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ABSTRACT User behaviors on Social Networking Sites (SNSs) are being studied largely in terms of intention to
use. By employing Technology Adoption Model (TAM), the relation between user behavior and actual use of SNS
can be investigated. To investigate the effect of characteristics associated with human behavior on the actual use
of SNS by focusing on users having background in Computer Science, a framework was constructed by employing
TAM along with external variables. Moreover, hypotheses were formed and evaluation was carried out by conducting
statistical analysis. The results concluded that social influence, perceived control and hedonism are the elements
found to be positively associated with the SNS use. Additionally, the construct of disclosure was found to be
negatively associated with the SNS use that represents user resistance for information sharing. It was also found
that privacy is the only concern common in users having a background in computer science.

INTRODUCTION

Social Networking Sites (SNS) are virtual
communities that enable interaction and com-
munication among people by providing a venue
for profile creation, information sharing in the
form of posts, uploading of photos and status-
es (Dogruer et al. 2011; Hughes et al. 2012). The
use of SNS is an emerging trend that is gaining
immense popularity in today’s world. In a de-
cade, many new SNSs have emerged notable
among these are Facebook, Twitter, MySpace,
Google Plus, LinkedIn and Flicker (Qiu et al. 2012;
Ku et al. 2013; Bataineh et al. 2015; Mouakket
2015). All of these provide a platform for social
interaction and help in maintaining social con-
nections with family, friends or even with the
colleagues at workplace.

Because of the growing trend of SNS use at
personal and professional level, the study of
SNS user behavior has become an important area
of research. Studies conducted to evaluate SNS
user behavior include both positive and nega-
tive trends associated with SNS usage. Kirschner
and Karpinski (2010) conducted a study on Fa-
cebook use and concluded that students spend
more time in chatting, commenting and commu-
nicating with their friends. In addition, teachers
and students befriending each other on SNS can
have a negative influence on teachers’ credibil-
ity. Facebook bullying is another norm that is
taking place in the society especially common
among students (Kwan and Skoric 2012). SNSs

are an open and easy to access medium with
poor privacy concerns (Yang et al. 2012; Ku et al.
2013), involving self-disclosure (Handel and Sh-
klovski 2012; Kaplan and Haenlein 2010; Hollen-
baugh and Ferris 2013; Shen 2015). Apart from
youth and teenagers, employees and profession-
als also use SNSs for professional interaction
(Archambault and Grudin 2012).

The motivational factors that derive SNS use
include social consciousness, acquiring social
presence (Hew  2011), avoiding loneliness (Hugh-
es et al. 2012), leisure and entertainment (Xu et
al. 2012; Shi et al. 2010; Bataineh et al. 2015;
Mouakket 2015), acquiring the feeling of con-
nectedness (Constantinides et al. 2013; Xu et al.
2012; Grieve et al. 2013), extending one’s social
circle (Kim et al. 2010) and to voice one’s opinion
(Mangold and Faulds 2009; Kaplan and Haenlein
2010).

In existing literature, various models and be-
havioral theories are used to explore and under-
stand the influential factors associated with SNS
user behavior. The prominent theories discussed
include the Theory of Planned Behavior (TPB),
Technology Acceptance Model (TAM) and Uni-
fied Theory of Acceptance and Use of Technol-
ogy (UTAUT). Both TPB and TAM are derived
from Theory of Reasoned Action (TRA). TAM
is adapted from TRA and explains a system’s
usage behavior particularly in terms of computer
usage. TAM explains the adoption and accep-
tance of a new technology and the subsequent
usage behavior.
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TAM comprises of two main constructs that
is, perceived usefulness (PU) and perceived ease
of use (PEOU). The first construct that is, PU is
defined in terms of the belief of an individual
that using a particular system will aid in improv-
ing one’s performance. While relating PU to SNS,
it can be addressed in terms of the belief of a
person that SNS usage will help the individual to
socialize, communicate and interact with others.
The second construct that is, PEOU is defined in
terms of the effort required to use that technolo-
gy (Davis et al. 1989; Venkatesh and Davis 2000).
TAM not only highlights the adoption factors
for a technology but is also used to address and
predict user behavior (Venkatesh and Bala 2008).
TAM partially covers the behavior elements
through PU and PEOU. These two constructs
form the basis for evaluating a user’s intention
and attitude to use a technology. Intention can
be described as a motivational factor that solid-
ify and strengthen one’s decision to enact a par-
ticular behavior (Ajzen 1991). In this research, a
framework is constructed by employing TAM
and features associated with human behavior to
evaluate their impact on the actual use of SNS
users having background in CS.

The paper is divided into six sections. In the
next section, previous work conducted in this
area is discussed, section III explains proposed
framework, section IV provides analysis per-
formed on the proposed framework, section V

presents results and findings, and finally, sec-
tion VI provides the conclusion.

Proposed Framework and Hypotheses

The proposed framework is developed by
employing constructs taken from TAM and ele-
ments of user behavior identified from previous
studies on SNS (Al-Debei et al. 2013; Bao et al.
2011; Braun 2013; Dhume et al. 2012; Jiaa et al.
2010; Lallmahomed et al. 2013; Lin et al. 2013;
Bataineh et al. 2015; Mouakket 2015; Shen 2015).
Figure 1 provides the proposed framework and
hypothesis.

The study by Venkatesh and Davis (2000)
reported that Social Influence (SI) has a signifi-
cant effect on PU. This effect is moderated by
voluntariness of use. SI is an important predic-
tor of usefulness where the technology or sys-
tem is considered to be mandatory. In systems
where usage is on voluntary basis, SI might not
prove to be effective. In another study, SI was
found to be a significant predictor in SNS adop-
tion (Venkatesh and Davis 2000). Also, it might
be an important construct in the initial stages of
SNS use. Since, SNS are thought to be addictive,
after initial use, the user might like to use it again
(Qi and Fu 2011).

Disclosure on SNS is related to both PU and
PEOU (Jiaa et al. 2010). Disclosure means the
information revealed by an individual on SNS.
Disclosure is an individual’s own willingness to

Fig. 1. Proposed framework
Source: Author
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disclose information on SNS. In the proposed
framework, disclosure is taken in terms of trust
and information divulged. A user will disclose and
share information on SNS only when the site is
trustworthy. In few studies, disclosure also has a
significant effect on the user’s intention to use
SNS (Braun 2013; Thomas et al. 2013; Shen 2015).

Hedonic (HDN) is described as fun, pleasure
and enjoyment that one experiences while using
SNS. PEOU has a significant and positive influ-
ence on Hedonism (Jin, 2013). The study de-
scribes hedonic behavior in terms of playfulness.
Users will enjoy using SNS when an individual
perceives it to be easy to use, which will conse-
quently have a positive effect on intention to
use SNS (Jin 2013; Lallmahomed et al. 2013;
Bataineh et al. 2015; Mouakket 2015).

Perceived Control (PC) is described in terms
of privacy like the power and control an individ-
ual has over information (Lin et al. 2013). The
more control a user feels over shared informa-
tion, more chances are to disclose information
on SNS. Therefore, it is hypothesized that PC
will have an impact on the perceived disclosure
of a user on SNS. Control is taken in terms of
user interface features that SNS provides to con-
trol shared information. PC verifies how the in-
terface features compel an individual to disclose
and share information on SNS. PC is related to
PEOU in terms of how the interface settings im-
pact PEOU.

The four external variables that is, SI, HDN,
PC and Disclosure have significant effects on
the PU and PEOU of SNS. PU and PEOU form
attitudes for SNS that may be positive or nega-
tive. Based on this attitude, a person intends to
use SNS. This intention subsequently leads to
actual behavior (Jiaa et al. 2010).

Disclosure refers to the extent of information
that user reveals on SNS. Frequent disclosures
are related to the level of trust that a user has on
SNS. Further, if users will perceive SNS as useful
for interaction or socialization, then they will as-
pire to disclose information (Jiaa et al. 2010; Shen
2015).

Since, SNS are all about communication and
sharing, the level of information revealed depicts
a persons’ perception about SNS. In this con-
text, the following hypotheses are being formed.

H1: Disclosure on social networking sites
will be positively correlated to the per-
ceived usefulness of social networking
sites.

The level of information disclosed on a par-
ticular SNS is related to ease of use of that SNS.
The easier an SNS is to operate and use, the
more a user will indulge in sharing one’s person-
al information (Jiaa et al. 2010; Shen 2015). In this
scenario, PEOU not only includes the “free of
effort” factor but understandability to operate
that SNS is also included. Hence, in this context
the following hypothesis is put forth.

H2: Disclosure on social networking sites
will be positively correlated to the per-
ceived ease of use of social networking
sites.

Hedonism is described in terms of the level
of enjoyment and pleasure that a user experienc-
es while using a particular system (Van der
Heijden 2004; Shen 2015). In this research, the
literal meaning of hedonic is perceived in terms of
involvement and attachment that is the level of
enjoyment or fun that one experiences, which ul-
timately makes an individual completely involved
in its usage. The easier an SNS is to use the more
likely a user is to enjoy that experience. There-
fore, the following hypothesis is put forward.

H3: Hedonic will be positively associated
with the perceived ease of use of social
networking sites.

Social influence is defined as the extent to
which an individual perceives what others think
about using that particular system (Venkatesh et
al. 2003; Bataineh et al. 2015; Mouakket 2015).
This construct depicts the influence of family,
friends and other key people who are using the
same technology. A user will consider a system
to be useful if his social circle thinks positively
about it. In the context of SNS, contradictory
results have been found about the impact of so-
cial influence. Therefore, there is still a room for
research in this context. Hence, it is hypothe-
sized as follows.

H4: Social influence will be positively as-
sociated with the perceived usefulness
of social networking sites.

Perceived Control (PC) is defined in terms of
the level of authority that one has to manage
information on SNS (Lin et al. 2013; Bataineh et
al. 2015; Mouakket 2015). This construct is spe-
cific to SNS and determines the control that one
has over information on SNS. In addition, infor-
mation available on SNS is accessible to all but
its customization as well as making it visible to
only a specific group, which is the basic theme
behind this construct. Moreover, this construct
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is interlinked with the SNS interface. It is hy-
pothesized that the easier it is to control and
manage information on SNS, the more likely it is
that users will aspire to use it. Therefore, the
relationship is formed as follows.

H5: Perceived control on a social network-
ing site will be positively correlated
to the perceived ease of use social net-
working sites.

Consistent with the previous TAM studies,
ease of use of a technology will be positively
correlated with its usefulness (Venkatesh and
Davis 2000). While discussing in the context of
SNS, a social site that is easy to navigate and
understand will have a positive impact over its
usefulness. Thus, for an SNS the easier the tech-
nology is, the more likely it is that user will feel
positive towards using that technology. There-
fore, the following hypothesis is put forth.

H6: The perceived ease of use of a social
networking site will be positively cor-
related to the perceived usefulness of
that social networking site.

Consistent with the previous TAM studies,
if a user finds a technology useful then this
should proceed towards establishing a positive
attitude towards using that technology or sys-
tem (Davis et al. 1989; Venkatesh and Davis 2000).
While mapping in the context of SNS, it can be
hypothesized that if users consider SNS to be
useful for a particular purpose, then this should
lead towards having a positive attitude towards
that SNS. Moreover, individual beliefs and per-
ceptions about that network will form an attitude
towards the usefulness of that SNS (Phillips and
Shipps 2013). Therefore, the relationship is hy-
pothesized as follows.

H7: Increase in perceptions of perceived
usefulness of a social networking site
will lead to an increasingly positive
attitude towards using that social net-
work site.

Considering the relationship between ease
of use and attitude in the context of SNS, it can
be hypothesized that the easier a user finds an
SNS for interaction or communication purposes,
the more likely the chances of having a positive
attitude of an individual towards adoption of
SNS. Therefore, the following hypothesis is put
forth.

H8: Increase in perceptions of perceived
ease of use of a social networking site
will lead to an increasingly positive

attitude towards using social network-
ing sites.

While implementing the actual TAM, per-
ceived usefulness is found to have a significant
impact on the intention to use a system or tech-
nology (Davis et al. 1989). While reviewing the
literature on SNS, perceived usefulness is found
to be positively correlated with the behavioral
intention of users (Braun 2013). It is hypothe-
sized that the more useful a user feels about SNS
about communication, interaction or information
sharing, the more likely that the individual will
intend to adopt that SNS. Therefore, the follow-
ing hypothesis is put forth.

H9: Perceived usefulness will have a posi-
tive impact on the behavioral inten-
tion to use a social networking site.

A positive or negative attitude towards a tech-
nology will lead to forming an intention to use
that technology (Davis et al. 1989). If users will
feel positive for an SNS then this will consequent-
ly lead towards forming a strong intention to use
that SNS. In addition, the individual beliefs play
a significant role in forming one’s intention. If a
user thinks that SNS is valuable for being social-
ly active then this belief will aspire an individual
to use SNS for that particular behavior. There-
fore, keeping in mind the subsequent context,
the following hypothesis is put forth.

H10:  Attitude will have a positive influence
on the behavioral intention to use so-
cial networking sites.

In TAM related studies, behavioral intention
is defined as the extent to which a person plans
to use or not to use a particular system or tech-
nology (Venkatesh and Bala 2008). Moreover,
behavioral intention is termed as a precursor of
actual behavior and it also envisages technolo-
gy use (Venkatesh and Bala 2008; Ramayah et al.
2009). Therefore, keeping in mind the subsequent
context, behavioral intention towards an SNS
predicts its usage. Thus, the following hypothe-
sis is put forward:

H11: Behavioral intention will have a pos-
itive influence on the actual use of so-
cial networking sites.

RESEARCH  METHODOLOGY

The research design followed to conduct this
research work is represented in Figure 2.
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 Fig. 2. Research design
Source: Author
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Data Collection

A sample of 196 participants was collected in
order to test the hypotheses. An online ques-
tionnaire was prepared using Google Drive. The
questionnaire link was sent to the CS profes-
sionals, academics and students (at undergrad-
uate, masters and PhD levels) in various insti-
tutes, and software companies. Snowball sam-
pling was used to collect responses from target
audience. The survey took three weeks, which
was conducted in the month of April 2014. The
dataset was reduced by removing erroneous,
nonsensical and incomplete questionnaires. In
the end, a dataset of 155 usable responses was
retrieved on which the reliability analysis was
performed using SPSS. Finally, regression anal-
ysis was carried out to find the influence of inde-
pendent variables on the dependent variable that
is, intention of users to use SNS.

FINDINGS

Descriptive Statistics

Age, gender, education and occupation were
the demographics variables defined in the sur-
vey. Experience in SNS usage and the SNS used
were the two descriptive statistics that denoted
the understanding and knowledge of the partic-
ipants regarding SNS. Table 1 provides a descrip-
tion of the demographics of valid responses.
Participants were experienced users of SNS. For-
ty-five percent of the sample had been using SNS
for 4-6 years whereas thirty-seven percent had
an experience of 1-3 years. Only five percent had
been using SNS for less than a year. This shows
that the sample population had an experience in
using SNS.

Measurement Model

Regression analysis was performed to vali-
date the hypotheses. In addition, reliability anal-
ysis was performed to check the validity of the
instrument used in this research study. Cron-
bach’s α is used for accurate and reliable mea-
suring of the constructs. In addition, standards
for Cronbach’s α have been defined according
to which reliability of the data is assessed. Table
2 represents the reliability of the constructs. A
description of the number of items defined in
each constructs that is the number of survey
instruments that were reflected for that construct.

Another notable aspect was to take care of the
reverse phrased items that is, items that have
been asked negatively. These items were recod-
ed, reliability analysis was performed and the
values of Cronbach’s α were noted.

Hypothesis Testing Results

Evaluating the regression model consists of
a procedure of some assumptions that must be
met. The significance of meeting these assump-
tions lies in the idea that a model tested with the
assumptions produces more accurate results
(Field 2006). In order to evaluate the regression
model, the data was checked for six regression
assumptions including linearity and homosce-

Table 1: Descriptive statistics

Demographic   Frequ-     Respon-
 factors    ency      ses in

    percen-
    tage (%)

Gender
Male 59 39
Female  96  61

Age (Years)
18-25 120 77
26-33 23 15
34-41 09 6
42-49 02 1.3
50 and above 01 0.6

Education
Undergraduate 62 40
Graduate 41 26.5
Post Graduate 46 29.7
Doctorate 04 2.6
Post-Doc 02 1.3

Occupation
Student 96 61.9
Academic 25 16.1
  (Teacher)
Industry 29 18.7
  (Professional)
Researcher 03 1.93
Other 02 1.29

Experience
(Years)
<1 08 5.2
1-3 58 37.41
4-6 70 45
7-9 14 9
10 and above 05 3

SNSs Used
Facebook 154 99.35
Twitter 55 35.48
LinkedIn 50 32.25
MySpace 06 3.87
Flickr 05  3.22
Other 16 10
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dasticity, normality of residuals, multicollineari-
ty, independence of observation and outliers
detection.

Outliers are the errors that exist in the data
and these can be checked by making histograms
and through skewness and Kurtosis. The skew-
ness and kurtosis value is acceptable between ±
2.58 for a significance of .01 (Fidell and Tabach-
nick, 2006; Al-Debei et al. 2013). The skewness
and kurtosis values indicate that all values lied
in the normal range. Therefore, data did not have
skewness and kurtosis issues. In addition, mul-
ticollinearity is checked by examining the col-
linearity statistics, which constitute of the Vari-

ance Inflation Factor (VIF) and tolerance. Gener-
ally, VIF should be less than 10. Moreover, toler-
ance should be greater than 0.1 and less than 1.
In this research, the tolerance values ranged be-
tween 0.659 and 1.000, and VIF values ranged
between 1.000 and 1.518, indicating that all the
values are acceptable. The data did not have any
collinearity issues.

In the regression model, independence of
observation must be guaranteed and the residu-
al terms must be uncorrelated. This is checked
by a simple test named Durbin-Watson Test. Its
value ranges from 0 to 4. The value of this test
should be closer to 2. This value indicates posi-
tive correlation. In this research work, the values
for DW test ranged from 1.976 to 2.022, indicat-
ing that the residual terms are uncorrelated.
Moreover, significant outliers were not detected
within the data. Therefore, it is concluded that
data in this research did not face any issues.

Figure 2 illustrates the significance of each
hypothesis. From Figure 3 it is evident that all
hypotheses were found to be supported exclud-
ing disclosure. Disclosure was found to be neg-
atively associated with PU and PEOU. Table 3
provides summary of all the hypotheses.

 H1: Disclosure on social networking sites
will be positively correlated to the per-
ceived usefulness of social networking
sites.

This relationship was not found to be signif-
icant. It implies that users have concerns while
revealing and sharing their personal information
on SNS. This result is found to be consistent
with the existing studies (Ntlatywa et al. 2012;
Shen 2015). Conclusively, it implies that users

Table 2: Reliability analysis

Constructs    No.    Cron-        Type
   of   bach’s
Items α Coeffi-

  cient

Social influence 3 .716 Good
reliability

Disclosure 4 .760 Good
reliability

Hedonic 4 .714 Good
reliability

Perceived control 5 .732 Good
reliability

Perceived usefulness 6 .688 Acceptable
reliability

Perceived ease of use 5 .706 Good
reliability

Attitude 4 .658 Acceptable
reliability

Behavioral intention 5 .676 Acceptable
reliability

Actual use 5 .762 Good
reliability

Fig. 3. Validated framework
Source: Author
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have less trust over SNS. In addition, they have
fear while revealing their personal information
on SNS.

H2: Disclosure on social networking sites
will be positively correlated to the per-
ceived ease of use of social networking
sites.

This relationship turned out to be non-sig-
nificant. However, a negative correlation was
found between disclosure and perceived ease of
use, which implies that users have disclosure
concerns while interacting and communicating
with SNS. In addition, they feel uncomfortable
when revealing their personal information on
SNS. This negative relationship indicates that
low trust and the fear of information sharing will
lead towards less ease of use for SNS. The rela-
tionship was found to be consistent with the
existing studies (Ntlatywa et al. 2012; Shen 2015).

H3: Hedonic will be positively associated
with the perceived ease of use of social
networking sites.

This relationship turned out to be significant.
The analysis found a positive relationship be-
tween hedonic and ease of use, which implies
that if users are more involved and excited to use
an SNS, then this involvement and fun will have
a positive impact on its ease of use. Moreover, if
an SNS is easy to use then users enjoy and have
fun while using it and get more engaged in its
usage. These results are found to be consistent
with the existing studies of TAM and SNS (Jin
2013; Lallmahomed et al. 2013; Bataineh et al.
2015; Mouakket 2015).

H4: Social influence will be positively as-
sociated with the perceived usefulness
of social networking sites.

A relationship was hypothesized between
social influence and perceived usefulness. The

results indicate that social influence has a direct
positive impact on perceived usefulness, which
strongly supports the hypothesis. The relation-
ship also shows that peer influence significantly
impacts the usefulness of such social network-
ing sites. The results were found to be consis-
tent with the existing studies (Gefen and Keil
1998; Venkatesh and Davis 2000). Therefore, it
can be concluded that friends, family and peers
can significantly affect others in building an in-
dividual’s attitude for behaving in a particular
manner while making use of social networking
sites.

H5:  Perceived control on a social network-
ing site will be positively correlated to
the perceived ease of use social network-
ing sites.

The results of the study prove that a signifi-
cant relationship was found between perceived
control and perceived ease of use. The construct
of perceived control involves the interface fea-
tures of an SNS and enable a user to control
information sharing within their contacts circle,
which implies that users will have a positive ap-
proach for SNS if they think that they can man-
age and control their information easily on SNS.
Moreover, they can access control features,
which are not difficult to handle or learn.

H6: The perceived ease of use of a social net-
working site will be positively correlat-
ed to the perceived usefulness of that
social networking site.

The results highlight that the relationship be-
tween PU and PEOU was found to be significant
and consistent with the existing studies (Davis
1989). These constructs were found to be signif-
icant contributors in building a positive attitude
towards SNS usage. The relationship was built
from the basic TAM model, which means that if

Table 3: Summary of hypothesis tests

Hypothesized paths Outcome    Â values        P values

H1 DIS PU Not supported -.070 .330
H2 DIS PEOU Not supported -.021 .779
H3 HDN PEOU Supported .273 .001
H4 SI PU Supported .181 .016
H5 PC PEOU Supported .230 .003
H6 PEOU PU Supported .499 .000
H7 PU ATT Supported .480 .000
H8 PEOU ATT Supported .209 .005
H9 PU BI Supported .022 .000
H10 ATT BI Supported .789 .000
H11 BI AU Supported .158 .049
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the users perceive SNS to be useful then it is
more likely that users will find the SNS easy to
use for communication, interaction and social-
ization purposes.

H7: Increase in perceptions of perceived
usefulness of a social networking site
will lead to an increasingly positive at-
titude towards using that social network
site.

The results of the study show a significant
relationship between PU and attitude. In addi-
tion, the results were found to be consistent with
the existing studies (Keil et al. 1995). The con-
struct of PU was found to have a more signifi-
cant effect on attitude than PEOU (Keil et al. 1995;
Venkatesh 2000; Chau and Hu 2001). According
to the previous studies, PU is found to have a
more significant effect in deciding whether to
use a technology or not (Venkatesh 2000; Chau
and Hu 2001).

H8: Increase in perceptions of perceived
ease of use of a social networking site
will lead to an increasingly positive at-
titude towards using social networking
sites.

The results show a significant relationship
between PEOU and attitude. In addition, the re-
lationship was found to be contradictory in rela-
tion with the existing studies where PEOU had
minimal effect in formation of an attitude towards
the adoption of SNS (Keil et al. 1995; Chau and
Hu 2001; Chau 1996). From the results, it is con-
cluded that PEOU had more influence on atti-
tude than usefulness, which indirectly influenc-
es intention to use SNSs. The relationship im-
plies that in SNS, apart from its usefulness, ease
of use is also playing a significant role in the
adoption. Moreover, users are more willing to
make use of SNS if they believe in both charac-
teristics.

H9: Perceived usefulness will have a posi-
tive impact on the behavioral intention
to use a social networking site.

The results show that the relationship be-
tween PU and intention turned out to be signifi-
cant. The construct of perceived usefulness was
found to have a significant and positive influ-
ence on the intention to use SNS. This implies
that if users find SNS useful for interaction, com-
munication or socialization then this will have a
positive influence on their intention to use SNS
in that context.

H10: Attitude will have a positive influence
on the behavioral intention to use so-
cial networking sites.

In the proposed model, the relationship was
hypothesized between attitude and intention to
use SNS. The results of the study prove that this
relationship was significant. In addition, the con-
struct of attitude was found to be the most sig-
nificant factor in determining behavioral inten-
tion to use SNS. This finding highlights the cru-
cial role of attitude in forming one’s intention to
use SNS in a particular context.

H11: Behavioral intention will have a posi-
tive influence on the actual use of so-
cial networking sites.

In the proposed model, the relationship was
hypothesized between behavioral intention and
actual usage. The results prove that the relation-
ship was found to be significant, which implies
that users having strong intention to use SNS in
a particular manner will lead towards using SNS
in a particular context. This finding was found to
be consistent with the previous TAM base stud-
ies entailing that intention is a depiction of one’s
actual behavior on that system or technology
(Davis 1989; Taylor and Todd 1995).

DISCUSSION

From the results, it can be concluded that
perceived usefulness has a more significant ef-
fect on attitude than perceived ease of use. Con-
sistent with the previous studies, perceived use-
fulness is an important determinant in forming
one’s attitude towards that technology. In con-
trast with the existing studies, the construct of
PEOU was found to have a negligible influence
on attitude. In this research work, PEOU does
have a positive influence on attitude, which leads
the researchers to the conclusion that in SNS
both usefulness and ease of use move side by
side. A user is more likely to use a social site that
pertains to both being useful and easy to use.
However, the predictive power of PU is much
stronger than that of PEOU. The proposed frame-
work explains 27.8 percent of variance in PU.

PU had a direct impact on behavioral inten-
tion through attitude whereas PEOU had a less
significant effect on intention through attitude
but a higher influence through usefulness. This
implies that SNS users are more inclined to have
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a positive aspiration for SNS if they find it com-
fortable and easy to use. Moreover, SNS is use-
ful enough for interaction and socialization. In
contrast to the previous studies, PEOU is found
to have a significant effect in building a positive
attitude and intention for SNS usage. The value
of beta (.480) indicates that PU had the largest
impact on attitude. The model explains 15.9 per-
cent of variance in PEOU.

Hedonic was found to be positively associ-
ated with PEOU. Users are more inclined to en-
joy using them if they will find SNS easy to use.
Moreover, users are more focused and immersed
in their tasks if they are comfortable using the
SNS. In addition, PC was found to have a signif-
icant effect on PEOU insinuating that users are
more inclined to use access control features if
they find it free of effort. Most SNS provide us-
ers with the feature of access control where one
can manage their contacts within different
groups and restrict their personal information to
specific contacts. If these features are difficult
to understand and use then it will require time to
learn and become skillful in them. The positive
relationship between PC and PEOU evaluates
that users find the control features easy to use.
Since, the sample data collected for this research
was mainly from the CS background students,
the finding implicates that SNS users from the
CS discipline find the access control features
easy to use. This may be due to the fact that CS
people are more skilled and handy in using dif-
ferent kinds of software and systems. Addition-
ally, they have a wide exposure to technology
advancements. Therefore, they do not find con-
trol features or SNS interfaces difficult to handle
and are more apt in using them.

Another important finding was related to the
construct of disclosure. A negative relationship
was found between disclosure and perceived
usefulness, and perceived ease of use respec-
tively. Users are found to have disclosure con-
cerns in revealing their personal information on
SNS. This finding highlights the level of trust
that users have on SNS. Despite the fact that
SNS provide many access control features for
customizing the sharing options, users are still
concerned about their personal information and
location being collected by SNS providers. These
fears of disclosing their personal information on
SNS lead to its low usefulness and ease of use.
Another justification for disclosure concerns
may be attributed to the time factor. Users are so

busy to manage and control their disclosed con-
tent that they prefer not to divulge much. There-
fore, they avoid disclosing personal information.
Despite frequently using SNS, people are bound-
ed by cultural and social norms, which resist them
to share excessive personal information on SNS.

Social influence was found to be positively
associated with usefulness. This finding is con-
sistent with the previous studies on SNS, which
implies that an individual is being influenced by
its environment and what others think about
using SNS. Users perceive SNS to be useful and
an important communication tool if friends, fam-
ily and colleagues consider it practical and valu-
able. Attitude was found to be the most impor-
tant determinant in predicting one’s intention to
use SNS. The model explains 37.4 percent of vari-
ance on attitude. This finding may highlight a
crucial and fundamental role of attitude in ac-
ceptance of a technology and its usage behav-
ior. Eventually, it is the strong intention to use
SNS in a particular context that will lead to an
individual behaving in that particular manner. For
instance, a strong intention to use SNS for infor-
mation sharing will consequently form one’s be-
havior in that context.

Consistent with previous studies, intention
was found to be significantly correlated with
actual usage. The model explains 64.3 percent of
variance on behavioral intention. This finding
explains that usage behavior can be implicitly
determined by measures of behavioral intention
(Davis et al., 1989). This means that the intention
of users to use SNS for a particular behavior will
be reflected in their usage. Furthermore, inten-
tions to use SNS for information sharing, main-
taining ones relationship or for broadening ones
social circle will be reflected in the way a user
uses SNS. Thus, behavior can be predicted by
measures of intentions.

CONCLUSION

From this research, it can be concluded that
the sample population found SNS interfaces easy
to manage and use. They did not have much
difficulty in understanding these platforms. They
enjoyed using SNS and were completely immersed
and involved in its usage. Moreover, they felt
control over the information sharing on SNS.
Also, they were well aware of using the privacy
settings. The reason of awareness was due to
the fact that all participants were from a CS back-



SOCIAL NETWORKING SITES SHAPING BEHAVIOR 507

ground and they spent much time on computers.
Therefore, they found SNS easy and also felt
control over their information disclosure.

Despite this control and satisfaction from
privacy settings, some users still showed con-
cerns over the disclosure of their personal and
location information. These concerns might have
an influence on a user’s cultural values and norms.
The cultural norms and social values might be a
hindrance in the sharing of personal information.
It could also be attributed to the fact that having
background in CS, participants were well aware
of the downside of information disclosure. There-
fore, their concerns for disclosure were valid.

RECOMMENDATIONS

Due to the technical background of partici-
pants, they did not face any difficulty in inter-
acting with Social Networking Sites rather they
were completely immersed in its usage. There-
fore, it depends on the background profile of
participants that how comfortable they feel while
interacting with SNS.

Being even technical, participants showed
their concerns over the disclosure of personal
and location information. Therefore, disclosure
is found to be concern of significant importance
especially by keeping in mind the context of Pa-
kistani Society. In this research, participants hav-
ing background in CS felt more control over their
information. Therefore, control was also encoun-
tered as a significant contributor in interacting
with SNS in any circumstances. From this re-
search, it can also be concluded that friends, fam-
ily and peers can significantly affect others in
building an individual’s attitude for behaving in
a particular manner while making use of social
networking sites.

LIMITATIONS

The study is conducted by focusing on ac-
tual use of SNS by CS community. The partici-
pant’s cultural background is not considered in
the research. Also, all participants were either
involved in work or studies full-time. This time
restriction might have an effect on the use of
SNS. In terms of gender balance, survey respons-
es were dominated by female participation. How-
ever, in this study the main emphasis was to in-
vestigate actual use of SNS in CS participants

rather than how actual use varies in gender or
culture.
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