfluenceoftrustintechnologyontheintentiontoparticipateinaSNCismoderated
byeducationalbackground,suchthattheeffectisstrongerforindividualswithITbackground.

H7b:ThepositiveinfluenceoftrustincommunityontheintentiontoparticipateinaSNCismoderated
byeducationalbackground,suchthattheeffectisstrongerforindividualswithITbackground.

Priorstudies(Grantetal.,2009;WallaceandClariana,2005)showthatindividualswithoutan
ITeducationalbackgroundputforthgreatereffortwithSNCsastheyperceivemorecognitiveefforts
arerequiredtooperatethesystemandtheirself-efficaciesarelower.Theyalsotendtoneedhelpto
usethesystem(CowanandJack,2011).Followingthislineofargument,wepropose:

H7c: The positive influence of effort expectancy on the intention to participate in a SNC is
moderatedbyeducationalbackground,suchthattheeffectisstrongerforindividualswithout
anITbackground.

H7d:ThepositiveinfluenceoffacilitatingconditionsontheintentiontoparticipateinaSNCis
moderatedbyeducationalbackground,suchthattheeffectisstrongerforindividualswithout
anITbackground.

3.8. Control Variable
WeregardfamiliarityandexperiencewithSNCsastworelatedbutdistinctconcepts.Familiaritywith
SNCsdealswiththeknowledgeofSNCsgainedthroughlearningandinteractionswiththem(Gefen,
2000).Assuch,familiarityisoperationalizedaseducationalbackground,asamoderator,inourmodel.
Experience,ontheotherhand,isone’sextentofexposuretoSNCsandisdefinedasthepassageof
timefrominitialSNCparticipation(Venkateshetal.,2012).Inordertoensurethattheempirical
resultsofthisstudyarenotcausedbypriorSNCexperience,itisincludedasacontrolvariable.

4. RESEARCH METHoD

4.1. Samples
TheparticipantsinthisstudyareundergraduatestudentsatacomprehensiveuniversityinTaiwan.
University studentsaregood representativesof theMillennialsas theyare theembodimentofa
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generationthatgrewupintheInternetage.Forexample,educatedMillennialsaremorelikelytobe
online,useSNCs,post/readdigitalcontents,usemobileinternet,andsend/receivetextmessages(Pew
ResearchCenter,2010).Inaddition,MillennialsinTaiwansharecomparableattitudesandbehaviors
asMillennialsinotherpartsoftheworld(Brown,2011).Infact,thepervasivenessoftechnologyin
thelivesofMillennialshasbeenattributedtothe“globalhomogeneity”ofthisgeneration(Moore,
2012).ThetargetedSNCsiteisFacebook,asitisthelargestandthemostpopularsocialnetworking
site.Morethan30%oftheir1.4billionmonthlyactivevisitorsarefromAsia-Pacificcountries,as
comparedto15%intheUS(PlankandTovar,2015).

4.2. Instrument and Data Analysis Method
A survey research method was adopted for this research. The survey instrument was developed
withitemsvalidatedbypriorresearch,wheneverpossible,andwasadaptedtothetechnologiesand
individualsconsideredinthepresentstudy.Themeasurementsoftheconstructsusedinthisstudyare
providedinTable1.Apaper-basedsurveywasadministeredtotheparticipatinguniversitystudentsin
theclassroom.Theirresponseswerecollectedaftertheycompletedthesurvey.Thesurveyquestions
andtheirassociatedreferencesarelistedinAppendixA.

Atotalof337studentstookpartinthisstudy.Thecollectedsurveydatawereanalyzedusingthe
PartialLeastSquares(PLS)methodwhichwasappliedfortestingsimilarmodelsinthestudiesby
Venkatesh(2008;2003).PLSisusedinthisstudybecauseitisapreferredmethodwhenconstructs
aremeasuredusingreflectivescales,andtheoreticaltestingresearchinthefieldofSNCsisrelatively

Table 1. Measurement of constructs

Latent 
Construct

Construct 
Type

Sub 
Construct

Sub-
Construct 

Type
Code No. of Items Reference

Trustin
technology Reflective

Perceptions
oftrustin
technology

Reflective TT1-3 3 (McKnightet
al.2002)

Trustin
community Reflective

Perceptions
oftrustin
community

Reflective TC1-3 3 (McKnightet
al.2002)

Hedonic
Motivation Reflective Perceived

enjoyment Reflective HM1-4 4

(Agarwaland
Karahanna
2000;Daviset
al.1992)

Effort
expectancy Reflective Perceivedease

ofuse Reflective EE1-5 5 (Davis1989),

Social
influence Reflective

Subjective
norm Reflective SI1-2 2 (Ajzen1991)

Socialfactor Reflective SI3 1 (Thompsonet
al.1991)

Facilitating
conditions Reflective

Perceived
Behavioral
Control

Reflective FC1-3 3 (Ajzen1991)

Facilitating
Conditions Reflective FC4 1 (Thompsonet

al.1991)

Intentionto
participateina
SNC

Reflective
Continuance
participation
intention

Reflective IP1-3 3
(Agarwaland
Karahanna
2000)
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small(Gefenetal.,2011).ThePLSsoftwareutilizedwasSmartPLS(Ringleetal.,2005).Thedecision
rulessetbyJarvisetal. (2003)wereusedtodeterminewhetherconstructsshouldbedesignated
as reflectiveor formative (seeTable1).Thesedecision rules involvedconsidering thedirection
of causality from construct to indicators/items, interchangeability of the indicators, covariation
amongtheindicators,andthenomologicalnetoftheconstructindicators(Jarvisetal.,2003).To
testthevalidityofreflectiveconstructs,weexaminedtheconstructvalidity,discriminantvalidity,
andinternalreliability(usingCronbach’sAlpha)oftheconstructs.Toconfirmtheconvergentand
discriminantvalidityofthecollecteddata,bothintra-constructitemcorrelationsandinter-construct
itemcorrelationswereexamined(FornellandLarcker,1981).

Inanefforttorigorouslyidentifythestatisticalsignificanceofdifferencesacrossgendergroups
andeducationalbackgroundgroupsandtoconductthestatisticalcomparisonofpaths,theprocedures
suggestedbyChinetal.(1996)wasusedinthisstudy,similartoKeiletal.(2000)andAhuja&
Thatcher(2005).Ontheotherhand,inevaluatingthemoderatingeffects,Kenny(2009)suggests
thatacompletemoderationoccurswhenthecausaleffectofapredictoronanoutcomevariable
becomesnullasamoderator takesonaparticularvalue. Inaddition,adiscretevariablesuchas
genderhasamoderatingeffectonacausalrelationshipif“…theresultsarenotstronglyconsistent
withinsubgroups,ortheresultsarestronglyconsistentbutdonotcoincidewiththeoverallresults
obtainedafterpoolingoverthesubgroups”(Wermuth,1989):p.82.TheR-squarestatisticproduced
bythePLSindicatesthefitoftheresearchmodelintermsofexplainingthevarianceinthesample.

5. DATA ANALySIS AND RESULTS

5.1. Demographic Data
Amongthe337participants,thevalidresponseratewas89%afterdiscountingtheresponsesof36
studentswhodidnotuseaSNCvoluntarily.Outoftheremaining301undergraduatestudents,198
ofthem(65.8%)wereITmajors,whohadtakenquiteanumberofprogramminglanguages(suchas
VisualBasic,C++,Java,ASP.net),systemdesignandanalysis,databasemanagementandmanagement
informationsystemscourses.Theremaining103students(34.2%)werenon-ITmajors,whohad
takenonlyoneintroductorycourseinmanagementinformationsystems.Adetailedcross-tabulation
betweengenderandSNCexperienceisgiveninTable2.Specifically,48%weremale,and65%had
morethan12monthsexperienceusingSNCs.Approximately17%hadbetween3and12months’
experienceusingSNCs,andtheremaining18%hadlessthanthreemonthsexperience.Itisobserved
inFigure2thattheSNCparticipationrateamongITmajorstudentsishigherthanthatofnon-IT
majorstudents.ThedistributionsofthemaleandfemalegroupsforbothITmajorandnon-ITmajor
undergraduatestudentsareshowninTable3.

5.2. The Measurement Model
Totestfortheproblemofcommonmethodbiasinthecollecteddata,Harman’ssinglefactortest
wasconducted(Podsakoffetal.,2003).Forthispurpose,principlecomponentfactoranalysisfor

Table 2. Gender and SNC experience cross-tabulation

SNC Experience
Total

< 1mth 1-3mths 3-6mths 6-9mths 9-12mths >12mths

Male 18 14 8 8 9 88 145

Female 12 11 10 4 11 108 156

Total 30 25 18 12 20 196 301
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oneextractedfactorandnone-rotationwasrunusing theSPSS.Theresultshows that thesingle
factor explains less than38%of thevariation in sampledata.Thus, the collecteddata doesnot
indicateevidenceofseverecommonmethodbias.Next,tofurthertestthecommonmethodbias,the
modelingofalatentcommonfactor,assuggestedinLiangetal.(2007)iscarriedoutinSmartPLS.
TheresultsareshowninAppendixB.Theaveragesubstantivevarianceoftheindicatorsis0.785,
whereastheaveragemethod-basedvarianceis0.022.Besides,theratioofthesubstantivevarianceto
methodvarianceisabout36:1andmostofthemethodfactorloadingsareeitherinsignificantorless
significantthanthesubstantivefactorloadings.Thisconfirmsthatcommonmethodbiasisunlikely
tobeaseriousprobleminthisstudy.

Inordertoconfirmtheconvergentvalidityoftheconstructs,thefactorloadingsofeachitemon
itscorrespondingconstructwereexamined.Itemswithloadingslessthan0.5hadbeendropped,as
showninTable4.Asaresult,itemsFC4,HM4,andSI3wereexcludedfromfurtherpathanalysis.The
AverageVarianceExtracted(AVE)foreachconstructisgiveninTable5.Allfiguresexceededthe0.5
thresholdsuggestedbyFornellandLarcker(1981).Moreover,thecompositereliabilityvalueswere
allabove0.7,whichwastheinternalconsistencythresholdrecommendedintheliterature(Fornell
andLarcker1981;Nunnally1978).Furthermore,discriminantvaliditywasevident––allitemsloaded
moreheavilyontheircorrespondingconstructsthanonotherconstructs(Table4),andthesquare
rootofallAVEsexceededthecorrelationsamongconstructs(Table6).

To justify for multi-group analysis, according to Sarstedt and Ringle (2010), an
appropriatemeansoftestingmeasurementmodelinvarianceinPLSmaybuildonwhether
the measurement parameters are the same across all subgroups and whether the same
construct ismeasured in all subgroups.Theanalysis inAppendixCproves thatboth the

Figure 2. Major and SNC experience (in months)

Table 3. Distribution of male and female groups

IT Major Non-IT Major

Male 105 40

Female 93 63

Total 198 103
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Table 4. Factor loadings for the seven constructs

Factor

EE FC HM IP TT SI TC

EE1 .644

EE2 .741

EE3 .777

EE4 .605

EE5 .781

FC1 .797

FC2 .731

FC3 .892

HM1 .542

HM2 .711

HM3 .701

IP1 .802

IP2 .820

IP3 .789

TT1 .865

TT2 .866

TT3 .909

SI1 .882

SI2 .803

TC1 .557

TC2 .612

TC3 .695

EE= Effort expectancy, FC= Facilitating conditions, HM=Hedonic motivation, IP= Intention to participate in a SNC, TT= Trust in technology, SI= Social 
influence, TC= Trust in community

Table 5. Descriptive statistics, average variance extracted and composite reliability

Construct Mean Std. Dev. AVE Composite 
Reliability

Cronbach’s 
Alpha

Trustintechnology(TT) 4.066 1.344 0.872 0.953 0.927

Trustincommunity(TC) 4.715 1.027 0.740 0.895 0.825

HedonicMotivation(HM) 5.112 1.062 0.788 0.918 0.866

Effortexpectancy(EE) 4.914 1.031 0.648 0.901 0.865

Socialinfluence(SI) 4.096 1.449 0.872 0.931 0.855

Facilitatingconditions(FC) 4.771 1.176 0.822 0.932 0.892

IntentiontoparticipateinaSNC(IP) 4.914 1.173 0.863 0.949 0.921
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gendersubgroups(inAppendixC)andtheeducationalbackgroundsubgroups(inAppendix
C) demonstrate same and adequate construct reliability and discriminant validity within
theirsubgroups.Inaddition,foranalyzingthemoderatingeffectinPLS,CarteandRussell
(2003) suggest that item weights (for all constructs) showing that the two subgroups do
notvarysignificantly inconstructscoreweightingarerequired.Thisrequirement ismet,
andtheresultsareshowninAppendixDforthegendersubgroupsandAppendixDforthe
educationalbackgroundsubgroups.Alloftheresultsindicatethatitemsloadandcross-load
consistentlyacrosssamples.AppendixDalsoshowsconvergentvalidityinbothsubgroups
ofgenderandeducationalbackground.

5.3. The Structural Model
BasedonthePLSanalysis,theR-squaredfortheresearchmodelnotincludinganyofthemoderating
effects is0.429.Wefound that trust in technology, trust incommunity,hedonicmotivation,and
socialinfluenceallhavesignificantpositiveeffectsontheintentiontoparticipateinaSNC.Hedonic
motivation(pathcoefficient=0.388,t-value=5.323,p<0.001)isthemostsignificantfactor,followed
bytrust in technology(pathcoefficient=0.153, t-value=3.149,p<0.01), trust incommunity
(pathcoefficient=0.140,t-value=2.130,p<0.05)andsocialinfluence(pathcoefficient=0.120,
t-value=2.184,p<0.05).Surprisingly,effortexpectancydoesnotexhibitanysignificanteffecton
theintentiontoparticipateinaSNC(Figure3).Thereasonmaybethatthehedonicfactoroutweighs
theeffortexpectancyfactor,orbecausethesurveyrespondentsdonotperceivethatanadditional
cognitiveeffortisrequiredtoparticipateinaSNC,duetotheuniquecharacteristicsofearlyexposure
tothedigitalworldforMillennials.

Tojustifyforcomparingthestructuralmodelresultsacross thegendersubgroupsinamore
rigorous way, t-statistics as suggested by Chin et al. (1996) to evaluate the differences in path
coefficientsacrossthemodelarecomputedinAppendixE.Followingthis,wecanthenmakeavalid
comparisonbetweenthepathmodelforthemalesubgroup(Figure4-a)andthefemalesubgroup
(Figure4-b).Theresultshowsthesignificantpositiveinfluenceoftrustintechnology(pathcoefficient
=0.247,t-value=3.408,p<0.001)andtrustincommunity(pathcoefficient=0.156,t-value=
1.983,p<0.05)ontheintentiontoparticipateinaSNCformalerespondents,butnotforfemale
respondents. It appears that a complete moderation occurred. The statistical analysis for testing
thesignificanceofdifferencesinthecorrespondingpathcoefficientbetweenthemaleandfemale
subgroupsinAppendixEshowsthatthetwopathcoefficientsaresignificantlydifferent.Thissuggests
thatthemalesubgroupinoursampletrustintechnologyandsocialnetworkcommunitymorethan
thefemalecounterparts.

Table 6. Correlation table

TC HM EE SI TT FC IP

TC 0.860

HM 0.650 0.888

EE 0.471 0.522 0.805

SI 0.296 0.308 0.193 0.934

TT 0.341 0.222 0.051 0.044 0.934

FC 0.401 0.386 0.427 0.196 0.137 0.907

IP 0.526 0.596 0.357 0.309 0.308 0.349 0.929

Note: The square root of AVE is shown on the diagonal.
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Assuch,H1statingthatthepositiveinfluenceoftrustintechnologyontheintentiontoparticipate
inaSNCismoderatedbygender,suchthattheeffectisstrongerformen,issupported.Inaddition,
H2,whichstatesthat thepositiveinfluenceoftrust incommunityontheintentiontoparticipate
inSNCismoderatedbygender,suchthat theeffect isstrongerformen, issupported.Theseare
consistentwithpriorresults(Lewisetal.2008) thatsuggestwomenaremoreprotectiveof their
personalinformation,whichinturnimpliesthatwomenaremorecautiouswithotherpeoplethan
theirmalecounterpartsare.

Boththemale(pathcoefficient=0.363,t-value=4.185,p<0.001)andfemale(pathcoefficient
=0.412,t-value=3.738,p<0.001)groupsexhibitedasignificantpositiveinfluenceofhedonic
motivationontheintentiontoparticipateinaSNC.Thepathcoefficientforthefemalesubgroupis
greaterthanthemalesubgroup;andthisdifferenceisstatisticallysignificant(seeAppendixE).This
providesthesupportforH3,whichstatesthattheinfluenceofhedonicmotivationonintentionto
participateinaSNCismoderatedbygender,suchthattheeffectisstrongerforwomen.Thisresult
indicatesthatfemaleperceivesrelativelymoreenjoymentsintheparticipationinsocialnetworks;
andthisexplainsthereasonwomenlikeSNCs(cf.(Hargittai,2007)),andaremoreactiveintheir
useofSNCscomparedtotheirmalecounterparts(Brenner,2013).Incontrast,themotivationfor
themalegrouptouseSNCswouldbesomethingotherthanenjoyment–asimilarsituationinthe
useofotheronlinesystems.

Althougheffortexpectancyseeminglyhasnosignificantinfluenceoneitherthemaleorfemale
subgroup in regards to their intention to participate in a SNC, the path coefficients from effort
expectancyontheintentiontoparticipateinaSNCformen(pathcoefficient=-0.001,t-value=
0.016)andwomen(pathcoefficient=0.023,t-value=0.261)aresignificantlydifferentfromone
another(|t-value|=2.556,seeAppendixE).AccordingtoKenny(2007),thedifferencebetweenthe
subgroupsratherthanthepathcoefficientsignificancedeterminesthemoderationeffect.Asaresult,

Figure 3. Path analysis results for the entire sample
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H4,whichstatesthatthepositiveinfluenceofeffortexpectancy(i.e.,perceivedeaseofuse)onthe
intentiontoparticipateinaSNCismoderatedbygender,suchthattheeffectisstrongerforwomen,
issupported.Thisdemonstratesthat,tosomedegree,femalesubgroupthinksthattheuseofsocial
medianetworksstillrequiresabitofrelatedtechnologyskillandfamiliaritythanthemalesubgroup.

TheresultsinFigures4aand4bindicatethatsocialinfluencehadnosignificantpositiveeffect
ontheintentiontoparticipateinaSNCforboththemalesubgroup(pathcoefficient=0.128,t-value
=1.620,p>0.05)andthefemalesubgroup(pathcoefficient=0.123,t-value=1.375,p>0.05).
Thecomparisontestonthepathcoefficientsfromsocialinfluencetotheintentiontoparticipatein
aSNCconductedforthetwosubgroups(showninAppendixE)arealsofoundtobeinsignificantly
different.Therefore,H5,whichstatesthattheeffectofsocialinfluenceontheintentiontoparticipate
inaSNCismoderatedbygender,suchthattheeffectisstrongerforwomen,isnotsupported.This
impliesthatthereisnosignificantdifferencebetweenmenandwomenonhowsocialinfluenceaffects
theirintentiontoparticipateinaSNC.So,incontrasttopriorstudies,ourstudydoesnotsupportthe
notionthatwomenaremoreeasilypersuadedbyothersthanmentoparticipateinaSNC.Thisfinding
canbeduetodifferencesindifferentgenerationgroup,havingdifferentsocialexposureandmindsets.

Facilitatingconditionsarefoundtobeinsignificantatp<0.05forboththemalesubgroup(path
coefficient=0.058,t-value=0.667,p>0.05)andfemalesubgroup(pathcoefficient=0.124,t-value
=1.488,p>0.05).However,thestatisticalcomparisontestinAppendixEshowsthatthereisa
significantdifferenceinthecorrespondingpathcoefficientbetweenthemaleandfemalesubgroups.
Therefore,H6,whichstatesthattheinfluenceoffacilitatingconditionsonintentiontoparticipate
inaSNCismoderatedbygender,such that theeffect isstronger forwomen, issupported.This
findingisrelatedtoone’stechnologyself-efficacy,i.e.whenone’stechnologyself-efficacyislow
thanfacilitatingconditionsareneededtoprovidesupports,otherwiseitcancausebarrierinone’s
intentiontocontinuetousethattechnology.

Similartothesubgroupanalysisinvolvedinthegendersubgroups,tojustifyforcomparing
the structural model results across the educational background subgroups in a more rigorous
way, t-statisticsassuggestedbyChinetal. (1996)arecomputed toevaluate thedifferences in
pathcoefficientsacross themodels.Themulti-groupcomparison test results,between the two
subgroupsofstudentsmajoringinITandnon-IT,aresummarizedinTable7(seeAppendixFfor
details).WefindthattheITmajorgroup,whichhasmoreofanITeducationalbackground,showsa
significantlystrongereffectofthepositiveinfluenceoftrustintechnology,andtrustincommunity
on participants’ intention to participate in a SNC than the non-IT major subgroup. However,
thet-statisticsfortestingthedifferencesinthepathcoefficient,fromtrustintechnologytothe
intentiontoparticipateinaSNCacrossthemodels,showsthatthereisnopracticalsignificancein
thedifferencebetweentheIT-majorsubgroupandnon-ITmajorsubgroup.Thus,H7aispartially
supportedandH7bissupported.

The result for H7a suggests that our survey respondents, regardless of their IT educational
background,possessanalmostsimilarleveloftrustintechnology.Ontheotherhand,theresultfor
H7b indicates that IT educational background positively influences one’s perceived relatedness,
belongingandtrustinone’sSNC.ThiscouldbethattrustistransferredfromtrustinIT/SNCtotrust
incommunity(Ng2013).

Althoughthet-valuesarenotsignificant(inTable7)forthepathsfromeffortexpectancyand
facilitatingconditionsontheintentiontoparticipateinaSNC,thenon-ITmajorsubgroupshowsa
strongernegativeeffectofeffortexpectancy(pathcoefficient=-0.122)aswellasastrongerpositive
effectoffacilitationconditions(pathcoefficient=0.121)ontheintentiontoparticipateinaSNC,as
comparedtotheITmajorgroup(pathcoefficient=0.110andpathcoefficient=0.092,respectively).
Incomparingthesignificanceofdifferencesinthecorrespondingtwopathcoefficients,themulti-group
comparisonsbasedontheparametricapproachinTable7indicatethatthesetwopathcoefficients
aresignificantlydifferentbetweentheITmajorandnon-ITmajorsubgroups.Thus,H7cispartially
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supportedandH7dissupported.Ingeneral,thenon-ITmajorgroupshowsastrongereffectofthe
positiveinfluenceoffacilitatingconditionsontheintentiontoparticipateinaSNCthantheITmajor
group.Thisisbecausetheavailabilityoffacilitatingconditionscanserveasastimulusincaseone
(e.g.,thenon-ITmajorgroup)facesdifficultiesinusingthetechnology.

Figure 4. (a) Path analysis results for male group; (b) Path analysis results for female group
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6. DISCUSSIoN

Inthisstudy,hedonicmotivation,trustintechnology,trustincommunity,andsocialinfluenceare
demonstratedtobesignificantfactorsininfluencingMillennials’intentiontoparticipateinaSNC,
withhedonicmotivationexhibitingthemostimpact.ThisisconsistentwiththeresultsofGwebuet
al.(2014),andSledgianowskietal.(2009).Assuch,websitedesignerslookingtoimproveaSNC
shouldconsiderincorporatingenjoyableentertainmentapplicationsandinterestinguserinterfaces
tomaintainandincreasethepopularityandattractivenessoftheSNC.Theyshouldalsoimplement
privacyandsecuritymechanismstoensurethetrustworthinessoftheirsites.Inaddition,waysto
increaseparticipants’relatednessbypromotingtrustandbondingamongoneanotherwhilebridging
tieswithnewparticipantsshouldbeconsidered.

Ourresultsconcerningtheinfluenceofeffortexpectancyonusers’intentiontoparticipateina
SNCdifferfrompriorstudies(Lin,2006;SledgianowskiandKulviwat,2009;Wuetal.,2014)since
wedonotfindthisfactortobesignificant.AstheMillennialgenerationbecomesmoreITliterate
and access to the Internet becomes more widespread, the impact of effort expectancy on IT or
onlinesystemsadoptionwillcontinuetodiminishovertime.Interestingly,intheabsenceofhedonic
motivation,effortexpectancydoesbecomeasignificantdeterminantoftheintentiontoparticipate
inaSNC,whichsuggeststhatalackofenjoyableapplicationsleadsuserstofocusgreaterattention
onperceivedeaseofuseofthesystemforsocialinteractionandcommunication.

AsummaryofthetestedhypothesesispresentedinTable8.Genderexhibitsamoderatingeffect
ontheintentiontoparticipateinaSNCthroughtrustintechnology,trustincommunity,hedonic
motivation,effortexpectancyandfacilitatingconditions.However,contrarytopreviousstudies,the
impactofsocialinfluenceisnotmoderatedbygender.Thisfindingisinlinewiththeobservation
thatbothmaleandfemaleMillennialsplacelesstrustinpeopleandarelessinfluencedbythosewho
areunrelatedtoand/orunassociatedwiththem(PewResearchCenter,2014).Furthermore,while
menandwomenmayhavedifferentgoalsinparticipatinginaSNC,theyareundernoobligation
toparticipateinacommunitythatdoesnotmeettheirneeds,nomatterwhoisinthatcommunity.

Educationalbackground,operationalizedas ITbackground(asseen inTables8),wasfound
toplayanimportantroleinmoderatingthemaineffectoftrustincommunity,hedonicmotivation,
effortexpectancy,socialinfluenceandfacilitatingconditions.Forstudentswhoarenon-ITmajors,
socialinfluencehasnoimpactontheirbehavioralintentiontoparticipateinaSNC.Wealsoobserve

Table 7. PLS results - moderating effect of educational background

IT Major Non-IT Major
Statistical 

Comparison of 
Path CoefficientsA

β T-Value β T-Value T-Value

Trustintechnology(TT) 0.164** 2.857 0.157 1.815 0.827

Trustincommunity(TC) 0.168* 2.334 0.064 0.634 10.238***

HedonicMotivation(HM) 0.305*** 3.495 0.534*** 4.925 -19.820***

Effortexpectancy(EP) 0.110 1.422 -0.122 1.532 24.400***

Socialinfluence(SI) 0.161* 2.568 0.049 0.594 13.206***

Facilitatingconditions(FC) 0.092 1.246 0.130 1.191 -3.595***

Experience -0.055 0.930 0.051 0.803

R-square 0.437 0.469

*p < .05; **p < .01;***p < .001; A – see Appendix F for details
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that thenegativeeffectsofeffortexpectancyonthe intentiontoparticipate inaSNCare indeed
strongerforthenon-ITmajormalegroupthantheITmajormalegroup,andlikewiseforthenon-IT
majorfemalegroupversustheITmajorfemalegroup.Themajorityofthehypothesesrelatedtothe
moderatorofeducationalbackground(aslistedinTable8)isprovedtobesignificant.Thisindicates
thatone’schoiceofmajorisanimportantfactorthatinfluencesbehavioralintentiontoparticipate
inaSNCthroughfactorssuchastrustincommunity,facilitatingconditions,andeffortexpectancy.

7. CoNCLUSIoN

7.1. Theoretical Implications
This study adapts UTAUT2 model to explain Millennials’ intention to participate in a SNC by
integratingtheunderlyingeighttheoriesofUTAUTwithsocialexchange,socialcapital,andself-
determinationtheoriesfrompsychology.Ourresultantmodelhassixdeterminants(hedonic motivation,
trust in community,trust in technology,effort expectancy,social influence,andfacilitating conditions)
andtwomoderators(genderandeducational background).Weprovideabetterunderstandingof
Millennials’intentiontoparticipateinaSNCfromanintrinsicmotivationofenjoymentandrelatedness
perspective.ThisimpliesthatMillennialswillparticipateinaSNCaslongastheirinnatepsychological
needofpleasureandthedesiretobeconnectedtoothersaremet.

Table 8. Summary of tests of hypotheses and results

Hypothesis Test Result

H1:ThepositiveinfluenceoftrustintechnologyontheintentiontoparticipateinaSNCis
moderatedbygender,suchthattheeffectisstrongerformen. Supported

H2:ThepositiveinfluenceoftrustincommunityonintentiontoparticipateinaSNCismoderated
bygender,suchthattheeffectisstrongerformen. Supported

H3:ThepositiveinfluenceofhedonicmotivationontheintentiontoparticipateinaSNCis
moderatedbygender,suchthattheeffectisstrongerforwomen. Supported

H4:ThepositiveinfluenceofeffortexpectancyontheintentiontoparticipateinaSNCismoderated
bygender,suchthattheeffectisstrongerforwomen. Supported

H5:ThepositiveeffectofsocialinfluenceontheintentiontoparticipateinaSNCismoderatedby
gender,suchthattheeffectisstrongerforwomen. NotSupported

H6:ThepositiveinfluenceoffacilitatingconditionsontheintentiontoparticipateinaSNCis
moderatedbygender,suchthattheeffectisstrongerforwomen. Supported

H7a:ThepositiveinfluenceoftrustintechnologyontheintentiontoparticipateinaSNCis
moderatedbyeducationalbackground,suchthattheeffectisstrongerforindividualswithIT
background.

Partially
Supported*

H7b:ThepositiveinfluenceoftrustincommunityontheintentiontoparticipateinaSNCis
moderatedbyeducationalbackground,suchthattheeffectisstrongerforindividualswithIT
background.

Supported

H7c:ThepositiveinfluenceofeffortexpectancyontheintentiontoparticipateinaSNCis
moderatedbyeducationalbackground,suchthattheeffectisstrongerforindividualswithoutIT
background.

Partially
Supported**

H7d:ThepositiveinfluenceoffacilitatingconditionsontheintentiontoparticipateinaSNCis
moderatedbyeducationalbackground,suchthattheeffectisstrongerforindividualswithoutIT
background.

Supported

* The positive influence of trust in technology on the intention to participate in a SNC is stronger for individuals with IT educational background; but this 
relationship is not practically significantly moderated by educational background.

**The positive effect of effort expectancy on the intention to participate in a SNC has not been found to be stronger for individuals without IT training.
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7.2. Implications for SNC Service Providers
SNCsitesthatprovideinterestingandenjoyableapplicationsarebetterabletoretainand/orincrease
Millennials’ loyalty, and can better manage relationships with these tech savvy users. However,
satisfyingallMillennialsisdifficultbecauseoftheirindividualdifferences.Findingsofourstudy
showthatindividualdifferencespertainingtogenderandITeducationalbackgroundimposedifferent
requirementsandstandards for facilitatingconditions,effort expectancy, trust in technologyand
trustincommunity.SNCserviceproviderscanconsiderthefeasibilityofprovidingMillennialswith
customizedanddynamicSNCcontentandfunctionalitytailoredtotheirindividualdifferences.For
example,chatsupport,Q&Aforum,orSNCtrainingcanbeofferedtowomenandindividualswith
non-ITbackgroundtoincreasetheirtrustintechnology,trustincommunity,facilitatingconditions,
andeffortexpectancy.SNCserviceproviderscanalsodevelopmoremechanismstoimproveSNC
securityandprivacyprotectiontoensurewomenMillennialsfeelsafeandcomfortableintheSNC
environment.Trustisanimportantissuewithsocialnetworkingespeciallyforthefuturedevelopment
ofsocialcommerce.Byproperlyestablishingandmaintainingsitestandards,andbypromotingSNC
familiaritythrougheducationandtraining,trustintechnologyandcommunitycanbeelevatedacross
allMillennialstoensuretheirSNCparticipations.

7.3. Implications for online Advertising
ConsumersingeneralandMillennialsinparticularareaccessingnewandexistingtypesofonline
media,suchasSNC,morefrequentlyandforlongerperiodsoftime.Enterprisesrecentlyallocate
greaterpercentagesoftheirmarketingbudgetstothischannelduetoitsrelativelylowcostsandits
pervasiveness.AlthoughthereareresearchandmarketreportsindicatingthatmanyusersofFacebook
andotherSNCsremaindissatisfiedwithprivacylevels(Xuetal.,2013),frequentwebsitechanges,
andincreasesincommercializationandadvertising(Gaudin,2010),thisdoesnotnecessarilymean
thatonlineadvertisingdoesnothaveitsplacewithinSNCs.Theissuesimplyrelatestohowandwho
totargetwithwhattypesofadvertisements.

Thefindingsfromthisresearchhelptoanswerthesequestions.Abetterunderstandingofthe
characteristicsandpreferencesofMillennialsenablesadvertiserstoprovidetargetadvertising
moreefficiently,delivertherightcontenttotherightaudience,aswellasdevelopaplatform
forbrandmanagement.Forexample,e-marketerscanfocusmoreonadvertisingmale-oriented
productsasmaleMillennialshavemoretrustintechnologyandcommunitiesthanfemales.In
addition,knowingwomenMillennials’SNCparticipationsaremoreintrinsicallymotivated
thanmen,advertisingtowomenshouldbemorethanexpressingabrandmessage.Itshould
provideaplatformoftwo-waycommunicationbetweenwomenandthebrandforrelationship
building,feedbackand/orreviewsolicitation,andelectronicword-of-mouthviralmarketing
(IBM2012;Tadena2015).

7.4. Limitations and Future Study
ThisstudyfocusesonMillennialusersofFacebookinTaiwan.Assuch,theresultsdiscussedareonly
applicabletootherSNCswithsimilarpurposes,contents,andusergroups.Inaddition,thisstudy
excludesperformanceexpectancyfromtheresearchmodelasMillennialsassociateITprimarilyfor
funandenjoymentinsteadofwork-relatedactivities.Somestudies,howeversuggestthatperceived
usefulnesshasasignificantinfluenceonusers’intentiontouseSNCs(Al-Debei,2013;LinandLu,
2011;Shin,2010;Wu,2014)anddifferentcountriesalsopresentdifferentmotivatorsandbarriersfor
usingSNCs(seeChangandZhu,2011;Kimetal.,2011).Thus,furtherstudiesmayexamineother
motivationsbehindusingaSNCsuchastheperformanceexpectancyfactorespeciallyifjob-related
SNCsareexamined.

DifferenttypesofSNCssuchasSnapchat(aphotosharingsite),Twitter(amicrobloggingsite),
LinkedIn(aSNCforprofessionaloccupations)andResearchGate(aSNCforresearchersandscientists)
requireadditionalstudiesfocusingonadifferentsetoffactorssuchascredibilityofauserprofile,
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reliabilityofthedataprovided,reciprocity/sharedvaluesamongmembers,andculturaldifferences.
Moreover,inlightofthelowR-squarevalue,furtherstudyisneededtoexamineadditionalfactorsthat
maybesignificantininfluencingSNCparticipations,potentiallyincludingwebpagedesign,website
navigationstyle(cf.NathanandYeow,2011),andtheimpactofonlineadvertising.
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APPENDIX A

Table 9. Survey items and associated reference

Construct Items Ref.

Trustin
technology

1.TheInternethasenoughsafeguardstomakemefeelcomfortableusingit.
2.Ifeelassuredthatlegalandtechnologicalstructuresadequatelyprotectmefrom
problemsontheInternet.
3.IfeelconfidentthattheencryptionandothertechnologicaladvancesontheInternet
makeitsafeformetotransact(i.e.,socializewithothers)there.

(McKnightet
al.,2002)

Trustin
community

1.IfeelfineinteractingwiththeSNCsinceitfulfillsmyneedsofinteraction
efficiently.
2.IalwaysfeelconfidentthatIcanrelyontheresponsesandfeedbackfromtheSNC
whenIinteractwiththem.
3.IamcomfortablerelyingonthecontentsofanydiscussiontopicfromtheSNC.

(McKnightet
al.,2002)

Hedonic
motivation

1.TheactualprocessofparticipatinginaSNCispleasant.
2.IhavefunparticipatinginaSNC.
3.ParticipatinginaSNCboresme.
4.IenjoyparticipatinginaSNC.

(Agarwaland
Karahanna
2000;Daviset
al.,1992)

Effort
expectancy

Perceivedeaseofuse
1.Learningtooperatethesystemwouldbeeasyforme.
2.IwouldfinditeasytogetthesystemtodowhatIwantittodo.
3.Iwouldfindthesystemeasytouse.
4.UsingFacebookinvolvestoomuchtimedoingmechanicaloperations(e.g.data
input).(reversedscale)
5.IttakestoolongtolearnhowtouseFacebooktomakeitworththeeffort.(reversed
scale)

(Davis,1989)

Social
influence

SubjectiveNorm
1.MyfriendsthinkthatIshouldusethesystem.
2.MyclassmatesthinkthatIshouldusethesystem.

(Ajzen,1991)

SocialFactors
3.Iusethesystembecauseofaproportionofmyclassmatesuseit.

(Thompsonet
al.,1991)

Facilitating
conditions

PerceivedBehavioral(Control)
1.Ihavecontroloverusingthesystem.
2.Ihavetheresourcesnecessarytousethesystem.
3.Ihavetheknowledgenecessarytousethesystem.

(Ajzen,1991)

FacilitatingConditions
4.Specializedinstructionconcerningthesystemwasavailabletome.

(Thompsonet
al.,1991)

Intentionto
participatein
aSNC

1.IintendtoparticipateinaSNCinthefuture.
2.IexpectmyuseoftheSNCtocontinueinthefuture.
3.IplantousetheSNCinthefuture.

(Agarwaland
Karahanna,
2000)
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APPENDIX B

Table 10. Common method bias analysis

Construct Indicator
Substantive 

Factor Loading 
(R1)

R1-Square Method Factor 
Loading (R2) R2-Square

Facilitating
conditions

FC1 0.904*** 0.818 0.099 0.010

FC2 0.895*** 0.802 0.117 0.014

FC3 0.920*** 0.847 0.076 0.006

Intentionto
participateina
SNC

IP1 0.938*** 0.879 0.088 0.008

IP2 0.927*** 0.860 0.095 0.009

IP3 0.922*** 0.851 0.097 0.009

Hedonic
Motivation

HM1 0.864*** 0.747 0.117 0.014

HM2 0.908*** 0.825 0.139* 0.019

HM3 0.891*** 0.794 0.203*** 0.041

Effortexpectancy

EE1 0.793*** 0.629 0.077 0.006

EE2 0.837*** 0.700 0.051 0.003

EE3 0.837*** 0.701 0.145* 0.021

EE4 0.729*** 0.531 0.438*** 0.192

EE5 0.835*** 0.696 0.280 0.078

Socialinfluence
SI1 0.932*** 0.868 0.029 0.001

SI2 0.938*** 0.879 0.059 0.004

Trustin
community

TC1 0.855*** 0.731 0.163** 0.026

TC2 0.872*** 0.760 0.174** 0.030

TC3 0.854*** 0.730 0.034 0.001

Trustin
technology

TT1 0.933*** 0.870 0.020 0.000

TT2 0.922*** 0.850 0.003 0.000

TT3 0.947*** 0.897 0.007 0.000

Average 0.884 0.785 0.114 0.022

*p < .05; **p < .01;***p < .001
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APPENDIX C

Table 11. Composite reliabilities and discriminant validity for the two gender and educational background subgroups

3-1: The Gender Subgroups

Male Subgroup Female Subgroup

CR Correlation of Constructs CR Correlation of Constructs

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1. EE 0.90 0.80 0.90 0.81

2. FC 0.93 0.43 0.90 0.93 0.42 0.91

3. IP 0.94 0.31 0.28 0.92 0.96 0.40 0.41 0.94

4. HM 0.90 0.49 0.36 0.58 0.87 0.93 0.56 0.42 0.62 0.91

5. SI 0.93 0.21 0.16 0.24 0.23 0.93 0.93 0.18 0.22 0.37 0.37 0.93

6. TC 0.90 0.46 0.37 0.51 0.63 0.16 0.86 0.90 0.49 0.43 0.55 0.67 0.40 0.86

7. TT 0.96 0.06 0.05 0.40 0.27 -0.04 0.34 0.95 0.94 0.05 0.22 0.23 0.17 0.14 0.35 0.92

3-2: The Educational Background Subgroups

IT Major Subgroup Non-IT Major Subgroup

CR Correlation of constructs CR Correlation of constructs

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1. EE 0.89 0.79 0.92 0.83

2. FC 0.92 0.44 0.89 0.95 0.41 0.93

3. IP 0.95 0.42 0.33 0.93 0.95 0.27 0.43 0.92

4. HM 0.90 0.55 0.34 0.57 0.87 0.95 0.52 0.51 0.64 0.92

5. SI 0.93 0.15 0.14 0.31 0.25 0.93 0.93 0.28 0.35 0.29 0.36 0.93

6. TC 0.89 0.47 0.33 0.53 0.64 0.24 0.94 0.90 0.48 0.52 0.52 0.68 0.37 0.87

7. TT 0.95 0.02 0.10 0.29 0.18 0.02 0.27 0.94 0.95 0.12 0.23 0.36 0.30 0.08 0.47 0.93

EE=Effort expectancy, FC= Facilitating conditions, IP= Intention to participate in a SNC, HM= Hedonic motivation, SI= Social influence, TC= Trust in 
community, TT=Trust in technology.CR= Composite reliability, Note: Diagonal is the square-root of the construct’s AVE. For adequate discriminate validity, 
diagonal elements should be greater than corresponding off-diagonal elements
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APPENDIX D

Table 12. Item weights and cross loadings for the two gender subgroups

Male Subgroup Female Subgroup

EE FC IP HM SI TC TT EE FC IP HM SI TC TT

EE1 0.77 0.84

EE2 0.85 0.89

EE3 0.87 0.83

EE4 0.69 0.66

EE5 0.81 0.82

FC1 0.39 0.92 0.44 0.93

FC2 0.41 0.88 0.35 0.88

FC3 0.36 0.91 0.33 0.91

IP1 0.37 0.28 0.93 0.41 0.36 0.95

IP2 0.26 0.23 0.93 0.31 0.37 0.93

IP3 0.23 0.25 0.89 0.38 0.41 0.94

HM1 0.47 0.39 0.53 0.88 0.49 0.31 0.52 0.85

HM2 0.39 0.28 0.51 0.88 0.54 0.43 0.60 0.95

HM3 0.43 0.25 0.45 0.85 0.50 0.41 0.57 0.92

SI1 0.22 0.13 0.17 0.17 0.90 0.16 0.17 0.33 0.32 0.93

SI2 0.18 0.17 0.26 0.25 0.96 0.18 0.24 0.36 0.37 0.94

TC1 0.43 0.38 0.46 0.59 0.17 0.86 0.47 0.41 0.53 0.64 0.36 0.89

TC2 0.40 0.32 0.49 0.58 0.16 0.89 0.38 0.36 0.44 0.58 0.39 0.87

TC3 0.35 0.23 0.35 0.45 0.07 0.83 0.40 0.35 0.44 0.50 0.28 0.83

TT1 0.07 0.03 0.38 0.24 -0.06 0.33 0.94 0.04 0.21 0.19 0.17 0.14 0.30 0.90

TT2 0.00 0.03 0.33 0.22 -0.06 0.25 0.94 0.07 0.18 0.24 0.15 0.14 0.31 0.92

TT3 0.09 0.09 0.42 0.31 0.00 0.37 0.97 0.03 0.23 0.20 0.15 0.10 0.36 0.92

EE=Effort expectancy, FC= Facilitating conditions, IP= Intention to participate in a SNC, HM= Hedonic motivation, SI= Social influence, TC= Trust in 
community, TT=Trust in technology. Note: Bold are the item weights showing that the two subgroups do not vary significantly in construct score weighting 
(Carte and Russell 2003).
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APPENDIX E

Table 13. Item weights and cross loadings for the two educational background subgroups

IT Major Subgroup Non-IT Major Subgroup

EE FC IP HM SI TC TT EE FC IP HM SI TC TT

EE1 0.78 0.86

EE2 0.89 0.82

EE3 0.82 0.89

EE4 0.62 0.78

EE5 0.82 0.81

FC1 0.42 0.92 0.44 0.94

FC2 0.41 0.85 0.34 0.93

FC3 0.35 0.91 0.34 0.91

IP1 0.46 0.32 0.94 0.29 0.38 0.95

IP2 0.33 0.27 0.92 0.23 0.42 0.94

IP3 0.37 0.33 0.93 0.23 0.39 0.88

HM1 0.54 0.33 0.51 0.86 0.44 0.45 0.52 0.88

HM2 0.45 0.30 0.50 0.88 0.50 0.48 0.65 0.96

HM3 0.44 0.24 0.46 0.86 0.51 0.49 0.61 0.93

SI1 0.12 0.15 0.27 0.21 0.93 0.32 0.21 0.19 0.28 0.89

SI2 0.15 0.11 0.31 0.26 0.94 0.23 0.39 0.32 0.37 0.96

TC1 0.44 0.34 0.50 0.63 0.18 0.87 0.49 0.48 0.50 0.61 0.42 0.89

TC2 0.38 0.31 0.46 0.55 0.24 0.87 0.40 0.40 0.47 0.64 0.36 0.90

TC3 0.40 0.19 0.40 0.46 0.20 0.83 0.35 0.48 0.39 0.50 0.15 0.82

TT1 0.02 0.08 0.26 0.16 0.02 0.27 0.93 0.11 0.20 0.34 0.30 0.07 0.42 0.93

TT2 0.01 0.08 0.29 0.17 0.06 0.24 0.93 0.08 0.17 0.28 0.21 0.01 0.36 0.92

TT3 0.03 0.11 0.26 0.18 -0.01 0.27 0.95 0.13 0.26 0.38 0.32 0.12 0.53 0.94

EE=Effort expectancy, FC= Facilitating conditions, IP= Intention to participate in a SNC, HM= Hedonic motivation, SI= Social influence, TC= Trust in 
community, TT=Trust in technology. Note: Bold are the item weights showing that the two subgroups do not vary significantly in construct score weighting 
(Carte and Russell 2003).
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Table 14. Model summary – Statistical comparison of paths for the two gender subgroups

Construct

Male 
(N1=145, R1-Squared=0.435)

Female 
(N2=156, R-Squared=0.447)

Statistical 
Comparison of 

PathsA

Std. Path 
Coefficient T-Value Std. 

Error
Std. Path 

Coefficient T-Value Std. 
Error T-Value

Trust in technology -> Intention to 
participate in a SNC 0.247*** 3.408 0.073 0.068 0.865 0.079 20.459***

Trust in community -> Intention to 
participate in a SNC 0.156* 1.983 0.078 0.130 1.255 0.104 2.391*

Hedonic motivation -> Intention to 
participate in a SNC 0.363*** 4.185 0.087 0.412*** 3.738 0.110 -4.270***

Effort expectancy -> Intention to 
participate in a SNC -0.001 0.016 0.074 0.023 0.261 0.087 -2.556*

Social influence -> Intention to 
participate in a SNC 0.128 1.620 0.079 0.123 1.375 0.089 0.542

Facilitating conditions -> Intention to 
participate in a SNC 0.058 0.667 0.087 0.124 1.488 0.083 -6.714***

*=0.10 significance **= 0.05 significance, ***= 0.001 significance
AThe statistical comparison of paths was carried out using the following procedure as suggested byChin et al. (1996) and applied by Keil et al. (2000) 

and Ahuja & Thatcher (2005):
Spooled = sqrt{ [ (N1-1) / (N1 + N2 -2)] x SE1

2 + [ (N2-1) / (N1 + N2 -2)] x SE2
2 }

t = (PC1 –PC2) / [Spooled x sqrt(1/N1 + 1/N2)]
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APPENDIX G

Table 15. Model summary – Statistical comparison of paths for the two educational background subgroups

Construct

IT Major 
(N1=198, R1-Squared=0.437)

Non-IT Major 
(N2=103, R-Squared=0.469)

Statistical 
Comparison of 

PathsA

Std. Path 
Coefficient T-Value Std. 

Error
Std. Path 

Coefficient T-Value Std. 
Error T-Value

Trustintechnology->Intentionto
participateinaSNC 0.164** 2.857 0.057 0.157 1.815 0.086 0.827

Trustincommunity->Intentionto
participateinaSNC 0.168* 2.334 0.072 0.064 0.634 0.101 10.238***

Hedonicmotivation->Intentionto
participateinaSNC 0.305*** 3.495 0.087 0.534 4.925 0.108 -19.820***

Effortexpectancy->Intentionto
participateinaSNC 0.110 1.422 0.078 -0.122 1.532 0.079 24.400***

Socialinfluence->Intentiontoparticipate
inaSNC 0.161* 2.568 0.063 0.049 0.594 0.082 13.206***

Facilitatingconditions->Intentionto
participateinaSNC 0.092 1.246 0.074 0.130 1.191 0.109 -3.595***

*      = 0.10 significance ** = 0.05 significance, *** = 0.001 significance
AThe statistical comparison of paths was carried out using the following procedure as suggested byChin et al. (1996) and as shown in Appendix F.
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