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Abstract
Purpose – Drawing upon the literature of Uses and Gratifications (U&G) Theory, the purpose of this
paper is to propose that entertainment, information seeking, socialization, and self-presentation are the
motivational factors affecting continuance intention of social media. This paper further investigates
the moderating effects of cultural difference and socio-economic status on the link between these
motivational factors and continuance intention.
Design/methodology/approach – Data collected from the 493 active users of Facebook in five
countries (Australia, Austria, Japan, Taiwan, and the USA) were used to test the proposed model. Partial
least squares method was used to assess the relationships in the model and the subgroup analysis method
was employed as well to examine the moderating roles of cultural difference and socio-economic status.
Findings – Information seeking exerts stronger effect on continuance intention for users from
individualistic cultures, while socialization, and self-presentation has stronger influence on continuance
intention for users from collective cultures. Entertainment has stronger influence on continuance for high
educated users, whereas self-presentation has stronger influence on continuance intention for users with
lower level of education. Finally, the effect of entertainment, information seeking on continuance
intention is stronger for users with higher level of income, while self-presentation has stronger influence
on continuance intention for users with lower level of income.
Originality/value – This study is one of first studies to extend the research context of U&G Theory
from adoption of social media to continuance intention of social media. This study is also the first to
investigate the moderating roles of cultural difference and socio-economic statuses in social media
usage behavior simultaneously.
Keywords Cross-cultural issues, Social networking (e.g. Facebook, second life), Cross-national study,
Social network analysis
Paper type Research paper

Introduction
Social media, as enabled by the widespread diffusion of high-speed internet, has become
a popular method of communication that allows users to generate and exchange
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information with others (Kaplan and Haenlein, 2010). According to a recent survey,
Facebook, one of the most popular social media, has more than 500 million active users
and about 30 billion pieces of content are posted on it each month (Glynn et al., 2012).
Despite the popularity of social media, researchers argue that the eventual success of an
information system (IS) depends on its continuity of use (Bhattacherjee, 2011). Since the
internet makes it easier for users to switch from a social media to another one providing
similar services, it is then important to identify what may drive users’ decision to use
social media continuously, hereafter referred to as the “continuance intention for social
media,” or more simply the “continuance intention.”

According to economic exchange theory, people are more likely to behave by
rational self-interest (Constant et al., 1994; Hsu et al., 2007). Similarly, prior literature
argues that users generally seek to fulfill their needs through media usage (Luo et al.,
2011). In this sense, the Uses and Gratifications (U&G) Theory is considered as a
useful approach to understand the determinants of the continuance intention for
social media, since it is widely used to explain user’s motivations for media usage
over the internet (e.g. Chiu and Huang, 2014; Luo et al., 2011). Hence, U&G theory
is used as the theoretical base to identify the antecedents of continuance intention.
In this study, entertainment, information seeking, socialization, and self-presentation
are considered as the social media usage motivations, following Lee and Ma (2012)
and Seidman (2013).

However, the theoretical models of user behavior are not universally applicable. This
is because each country or region has its unique cultural characteristics (Wallace et al.,
2013; Srite and Karahanna, 2006; Kaye and Little, 1996). The cultural incongruence, in
turn, will impact users’ activities (Vasalou et al., 2010). Similarly, Furner and George
(2012) postulate that the cultural differences may influence the users’ motivations for
using social media. Additionally, socio-economic status is considered as an important
factor that may moderate the relationship between the motivations and gratifications of
users (Rosengren, 1974). Researchers have also found that socio-economic status plays a
vital role in shaping IS usage (e.g. Hsieh et al., 2008). Based on the above arguments, we
consider that cultural difference and socio-economic status of the users may moderate
the influences of motivations on behavioral intention. However, few studies utilizing the
U&G theory have been conducted to test the moderating effects of cultural difference and
socio-economic status simultaneously. In order fill this knowledge gap, we aim to test the
moderating effects of cultural difference (collectivism and individualism) and socio-economic
status (education and income) on the relationship between the continuance intention
and its motivational factors (i.e. entertainment, information seeking, socialization,
and self-presentation).

This study is organized as follows. First, we review the existing literature of U&G
theory, cultural difference and socio-economic status. Second, we present our conceptual
model, research hypotheses, methodology, and data analysis. Finally, we discuss the
implications of research findings for the management of social media.

Theoretical background and research model
Figure 1 presents the research model for this study. In the model, entertainment,
information seeking, socialization, and self-presentation are treated as the determinants
of the continuance intention for social media. The model also proposes that cultural
difference and socio-economic status (education and income) will moderate the link
between the continuance intention and its antecedents. The reminder of this section will
define the constructs and develop the hypotheses presented in the model.
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The determinants of the continuance intention
U&G theory is a time-honored media use theory that is helpful in explaining users’
motivations toward a specific social media use (Xu et al., 2009). U&G theory asserts that
users are motivated to select or continue to use a media based on their needs or use
satisfaction or gratifications (Barton, 2009; Papacharissi and Rubin, 2000; Sangwan,
2005). U&G theory has been widely employed to understand the motivations in the
contexts of traditional media (e.g. newspapers, radios, and telephones) (Luo et al., 2011).
Recently, U&G theory has been used to explain the motivations of interactive media
usage (e.g. internet commutation technologies, and social media) (Luo et al., 2011). For
example, Jung et al. (2007) adopt U&G theory to explain individual’s motivations and
interpersonal self-presentation strategies about the social media. Building on U&G
theory, Dunne et al. (2010) employ the qualitative approach to explore why young
people tend to participate in social media. Likewise, several studies have used U&G
theory to better understand the individuals’ motivations for using social media
(Coursaris et al., 2013; Chiu and Huang, 2014). Thus, we believe that U&G theory
provides a useful theoretical framework for understanding the determinants of the
continuance intention for social media.

U&G theory proposes five categories of uses gratifications, including cognitive,
affective, personal integrative, social integrative, and tension release needs
(Katz et al., 1973; Sangwan, 2005). Cognitive needs refer to the desire for information
or knowledge acquisition, while affective needs are the desire for pleasure,
entertainment, and aesthetics (Sangwan, 2005). Personal integrative needs refer to
the desire to appear credible, to be perceived confident, and have high self-esteem,
whereas social interactive needs are the desire that users want to be part of a group
which is related to sense of belonging (Sangwan, 2005). Finally, tension release is
related to the desire for escape from problems and routines (Sangwan, 2005). Based
on the perspective of U&G theory, recent literature has found that users’motivations
to use social media can be identified as entertainment, information seeking,
socialization, and self-presentation (e.g. Lee and Ma, 2012; Seidman, 2013). Thus, we

Socio-economic status

Cultural Difference

Entertainment

Socialization

Information
Seeking

Self-presentation

Continuance
Intention

Income LevelEducation Level

H3d

H1c

H1b
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Figure 1.
Research model
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propose that entertainment, information seeking, socialization, and self-presentation
are the factors regarding users’ motivations that may impact users’ continuance
intention for social media.

Entertainment refers to the extent to which users can obtain entertaining and
escaping pressure through social media usage (Ko et al., 2005; Lee and Ma, 2012; Luo
et al., 2011). This motivation can be attributed to the ability of social media to satisfy
users’ affective desire. Information seeking, oh the other hand, refers to the extent to
which users can access relevant and timely information in the social media (Lee and
Ma, 2012). This value can be considered as users’ cognitive needs. Socialization
refers to users’ desire to satisfy social integrative needs by using social media (Lee
and Ma, 2012). That is, users tend to use social media to strengthen social ties with
others. Finally, self-presentation is the desire that users tend to enhance their
identity by disclosing their personal information, such as photographs and profile
information, in social media (Seidman, 2013). This motivation is similar to personal
integrative needs.

While past literature has found that entertainment, information seeking,
socialization, and self-presentation are the motivations guiding IS usage, including
social media usage. Studies investigating the factors affecting users’ intention to
use social media continuously are far more uncommon. Hence, this study aims to
test the relationships between these motivations and users’ intention to use social
media continuously. In addition, previous literature argues that cultural difference
and socio-economic status may impact the link between perceived benefits and
users’ behavior (e.g. Kim et al., 2011; Hsieh et al., 2008). Thus, it is important to examine the
roles of cultural difference and socio-economic status on the link between motivational
factors and the continuance intention for social media.

The moderating role of cultural difference
Hofstede (1980) defines culture as the characteristics of a particular group of people who
share common values, moral standards, a written and spoken language, customs, and
lifestyles. In general, culture can be divided into two types based on people’s perceptions
of the relationship between individuals and society, including individualism and
collectivism (Triandis, 1989; Shaaban and Conrad, 2013). The individualism emphasizes
independence, individual goals, and self-reliance, while collectivism emphasizes collective
achievement, group goals, and interdependence (Triandis, 1989). That is, people from
individualistic cultures such as western countries prefer to act as individuals rather than
as a member of a group, while people from collectivist cultures such as eastern countries
generally consider themselves as a part of a group (Kim et al., 2011). Thus, compared to
the people from collective cultures, people from individualistic cultures will take their
personal perspective in their actions and decisions (Hofstede, 1991; Kankanhallia et al.,
2004). Previous studies have highlighted that cultural difference is a vital factor
that may influence a person’s behavior in the online communication environment.
(Gevorgyan and Manucharova, 2009; Pfeil et al., 2006). Thus we believe that cultural
difference will play a moderating role in the link between the motivational factors and
the continuance intention.

Previous studies state that individualists can achieve greater relaxation through
the release of emotion than collectivists, because they generally tend to increase
self-stimulation and self-satisfaction (Lee and Wohn, 2012). In the study of Kim et al.
(2011), the findings show that entertainment motivation was rated significantly
higher for American students compared to Korean students. Hence, we may expect
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that individualists will be more likely to view social media as a means for obtaining
pleasure than collectivists:

H1a. Entertainment will have a stronger influence on continuance intention for
users from individualistic cultures than for users from collective cultures.

Information seeking is the action that people tend to seek information to resolve a
specific problem. Generally speaking, collectivists tend to seek information based on
collective interests rather than individual needs (Gevorgyan and Manucharova, 2009),
while individualists usually express their opinions in order to interact with others (Pfeil
et al., 2006). Chau et al.’s (2002) study also finds that individualists are more likely to use
social media to seek and obtain information than collectivists due to the greater level of
self-awareness. Thus, we may propose the following hypothesis:

H1b. Information seeking will have a stronger influence on continuance intention for
users from individualistic cultures than for users from collective cultures.

Moreover, collectivists usually regard themselves as active participants in the
community because they tend to build and maintain interpersonal relationships (Kim et
al., 2011). Conversely, individualists believe that their behaviors are independent
(Markus and Kitayama, 1991). Kim et al. (2011) provide some evidence that students in
Korean use social media to obtain emotional support, while students in the USA use
social media to seek information and entertainment. Therefore, we may expect
socialization will exert higher effect on continuance intention in collective cultures:

H1c. Socialization will have a stronger influence on continuance intention for users
from collective cultures than for users from individualistic cultures.

In addition, people from collectivistic cultures tend to establish and maintain relationships
with others and thus they are sensitive to in-group and out-group boundary (Yoon, 2009).
In such societies, people will behave to main social harmony and will tend to protect
themselves by not disclosing their personal information (Lowry et al., 2011). However,
people from individualistic cultures have a stronger self-awareness which is displayed
through personal favors, needs, and rights (Triandis, 1989). In such societies, people are
less concerned about the disclosure of private information (Lowry et al., 2011). Previous
studies also found that people in the collectivistic cultures tend to express information in
implicit, abstract, and indirect way, while people in the individualistic cultures usually
express information in direct and explicit way (Kim et al., 2011). Thus, we may expect that
social presentation will have higher effect on continuance intention in collectivistic
cultures:

H1d. Self-representation will have a stronger influence on continuance intention for
users from individualistic cultures than for users from collective cultures.

The moderating role of socio-economic status
Socio-economic status is commonly conceptualized as the social standing or class of an
individual or group (Adler et al., 1994). Prior IS literature argue that social economic
conditions, such as education and personal income, profoundly influence the use of
communication technology (Hsieh et al., 2008; Huffman et al., 2013) and continued use of
an IS (Jung et al., 2007). For example, Hargittai (2008) finds that people who have college
degree or above are more likely to use social media than those with a high school
degree, indicating that education is a vital factor that will impact users’ usage behavior
of social media. On the other hand, a study by Lenhart et al. (2010) reports that
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individuals with higher level of income have greater opportunities to use computer.
This implies that personal income may affect users’ access to social media usage and
thus impacts the experience of social media use as well. According to the above
arguments, we may propose that education and income are the two factors regarding
socio-economic status that may moderate the relationship between motivational factors
and the continuance intention for social media.

Braun (1993) argues that the people with a higher level of education and income are
more likely to spend time and money on leisure activities than those with lower level of
education and income. Similarly, Allen and Hatchett (1986) also find that people with
higher level of education and income tend to have more access to entertainment media.
Accordingly, we may propose that users with higher school education and income will
tend to have more access to social media for entertaining and escaping pressure. Thus:

H2a. Entertainment will have a stronger influence on continuance intention for
users with higher level of education than for users with lower level of
education.

H3a. Entertainment will have a stronger influence on continuance intention for
users with higher level of income than for users with lower level of income.

In general, people with higher socio-economic status are in an advantageous position to
utilize an IS to seek and obtain information (Hsieh et al., 2008). In other words, those
individuals with higher socio-economic status can obtain richer and useful information
than those with lower socio-economic status. Thus, we may expect that higher level of
education and income will enable users to use social media to seek information:

H2b. Information seeking will have a stronger influence on continuance intention
for users with higher level of education than for users with lower level of
education.

H3b. Information seeking will have a stronger influence on continuance intention for
users with higher level of income than for users with lower level of income.

As mentioned above, a major purpose for people to use social media is to build and
main their social relationships. Prior literature argues that socio-economic status is a
key factor determining the use of social media (Fehr and Gächter, 2000). In general,
people who are characterized by socio-economic advantage are more familiar with
communication technology such a social media related to socio-economic disadvantage
(Hsieh et al., 2008). This implies that socialization becomes a key motivation for users
with higher level of socio-economic status to use social media. This leads to the
following hypothesis:

H2c. Socialization will have a stronger influence on continuance intention for users
with higher level of education than for users with lower level of education.

H3c. Socialization will have a stronger influence on continuance intention for users
with higher level of income than for users with lower level of income.

Generally speaking, people would like to be seen as the ones with higher level of
socio-economic status. When they are unable to reach such socio-economic level they
expected, they will exhibit their best abilities to enable others to believe that they are
the person possessing higher socio-economic status (Jones and Pittman, 1982).
This implies that users with lower level of socio-economic status may tend to enable
others to believe that they are important. Thus, they may enhance their personal
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recognition by disclosing personal information. That is, self-presentation becomes a
major motivation for users with lower level of socio-economic status to use social
media. This leads to the following hypotheses:

H2d. Self-presentation will have a stronger influence on continuance intention for
users with lower level of education than for users with higher level of
education.

H3d. Self-presentation will have a stronger influence on continuance intention for
users with lower level of income than for users with higher level of income.

Methodology
Measurement development
The measures of this study were derived from previous published studies. Items for
measuring entertainment were adapted from Lee and Ma (2012), while scales used to
measure information seeking were adapted from Lu et al. (2010). Socialization measures
were adapted from Lu et al. (2010), Lee and Ma (2012), and Smock et al. (2011), whereas
self-presentation measures were adapted from Ko et al. (2005) and Smock et al. (2011).
Finally, items for measuring continuance intention were adapted from Bhattacherjee
(2001), Ko et al. (2005), and Mathieson (1991). In order to conduct the survey in both
eastern countries (e.g. Japan and Taiwan) and western countries (e.g. Australia, Austria, and
USA), the English items were translated into Japanese and Chinese. Then the professional
translators and native speakers were invited to identify any ambiguously worded questions.
The survey questionnaire were measured using a five-point Likert Scale with anchors
ranging from strongly agree (5) to strongly disagree (1). The items of questionnaire are listed
in Appendix.

Data collection
The current research targets subjects are all active users of Facebook in Australia,
Austria, Japan, Taiwan, and the USA. Facebook was selected because it is a well-known
social media and prior literature has used the users of Facebook as their respondents
(e.g. Lin and Lu, 2011). Based on above, this study believes that users of Facebook are
suited to be the respondents of this study.

Online and printed questionnaires were used to gather data simultaneously. First,
this study posted the messages about questionnaires on the web sites of Facebook,
Twitter, Myspace, Math.com, and a number of bulletin board systems in five countries
(i.e. Australia, Austria, Japan, Taiwan, and USA). Active Facebook users were invited
to support this survey. The returned questionnaires were initially screened for usability
and reliability; 440 responses were found to be complete and valid. In addition,
printed questionnaires were sent by post to 78 active Facebook users to request their
participation as well. In total, 68 questionnaires were returned and 15 invalidated
questionnaires were removed, resulting in a total of 53 complete questionnaires. In sum,
493 complete and valid questionnaires were collected for data analysis. Table I lists the
demographic information for all the respondents.

Data analysis
Based on Anderson and Gerbing (1988), this study used the two-step approach to
conduct data analysis. The measurement model was first examined and then the
structural model was assessed. In this study, partial least squares (PLS) was employed
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to carry out data analysis, because it place minimum restrictions on sample size,
measurement scales, and residual distributions (Chin et al., 2003). In this study, SmartPLS
2.0 M3 was employed to carry out the data analysis (Ringle et al., 2005).

Measurement model
We calculated convergent validity and discriminant validity to test the measurement
model, following Zhang et al. (2009). Convergent validity is sufficient if composite
reliability (CR) values are higher than 0.7 and average variance extracted (AVE) values
are higher than 0.5 (Fornell and Larcker, 1981; Zhang et al., 2009). The results show that
CR values ranged from 0.842 to 0.903 and AVE values ranged from 0.516 to 0.757 (see
Table II), indicating the adequate convergent validity. In addition, discriminant validity
was tested using the criteria suggested by Fornell and Larcker (1981): the square root of
AVE is much greater than all other cross-correlations correlation shared between the
construct and other constructs in the model. Table III shows that all the diagonal values
exceed the inter-construct correlations coefficient, indicating that discriminate validity
is acceptable.

Measure Items Frequency %

Gender Male 267 54.2
Female 226 45.2

Age ~19 106 21.5
20-29 274 55.5
30-39 56 11.3
W39 57 11.7

Education Junior school or less 22 4.4
High school 110 22.3
Some College 42 8.5
Bachelor’s degree 201 40.7
Graduate degree 118 23.9

Personal annual income ~10,000 USD 303 61.4
10,000-24,999 USD 94 19.0
25,000-49,999 USD 57 11.6
W50,000 USD 39 8.0

Citizenship Eastern/collectivism country (Japan, and Taiwan) 390 79.1
Western/individualism states (Australia, Austria,
and the USA) 103 20.8

Day of week of Facebook use ~1 29 5.9
2-4 68 13.7
5-6 56 11.5
Almost every day 340 68.9

Hour of day of Facebook use ~1 172 34.8
2-7 256 51.9
8-15 27 5.5
W15 38 7.8

Month of using Facebook
experiences

~6 56 11.3
7-12 81 16.4
13-24 170 34.4
25-36 115 23.4
W37 71 14.5

Note: The number of subjects¼ 493
Table I.

Demographics
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Structure model
The proposed model and hypothesized relationships were estimated using 500 interactions
of bootstrapping technique in SmartPLS. In addition, we adopted subgroup analysis
method to test the moderating roles of cultural difference and socio-economic status,
following Ahuja and Thatcher (2005). To further compare the results in depth between the
subgroups, we calculated t-statistics to evaluate the differences in path coefficients based
on the procedure proposed by Chin et al. (2003). The results of analysis are presented in
Tables IV-VI.

As shown in Table IV, entertainment, information seeking, socialization, and
self-presentation exert positive influences on continuance intention for subgroups of
individualism (β¼ 0.364, 0.384, 0.122, 0.102; t¼ 6.476, 6.587, 3.002, respectively) and

Construct Items Factor loading Composite reliability AVE

Entertainment (ET) ET 1 0.812 0.845 0.527
ET 2 0.815
ET 3 0.765
ET 4 0.638
ET 5 0.567

Information Seeking (IS) IS 1 0.654 0.863 0.558
IS 2 0.718
IS 3 0.829
IS 4 0.778
IS 5 0.745

Socialization (SI) SI 1 0.899 0.903 0.757
SI 2 0.912
SI 3 0.805
SI 4 0.704
SI 5 0.765

Self-presentation (SP) SP 1 0.770 0.842 0.520
SP 2 0.750
SP 3 0.791

Continuous intention (CI) CI 1 0.638 0.881 0.516
CI 2 0.767
CI 3 0.784
CI 4 0.689
CI 5 0.780
CI 6 0.727
CI 7 0.630

Table II.
Factor loadings,
composite reliability,
and AVE

ET IS SI SP UG

Entertainment (ET) 0.726
Information seeking (IS) 0.612*** 0.747
Socialization (SI) 0.577*** 0.537*** 0.721
Self-presentation (SP) 0.578*** 0.612*** 0.465*** 0.870
Continuous intention (CI) 0.717*** 0.652*** 0.611*** 0.620*** 0.719
Notes: Diagonal elements in the correlation of constructs matrix are the square root of the average
variance extracted. For adequate discriminant validity, diagonal elements should be greater than
corresponding off-diagonal elements. ***po0.001

Table III.
Correlation among
constructs and
the square root
of the AVE
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collectivism (β¼ 0.352, 0.134, 0.303, 0.167; t¼ 6.163, 2.482, 5.316, 3.321, respectively).
Table IV also reveals that most path coefficients from the antecedents (information
seeking, socialization, and self-presentation) to continuance intention for the two
subgroups are significantly different (t¼ 8.087, −6.162, −2.294, respectively), with
only one exception, the path coefficient from entertainment to continuance intention
(t¼ 0.399). Based on the above findings, we recognize that the relationship between
information seeking and continuance was stronger for users from individualistic
cultures, while socialization and self-presentation had stronger influence on
continuance intention for users from collective cultures. Thus, H1b and H1c are
supported, while H1a and H1d are not supported.

Individualism Collectivism Statistical

Paths
Path

coefficient t-value
Path

coefficient t-value
comparison
of paths

Entertainment→Continuous intention 0.364*** 6.476 0.352*** 6.163 0.399
Information seeking→Continuous
intention 0.384*** 6.587 0.134* 2.482 8.087***
Socialization→Continuous intention 0.122** 3.002 0.303** 5.316 −6.162***
Self-presentation→Continuous
intention 0.102* 2.326 0.167*** 3.321 −2.294*
Notes: ***po0.001; **po0.01; p*o0.05

Table IV.
Statistical

comparison of paths
for subgroups of

individualism and
collectivism

High education Low education Statistical

Paths
Path

coefficient t-value
Path

coefficient t-value
comparison
of paths

Entertainment→Continuous intention 0.408*** 7.348 0.316*** 5.701 2.991*
Information seeking→Continuous
intention 0.190** 3.235 0.219*** 4.262 −0.936
Socialization→continuous intention 0.184*** 3.574 0.215*** 3.745 −1.022
Self-presentation→Continuous
intention 0.147** 2.588 0.259*** 5.267 −3.734***
Notes: ***po0.001; **po0.01; p*o0.05

Table V.
Statistical

comparison of paths
for subgroups of

high and low
education

High income Low income Statistical

Paths
Path

coefficient t-value
Path

coefficient t-value
comparison
of paths

Entertainment→Continuous intention 0.434*** 8.826 0.344*** 5.929 2.961**
Information seeking→Continuous
intention 0.332*** 6.442 0.166** 3.020 5.459***
Socialization→Continuous intention 0.166*** 3.877 0.206*** 3.625 −1.341
Self-presentation→Continuous
intention 0.015 0.425 0.246*** 4.591 −8.208***
Notes: ***po0.001; **po0.01

Table VI.
Statistical

comparison of paths
for subgroups of

high and low income
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On the other hand, Table V reports that entertainment, information seeking, socialization,
and self-presentation have positive influences on continuance intention for subgroups of
high level of education (β¼ 0.408, 0.190, 0.184, 0.147; t¼ 7.348, 3.235, 3.574, 2.588,
respectively) and low level of education (β¼ 0.316, 0.219, 0.215, 0.259; t¼ 5.701, 4.262,
3.745, 5.267, respectively). The results also show that the path coefficients from the
entertainment and self-presentation to continuance intention, for the two subgroups are
significantly different (t¼ 2.991, −3.734, respectively). Accordingly, we recognize that
the relationship between entertainment and continuance was stronger for users with
higher level of education, while self-presentation had stronger influence on continuance
intention for users with lower level of education. Thus, H2a and H2d are supported. On
the other hand, the path coefficient from information seeking and socialization to
continuance intention are not significantly different (t¼−0.936; −1.022), meaning that
H2b and H2c are not supported.

Finally, Table VI shows that entertainment, information seeking, socialization, and
self-presentation have positive influences on continuance intention for subgroups of
low income (β¼ 0.344, 0.166, 0.206, 0.246; t¼ 5.929, 3.020, 3.625, 4.591, respectively),
while entertainment, information seeking, socialization exert significant influences on
the subgroup of high income (β¼ 0.434, 0.332, 0.166; t¼ 8.826, 6.442, 3.877, respectively).
The results also show that the path coefficients from the entertainment, information
seeking, and self-presentation to continuance intention for the two subgroups are
significantly different (t¼ 2.961, 5.459, −8.208 respectively), indicating that the effect of
entertainment, information seeking on continuance intention was stronger for users with
higher level of income, while self-presentation had stronger influence on continuance
intention for users with lower level of income. Thus, H3a, H3b, and H3d are supported.
On the other hand, the path coefficient from socialization to continuance intention is not
significantly different (t¼−1.341), meaning that H3c is not supported.

Discussion
The purpose of this study is to investigate the moderating influence of cultural difference
on the relationships between motivations of social media use and the users’ continuance
intention. In this study, four motivations such as entertainment, information seeking,
socialization, and self-presentation are identified as the primary determinants of
continuance intention for social media. Overall, the results provide support for most
hypothesized relationships in the model and offer several important findings.

First, the results show that information seeking exerts stronger effect on the
continuance intention for users from individualistic cultures, while socialization has
stronger influences on the continuance intention for users from collectivistic cultures.
The findings provide additional evidences that individualists are more likely to use
social media to seek and obtain information (Chau et al., 2002; Kim et al., 2011), while
users from collectivistic cultures tend to use social media to obtain emotional support
(Kim et al., 2011). However, contrary to expectations, self-presentation has stronger
influence on the continuance intention for users from collectivistic cultures. This finding is
in line with the assertion of Lowry et al. (2011) that the research results about the influence
of individualism on information privacy concern are mixed. This implies that some
personal characteristics will motivate users of collectivistic cultures to disclose their
personal information. Further studies should be conducted to explore what may drive
stronger link between self-presentation and continuance intention in collectivistic cultures.
In addition, the path coefficient from entertainment to continuance intention is not
significant different in both subgroups of individualism and collectivism, although it has
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significant effect on continuance for both subgroups. The finding means that social media
are considered as a pleasure-oriented web site through which people can obtain enjoyment
and pleasure (Lin and Lu, 2011). Thus, entertainment is an important predictor of
continuance intention for users from the individualistic and collectivistic cultures.

Furthermore, the results also reveal that entertainment has stronger influence on
continuance for educated users, while self-presentation has stronger influence
on continuance intention for users with lower level of education. The findings are
congruent with prior literature that people with higher level of education tend to have
more access to entertainment media (Allen and Hatchett, 1986) and people who are
socio-economic disadvantage may enable others to believe that they are the persons
possessing higher socio-economic status (Jones and Pittman, 1982). Additionally, the
path coefficients from information seeking and socialization to continuance intention
do not exert significant differences in both subgroups of high and low education. Since
information seeking and socialization have positive influences on continuance for both
subgroups, we may recognize that information seeking and socialization are the vital
predictors of continuance intention for user with high and low level of education.

Finally, the effects of entertainment, information seeking on the continuance
intention was stronger for users with higher level of income, while self-presentation has
stronger influence on continuance intention for users with lower level of income. The
findings are in line with the perspectives of Allen and Hatchett (1986) and Hsieh et al.
(2008) that users of socio-economic advantage will use social media to obtain hedonic
benefits and to seek information they need. The findings are similar to the assertion of
Jones and Pittman (1982) that users of socio-economic disadvantage may tend to
enhance their personal reorganization by disclosing personal information to make
others believe that they are important in this social media. In addition, path coefficient
from socialization to continuance intention also does not exert significant differences
for users of high and low level of income. This finding indicates that building and
maintaining social relationships with others is an important motivation for users with
high and low level of income.

Implications for theory and practice
This study provides several important theoretical contributions and implications for
research. First, although U&G theory has been used to understand the motivations of
social media use (Kim et al., 2011), little studies of U&G theory have been done to test
the relationships between motivational factors and users’ continuance intention. This
study is one of earlier study extend the research context of U&G theory from the
adoption of social media to the post-adoption of social media. This is a contribution of
this study. Second, while past literature has begun to explore the role of cultural
difference in motivations of social media use (Kim et al., 2011), previous views are
incomplete. In this study, we investigate the moderating roles of cultural difference and
socio-economic status (education and income) on the link between motivations of social
media continued use and users’ continuance intention simultaneously. The findings
could advance our understanding about the factors affecting users’ intention to use
social media continuously.

The results of this research also provide some implications for practitioners. First,
although the path from entertainment to continuance intention is not significant
difference between subgroups of individualism and collectivism, it still has a strong
significant effect on the continuance intention for user from individualistic and
collectivistic cultures. The findings show that entertainment is an important factor
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affecting the behavior of social media usage in the individualistic and collectivistic
cultures. Thus, more creative applications and games should be provided by social
media to increase users’ perception of pleasure and enjoyment. Second, the results show
that information seeking exerts stronger influence on continuance intention for the
users in the subgroups of individualism, high income, and low education. Therefore,
management of social media should improve the technological features of web site to
make interface of social media more easier to be used. Third, the results show that
socialization is a stronger determinant of continuance intention of social media in the
collectivistic cultures. Thus, management of social media should provide some useful
strategies for people in the collectivistic cultures to interact with others frequently. For
example, social media web site should incorporate features that facilitate the exchange
of social support via existing social relationships (Kim et al., 2011). Finally, the results
reveal that self-presentation has stronger influence on continuance intention for users
in the subgroups of socio-economic disadvantage (lower level of education and income)
and collectivistic cultures. In order to improve self-presentation mechanisms, management
of social media should provide some new functions for users to present themselves online.
This is can be done by providing the avatar or second-life services for users to present
themselves in another way.

Limitations
Although this study provides some interesting findings, several limitations must be
recognized. First, the data of this study were collected from users of a social media from
five countries. Future research should test the findings of our study in the different
social media in different countries to test the generalizability of this study. Second,
while cultural difference and socio-economic status play a vital role in the continued
use of social media, the motivations of continuance intention may be affected by
other personal characteristics, such as age and occupations. Further studies should be
conducted to test their influence on users’ continuance intention. Third, the results may
have been influenced by self-selection bias because our sample comprised only active
users. Users who had already ceased to use social media might have different
perceptions about the motivations of continuance.

References

Adler, N.E., Boyce, T., Chesney, M.A., Cohen, S., Folkman, S., Kahn, R.L. and Syme, S.L. (1994),
“Socioeconomic status and health: the challenge of the gradient”, American Psychologist,
Vol. 49 No. 1, pp. 15-24.

Ahuja, M.J. and Thatcher, J.B. (2005), “Moving beyond intention and toward the theory of trying:
effects of work environment and gender on post-adoption information technology use”,
MIS Quarterly, Vol. 29 No. 3, pp. 427-459.

Allen, R.L. and Hatchett, S. (1986), “The media and social reality effects: self and system
orientations of black”, Communication Research, Vol. 13 No. 1, pp. 97-123.

Anderson, J.C. and Gerbing, D.W. (1988), “Structural equation modeling in practice: a review and
recommended two-step approach”, Psychological Bulletin, Vol. 103 No. 3, pp. 411-423.

Barton, K.M. (2009), “Reality television programming and diverging gratifications: the influence
of content on gratifications obtained”, Journal of Broadcasting and Electronic Media,
Vol. 53 No. 3, pp. 460-476.

Bhattacherjee, A. (2001), “Understanding information systems continuance: an expectation-confirmation
model”, MIS Quarterly, Vol. 25 No. 3, pp. 351-370.

236

ITP
28,1

D
ow

nl
oa

de
d 

by
 N

A
T

IO
N

A
L

 C
H

E
N

G
C

H
I 

U
N

IV
E

R
SI

T
Y

 A
t 2

3:
46

 2
5 

A
pr

il 
20

17
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0003-066X.49.1.15&isi=A1994MR29800002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F08838150903102659&isi=000269543500007
http://www.emeraldinsight.com/action/showLinks?isi=000231790400004
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3250921&isi=000173923400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F009365028601300106&isi=A1986A039000006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-2909.103.3.411&isi=A1988N286100011


Braun, H.D. (1993), “The catalog shopper of the ’90s”, Direct Marketing, Vol. 55 No. 11, pp. 11-15.

Chau, P.Y.K., Cole, M., Massey, A.P., Montoya-Weiss, M. and O'Keefe, R.M. (2002), “Cultural
differences in the online behavior of consumers”, Communications of the ACM, Vol. 45
No. 10, pp. 138-143.

Chin, W.W., Marcolin, B.L. and Newsted, P.R. (2003), “A partial least squares latent variable
modeling approach for measuring interaction effects: results from a monte carlo simulation
study and an electronic-mail emotion/adoption study”, Information Systems Research,
Vol. 14 No. 2, pp. 189-217.

Chiu, C.M. and Huang, H.Y. (2014), “Examining the antecedents of user gratification and its
effects on individuals' social network services usage: the moderating role of habit”,
European Journal of Information Systems, available at: www.palgrave-journals.com.
ezproxy.lis.nsysu.edu.tw:8080/ejis/journal/vaop/ncurrent/full/ejis20149a.html#bib85
(accessed April 29, 2014).

Constant, D., Kiesler, S. and Sproull, L. (1994), “What’s mine is ours, or is it? A study of attitudes
about information sharing”, Information Systems Research, Vol. 5 No. 4, pp. 400-421.

Coursaris, C.K., Van Osch, W., Sung, J. and Yun, Y. (2013), “Disentangling twitter's adoption and
use (Dis) continuance: a theoretical and empirical amalgamation of uses and gratifications
and diffusion of innovations”, AIS Transactions on Human-Computer Interaction, Vol. 5
No. 1, pp. 57-83.

Dunne, A., Lawlor, M.A. and Rowley, J. (2010), “Young people's use of online social networking
sites: a uses and gratifications perspective”, Journal of Research in Interactive Marketing,
Vol. 4 No. 1, pp. 46-58.

Fehr, E. and Gächter, S. (2000), “Cooperation and punishment in public goods experiments”, The
American Economic Review, Vol. 90 No. 4, pp. 980-994.

Fornell, C. and Larcker, D.P. (1981), “Structural equation models with unobservable variables and
measurement errors”, Journal of Marketing Research, Vol. 18 No. 2, pp. 39-50.

Furner, C.P. and George, J.F. (2012), “Cultural determinants of media choice for deception”,
Computers in Human Behavior, Vol. 28 No. 4, pp. 1427-1438.

Gevorgyan, G. and Manucharova, N. (2009), “Does culture adapted online communication work?
A study of American and Chinese internet users’ attitudes and preferences toward
culturally customized web design elements”, Journal of Computer Mediated Communication,
Vol. 14 No. 2, pp. 393-413.

Glynn C.J., Huge, M.F. and Hoffman, L.H. (2012), “All the news that's fit to post: a profile
of news use on social networking sites”, Computers in Human Behavior, Vol. 28
No. 1, pp. 113-119.

Hargittai, E. (2008), “Whose space? Differences among users and non-users of social networks
sits”, Journal of Computer-Mediated Communication, Vol. 13 No. 1, pp. 276-297.

Hofstede, G. (1980), Culture's Consequences: International Differences in Work-Related Values,
Sage, Beverly Hills, CA.

Hofstede, G. (1991), Cultures and Organizations: Software of the Mind: Intercultural Cooperation
and its Importance for Survival, McGraw-Hill, New York, NY.

Hsieh, J.J.P.-A., Rai, A. and Keil, M. (2008), “Understanding digital inequality: comparing
continued use behavioral models of the social-economically advantaged and
disadvantaged”, MIS Quarterly, Vol. 32 No. 1, pp. 97-126.

Hsu, M.-H., Ju, T.L., Yen, C.-H. and Chang, C.-M. (2007), “Knowledge sharing behavior in virtual
communities: the relationship between trust, self-efficacy, and outcome expectations”,
International Journal of Human-Computer Studies, Vol. 65 No. 2, pp. 153-169.

237

Social media
continuance

intention

D
ow

nl
oa

de
d 

by
 N

A
T

IO
N

A
L

 C
H

E
N

G
C

H
I 

U
N

IV
E

R
SI

T
Y

 A
t 2

3:
46

 2
5 

A
pr

il 
20

17
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3151312&isi=A1981LC54900004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1083-6101.2007.00396.x
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijhcs.2006.09.003&isi=000243626900005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.14.2.189.16018&isi=000183940900004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2012.03.005&isi=000304518000038
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F17505931011033551
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1083-6101.2009.01446.x&isi=000264734700009
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fejis.2014.9
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fejis.2014.9
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fejis.2014.9
http://www.emeraldinsight.com/action/showLinks?crossref=10.1257%2Faer.90.4.980&isi=000089431700015
http://www.emeraldinsight.com/action/showLinks?crossref=10.1257%2Faer.90.4.980&isi=000089431700015
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2011.08.017&isi=000297392700013
http://www.emeraldinsight.com/action/showLinks?isi=000253702000005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.5.4.400&isi=A1994QA91900004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1145%2F570907.570911&isi=000178272600028


Huffman, A.H., Whetten, J. and Huffman, W.H. (2013), “Using technology in higher education: the
influence of gender roles on technology self-efficacy”, Computers in Human Behavior,
Vol. 29 No. 4, pp. 1779-1786.

Jones, E.E. and Pittman, T.S. (1982), “Toward a general theory of strategic self-presentation”,
in Suls, J. (Ed.), Psychological Perspectives on the Self, Vol. 1, Lawrence Erlbaum, Hillsdale,
NJ, pp. 231-262.

Jung, T., Youn, H. and McClung, S. (2007), “Motivations and self-presentation strategies on
Korean-based ‘Cyworld’ weblog format personal homepages”, Cyber Psychology and
Behavior, Vol. 10 No. 1, pp. 24-31.

Kankanhallia, A., Tana,B.C.Y., Wei, K.K. and Holmes, M.C. (2004), “Cross-cultural differences and
information systems developer values”, Decision Support Systems, Vol. 38 No. 2, pp. 183-195.

Kaplan, A.M. and Haenlein, M. (2010), “Users of the world, unite! The challenges and
opportunities of social media”, Business Horizons, Vol. 53 No. 1, pp. 59-68.

Katz, E., Gurevitch, M. and Hass H. (1973), “On the use of mass media for important things”,
American Sociological Review, Vol. 38 No. 2, pp. 164-181.

Kaye, R. and Little, S.E. (1996), “Global business and cross-cultural information systems:
technical and institutional dimensions of diffusion”, Information Technology & People,
Vol. 9 No. 3, pp. 30-54.

Kim, Y., Sohn, D. and Choi, S.M. (2011), “Cultural difference in motivations for using social
network sites: a comparative study of American and Korean college students”, Computers
in Human Behavior, Vol. 27 No. 1, pp. 365-372.

Ko, H., Cho, C.H. and Roberts, M.S. (2005), “Internet uses and gratifications: a structural equation
model of interactive advertising”, Journal of Advertising, Vol. 34 No. 2, pp. 57-70.

Lee, C.S. and Ma, L. (2012), “News sharing in social media: the effect of gratifications and prior
experience”, Computers in Human Behavior, Vol. 28 No. 2, pp. 331-339.

Lee, Y.H. and Wohn, D.Y. (2012), “Are there cultural differences in how we play? Examining
cultural effects on playing social network games”, Computers in Human Behavior, Vol. 28
No. 4, pp. 1307-1317.

Lenhart, A., Purcell, K., Smith, A. and Zickuhr, K. (2010), “Social media and mobile internet use
among teens and young adults”, Pew Internet & American Life Project, An initiative of the
Pew Research Center, Washington, DC, February 3.

Lin, K.Y. and Lu, H.P. (2011), “Why people use social networking sites: an empirical study
integrating network externalities and motivation theory”, Computers in Human Behavior,
Vol. 27 No. 3, pp. 1152-1161.

Lowry, P., Cao, J. and Everard, A. (2011), “A privacy concerns versus desire for interpersonal
awareness in driving the use of self-disclosure technologies: the case of instant messaging
in two cultures”, Journal of Management Information Systems, Vol. 27 No. 4, pp. 163-200.

Lu, H.P., Lin, J.C.C., Hsiao, K.L. and Cheng, L.T. (2010), “Information sharing behavior on blogs in
Taiwan: effects of interactivities and gender difference”, Journal of Information Science,
Vol. 36 No. 3, pp. 401-416.

Luo, M.M., Chea, S. and Chen, J.S. (2011), “Web-based information service adoption: a comparison
of the motivational model and the uses and gratifications theory”, Decision Support
Systems, Vol. 51 No. 1, pp. 21-30.

Markus, H.R. and Kitayama, S. (1991), “Culture and the self: implications for cognition, emotion
and motivation”, Psychological Review, Vol. 98 No. 2, pp. 224-253.

Mathieson, K. (1991), “Predicting user intentions: comparing the technology acceptance
model with the theory of planned behavior”, Information Systems Research, Vol. 2 No. 3,
pp. 173-191.

238

ITP
28,1

D
ow

nl
oa

de
d 

by
 N

A
T

IO
N

A
L

 C
H

E
N

G
C

H
I 

U
N

IV
E

R
SI

T
Y

 A
t 2

3:
46

 2
5 

A
pr

il 
20

17
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09593849610129086
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2012.02.014&isi=000304518000025
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0165551510363631&isi=000278088900008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0167-9236%2803%2900101-5&isi=000224016200003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2010.08.015&isi=000285368400046
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2010.08.015&isi=000285368400046
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2013.02.012&isi=000319090200062
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.dss.2010.11.015&isi=000288519200003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.dss.2010.11.015&isi=000288519200003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.bushor.2009.09.003&isi=000286777300008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F00913367.2005.10639191&isi=000230256900005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2010.12.009&isi=000288875700012
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-295X.98.2.224&isi=A1991FF98900006
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F2094393&isi=A1973P378900002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2011.10.002&isi=000300028900007
http://www.emeraldinsight.com/action/showLinks?crossref=10.2753%2FMIS0742-1222270406&isi=000290549800007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.2.3.173&isi=000209837200001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1089%2Fcpb.2006.9996&isi=000244713800004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1089%2Fcpb.2006.9996&isi=000244713800004


Papacharissi, Z. and Rubin, A.M. (2000), “Predictors of internet use”, Journal of Broadcasting and
Electronic Media, Vol. 44 No. 2, pp. 175-196.

Pfeil, U., Zaphiris, P. and Ang, C.S. (2006), “Culture differences in collaborative authoring of
Wikipedia”, Journal of Computer Mediated Communication, Vol. 12 No. 1, pp. 88-113.

Ringle, C.M., Wende, S. and Will, S. (2005), “SmartPLS 2.0 (M3) beta”, Hamburg, available at:
www.smartpls.de. (accessed April 25, 2014).

Rosengren, K.E. (1974), The Uses of Mass Communications - Current Perspectives on
Gratifications Research, SAGE Publications, Beverly Hills, CA.

Sangwan, S. (2005), “Virtual community success: a uses and gratifications perspective”, paper
presented at the 38th Hawaii International Conference on System Sciences (HICSS),
Big Island, Hawaii, January 03-06, available at: http://ieeexplore.ieee.org/xpl/login.jsp?
tp¼&arnumber¼ 1385631&url¼ http%3A%2F%2Fieeexplore.ieee.org%2Fxpls%
2Fabs_all.jsp%3Farnumber%3D1385631

Seidman, G. (2013), “Self-presentation and belonging on Facebook: how personality influences
social media use and motivations”, Personality and Individual Differences, Vol. 54 No. 3,
pp. 402-407.

Shaaban, H. and Conrad, M. (2013), “Democracy, culture and information security: a case
study in Zanzibar”, Information Management & Computer Security, Vol. 21 No. 3,
pp. 191-201.

Smock, A.D., Eillison, N.B., Lampe, C. and Wohn, D.Y. (2011), “Facebook as a toolkit: a uses and
gratification approach to unbundling feature use”, Computers in Human Behavior, Vol. 27
No. 6, pp. 2322-2229.

Srite, M. and Karahanna, E. (2006), “The role of espoused national cultural values in technology
acceptance”, MIS Quarterly, Vol. 30 No. 3, pp. 679-704.

Triandis, H.C. (1989), “The self and social behavior in differing cultural contexts”, Psychological
Review, Vol. 96 No. 3, pp. 506-520.

Vasalou, A., Joinson, A. and Courvoisier, D. (2010), “Cultural differences, experience with social
networks and the nature of ‘true commitment’ in Facebook”, International Journal of
Human-Computer Studies, Vol. 68 No. 10, pp. 719-728.

Wallace, S., Reid, A., Clinciu, D. and Kang, J.S. (2013), “Culture and the importance of usability
attributes”, Information Technology & People, Vol. 26 No. 1, pp. 77-93.

Xu, B., Jones, D.R. and Shao, B. (2009), “Volunteers’ involvement in online community based
software development”, Information & Management, Vol. 46 No. 3, pp. 151-158.

Yoon, C. (2009), “The effects of national culture values on consumer acceptance of e-commerce:
online shoppers in China”, Information & Management, Vol. 46 No. 5, pp. 294-301.

Zhang, K.Z.K., Lee, M.K.O., Cheung, C.M.K. and Chen, H. (2009), “Understanding the role
of gender in bloggers' switching behavior”, Decision Support Systems, Vol. 47 No. 4,
pp. 540-546.

Further reading

Cheung, C.M.K., Chiu, P.Y. and Lee, M.K.O. (2011), “Online social networks: why do
students use Facebook?”, Computers in Human Behavior, Vol. 27 No. 4,
pp. 1337-1343.

Stafford, T.F., Stafford, M.R. and Schkade, L.L. (2004), “Determining uses and gratifications for
the internet”, Decision Sciences, Vol. 35 No. 2, pp. 259-288.

239

Social media
continuance

intention

D
ow

nl
oa

de
d 

by
 N

A
T

IO
N

A
L

 C
H

E
N

G
C

H
I 

U
N

IV
E

R
SI

T
Y

 A
t 2

3:
46

 2
5 

A
pr

il 
20

17
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.dss.2009.05.013&isi=000271549600026
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2011.07.011&isi=000295769500028
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09593841311307150&isi=000318378300004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1207%2Fs15506878jobem4402_2&isi=000087231000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1207%2Fs15506878jobem4402_2&isi=000087231000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2010.07.028&isi=000291188600006
http://www.emeraldinsight.com/action/showLinks?isi=000240289900007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.im.2008.12.005&isi=000265516600001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1083-6101.2006.00316.x&isi=000242797100005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.00117315.2004.02524.x&isi=000221392900005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.paid.2012.10.009&isi=000312924800015
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-295X.96.3.506&isi=A1989AC64300007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0033-295X.96.3.506&isi=A1989AC64300007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.im.2009.06.001&isi=000268844000006
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2FIMCS-09-2012-0057
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijhcs.2010.06.002&isi=000281509200008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijhcs.2010.06.002&isi=000281509200008


Appendix

About the authors
Dr Meng-Hsiang Hsu holds a PhD Degree from the National Sun-Yat-Sen University, Taiwan. He
is currently a Professor at the Department of Information Management, National Kaohsiung First
University of Science and Technology. His research interests include knowledge management,

Construct Items Measure Source

Entertainment (ET) ET 1 Using Facebook makes me feel pleasure Lee and Ma (2012)
ET 2 Using Facebook makes me feel relaxed
ET 3 Using Facebook can let me escape life’s

unpleasantness
ET 4 Using Facebook can let me kill time
ET 5 Using Facebook makes me feel enjoyable

while playing games or interacting with
friends

Information seeking (IS) IS 1 Facebook allows me to effectively seek
information which I am interested in

Lu et al. (2010)

IS 2 I check Facebook friends’ requests and
messages very often

IS 3 I use Facebook to keep up with the latest
news and events

IS 4 Facebook information can provide helpful
advice to me

IS 5 Facebook information is up to date on the
current information

Socialization (SI) SI 1 I have a friends’ community on Facebook Lu et al. (2010),
Lee and Ma (2012),
and Smock
et al. (2011)

SI 2 Facebook is a useful communication
channel to connect with people

SI 3 Facebook provides a platform for me to
contact people easily

SI 4 I have used Facebook to reconnect with
friends who I had lost contact for long time

SI 5 Facebook makes it easier for me to keep in
touch with my friends

Self-presentation (SP) SP 1 I usually update my profile on Facebook Smock et al. (2011),
Ko et al. (2005)SP 2 I could express my opinions through

publishing articles on Facebook
SP 3 I share my personal information and living

conditions on Facebook
Continuous intention (CI) CU 1 I will use Facebook when I am online every

time
Ko et al. (2005),
Mathieson (1991),
and Bhattacherjee
(2011)

CU 2 I am very satisfied with services provided
by Facebook

CU 3 I feel very comfortable when I use Facebook
CU 4 I am interested in continuing to use

Facebook
CU 5 Compared with other online social sites, I

have more interests in using Facebook
CU 6 I would like to spend more time on

Facebook in the future
CU 7 Past experience makes me want to continue

using Facebook
Table AI.
Questionnaire items

240

ITP
28,1

D
ow

nl
oa

de
d 

by
 N

A
T

IO
N

A
L

 C
H

E
N

G
C

H
I 

U
N

IV
E

R
SI

T
Y

 A
t 2

3:
46

 2
5 

A
pr

il 
20

17
 (

PT
)



information ethics, and electronic commerce. He has published articles in Decision Support
Systems, Information Systems journal, Journal of Business Ethics, Behaviour and Information
Technology, International Journal of Human-Computer Studies, and others. Dr Meng-Hsiang Hsu
is the corresponding author and can be contacted at: mhhsu@nkfust.edu.tw

Shih-Wei Tien is currently a PhD Student in Communication from the National Cheng Chi
University, Taiwan. Her research interests include cross-cultural studies and new media internet
communication.

Associate Professor Hsien-Cheng Lin is a Doctoral Candidate, PhD Programs in Management,
National Kaohsiung First University of Science and Technology, Taiwan. He is also an Assistant
Professor at the Department of Health-Business and Administration, Fooyin University, Taiwan.
His current research interests include knowledge management, and medical informatics. He has
published articles in Computers Informatics Nursing, Computers in Human Behaviour, and others.

Chun-Ming Chang is currently an Associate Professor at the Department of Tourism
Information, Aletheia University, Taiwan. He holds a PhD Degree in Management from the
National Kaohsiung First University of Science and Technology, Taiwan. His current research
interests include electronic commerce and knowledge management. He has published articles in
Decision Support systems, Information Systems Journal, International Journal of Human-Computer
Studies, Behaviour and Information Technology, and others.

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

241

Social media
continuance

intention

D
ow

nl
oa

de
d 

by
 N

A
T

IO
N

A
L

 C
H

E
N

G
C

H
I 

U
N

IV
E

R
SI

T
Y

 A
t 2

3:
46

 2
5 

A
pr

il 
20

17
 (

PT
)



This article has been cited by:

1. A M Sundjaja, F LumanGaol, T Budiarti, B S Abbas, S B Abdinagoro, H Ongowarsito. 2017.
The Role of Social Media User Experience as a Mediator for Understanding Social Media User
Behavior in Indonesia’s Museum Industry: Literature Review. Journal of Physics: Conference Series
801, 012052. [CrossRef]

2. Chun-Ming Chang, Meng-Hsiang Hsu. 2016. Understanding the determinants of users’ subjective
well-being in social networking sites: an integration of social capital theory and social presence
theory. Behaviour & Information Technology 35:9, 720-729. [CrossRef]

3. Princely Ifinedo. 2016. Applying uses and gratifications theory and social influence processes to
understand students' pervasive adoption of social networking sites: Perspectives from the Americas.
International Journal of Information Management 36:2, 192-206. [CrossRef]

4. Junpeng Guo, Zengguang Liu, Yu Liu. 2016. Key success factors for the launch of government
social media platform: Identifying the formation mechanism of continuance intention. Computers
in Human Behavior 55, 750-763. [CrossRef]

D
ow

nl
oa

de
d 

by
 N

A
T

IO
N

A
L

 C
H

E
N

G
C

H
I 

U
N

IV
E

R
SI

T
Y

 A
t 2

3:
46

 2
5 

A
pr

il 
20

17
 (

PT
)

http://dx.doi.org/10.1088/1742-6596/801/1/012052
http://dx.doi.org/10.1080/0144929X.2016.1141321
http://dx.doi.org/10.1016/j.ijinfomgt.2015.11.007
http://dx.doi.org/10.1016/j.chb.2015.10.004

	Outline placeholder
	AppendixAbout the authors


