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Abstract. Social Networking Sites (SNS) are second generation web applications
allowing the creation of personal online networks; the social networking domain has
become one of the fastest growing online environments connecting hundreds of
millions of people worldwide. Businesses are increasingly interested in SNS as
sources of customer voice and market information but are also increasingly
interested in the SNS as the domain where promising marketing tactics can be
applied; SNS can be also used as business process management (BPM) tools due to
powerful synergies between BPM and SNS. Marketers have various options: SNS
can be engaged as tools of customer engagement, social interaction, and relationship
building but also as channels of information, collaboration and promotion.
Understanding the adoption motives and adoption process of these applications is an
essential step in engaging the SNS as part of the marketing toolbox.

In order to analyze the factors influencing the acceptance and use of SNS in
The Netherlands a Technology Acceptance Model (TAM) was developed and
tested. The findings indicate that there is a significant positive effect of the ease of
use of SNS on perceived usefulness. Both variables have a direct effect on the
intention to use the SNS and an indirect effect on the attitude towards the
applications. Moreover the study has shown that intention to use SNS has a direct
and positive effect on the degree of final use of SNS. Results demonstrate
empirically that the TAM can explain and predict the acceptance of SNS by users
as new communication system connecting them to peers and businesses.

This study presents an overview of the SNS user behavior and underlines the
importance of using these applications as new communication technology.

* Corresponding author.

M. Glykas (Ed.): Business Process Management, SCI 444, pp. 2217
springerlink.com © Springer-Verlag Berlin Heidelberg 2013



222 E. Constantinides, C. Lorenzo-Romero, and M.-d.-C. Alarcén-del-Amo

Keywords: Social Networking Sites, Technology Acceptance Model, user
behavior in SNS, Structural Equation Modeling, Business Process Management.

1 Introduction

Social Networking Sites (SNS) belong to the second generation of Internet
applications commonly known as Web 2.0 of Social Web. SNS are a relatively
recent Internet phenomenon, the first examples appeared at the end of the 20"
Century. Today hundreds of millions of web users are connected through SNS
worldwide, many of them having fully integrated SNS into their everyday life
(Boyd and Ellison 2007; Subrahmanyam et al. 2008). According to data from
ComScore Media Metrix (2011) about digital trends in the European market,
Europe shows the highest growth in SNS reach from December 2009 until
December 2010 (up 10.9 percentage points), compared with North America (up
6.6 points), Latin America (up 5.5 points) and Middle East-Africa (up 2.7 points).
North America has the highest number of Internet users who are SNS users
(89.8%), followed by Latin America (87.7%) and Europe (84.4%). According to
the same source The Netherlands is worldwide the country with the highest
penetration in SNS like LinkedIn and Twitter.

SNS are considered of great importance for individuals and businesses, since
they support the maintenance of existing social ties and the establishment of new
connections between users (Donath and Boyd 2004; Ellison et al. 2006; Ellison et
al. 2007; Boyd and Ellison 2007). These connections can be vital for facilitating
various group tasks (Sproull and Kiesler 1991; Preece and Maloney-Krichmar
2003), controlling and decreasing bad online behavior or efforts to manipulate co-
users (Reid 1999; Donath 1998), and allow the build-up of different types of social
capital (Resnick 2001; Ramayah 2006). These are some of the potential benefits of
social networking (Wellman 2001).

The objective of this study is to explain the essence of SNS and develop a
Technology Acceptance Model (TAM) (Davis 1989) enabling the analysis the
factors that influence the level of acceptance and use of SNS. In this research line,
Chiu et al. (2006) integrate a model for investigating the motivations behind
people's knowledge sharing in virtual communities. We drew from the basic
perceptions of the TAM and applied it to the adoption of SNS as new
communication system based on web technology. The study focuses on the SNS
adoption in a mature Internet market specific market, The Netherlands. This
country has a leading position in the use of the Internet in Europe. 83% of the
population is regular Internet users —connecting to the Internet at least once a
week— and 74% of the population has broadband connection. In both aspects The
Netherlands is ranking n° 1 in Europe (European Commission 2010). Moreover,
within Europe, 85.1% of Internet users from The Netherlands are SNS users
(ComScore Media Metrix 2011).

The study is a step towards better understanding the mechanisms of adoption of
SNS by users; this is a vital step for strategists willing to exploit the possibilities
of using SNS as part of the corporate strategy.
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2 Theoretical Review

2.1 Social Networking Sites for Business Process Management

SNS act as an extension of face-to-face interaction (Kujatch 2011). Boyd and
Ellison (2007) define SNS as “services based on Internet that allow individuals to
build a public or semi-public profile within a system, create a list of other users
that share a connection, and see and navigate through their list of connections and
of those created by others within the system”. A more recent definition is
proposed by Kwon and Wen who define SNS as “websites that allow building
relationships online between persons by means of collecting useful information
and sharing it with people. Also, they can create groups which allow interacting
amongst users with similar interests” (Kwon and Wen 2010). SNS specifically
offer the users a space where they can maintain and create new relationships, as
well as share information (Kolbitsch and Maurer 2006). According to O’Dell
(2010), SNS are becoming more popular than search engines in some countries. In
fact, the role of SNS as marketing instruments is a subject attracting also
substantial research attention (Constantinides and Fountain 2008; Waters et al.
2009; Hogg 2010; Spaulding 2010).

Next to the networking possibilities SNS can also empower their users as
participants in the marketing process; this because online networks offer users the
possibility to obtain more information about companies, brands and products
(often in the form of user reviews) and make better buying decisions (Lorenzo et
al. 2009). SNS can therefore become a useful input for the business process
management (BPM).

BPM is defined as all efforts in an organization to analyze and continually
improve fundamental activities such as manufacturing, marketing, communications
and other major elements of company’s operations (Zairi 1997; Trkman 2010). A
business process is a complete, dynamically coordinated set of activities or logically
related tasks that must be performed to deliver value to customers or to fulfill other
strategic goals (Guha and Kettinger 1993; Strnadl 2006; Trkman 2010). BPM has
received considerable attention recently by business administration because
companies are interested in increasing customer satisfaction, reducing cost of doing
business and launching new products and services at low cost (Trkman, 2010).

Distributed work and virtual teams are getting more important and most
business processes involve several collaborating individuals (Ho et al. 2009).
Social Media-based collaborative tools, such as SNS, blogs or forums, can be used
to support the design, execution, and management of business processes (Richter
et al. 2009, 2010; Vom Brocke et al. 2011).

According to Vom Brocke et al. (2011) an emergent application area of BPM
can be identified at the intersection between Social Media and business process.
Both traditional BPM and Social Media can address the management of work
activities (Hammel and Breen 2007). According to Erol et al. (2010, pp. 453-454),
social software provides a number of new tools and options, that should be
considered when designing business processes:
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- Self identification. Any individual who would like to contribute to an
activity may do so and thus identifies themselves as competent to carry
out such activity.

- Transparency. All work results are openly available to anyone.

- Signing. The performing individual signs all work activities upon
completion.

- Logging. All activities are logged to provide a history of work activities.

- Open modification. Anyone can modify contributions by other
individuals.

- Discussion. Comments on work results and suggestions for modifications
can be discussed an even directly linked to content pieces.

- Banning. Actors exhibiting inappropriate behaviour may be banned.

Bruno et al. (2011) explain that the social software, the basis of the Social Media,
offers four very valuable features: Weak ties, egalitarianism, social production and
mutual service provisioning. Using these features it is possible to achieve
integration and responsiveness as required by BPM. According to these authors,
the Social Media:

- Facilitate the motivation to participate by consumers and workers and
thus supports the organizational integration.

- Allow the social production which facilitates sharing knowledge and
empowering human agents at the micro level and thus supports the
organizational integration.

- The egalitarianism feature of Social Media facilitating knowledge
sharing, participates also in the organizational integration.

According to Khoshafian (2008), there is a powerful synergy between BPM and
SNS. BPM continuous improvement has different phases: model development,
execution, and performance monitoring. SNS and collaboration can be organized
along both time and place dimensions. A BPM user community spans across
functional units, cross departmental value chains, trading partners and other BPM
communities. Each community and each option of networking in the taxonomy of
BPM undergoes continuous improvement phases and the BPM societies can
leverage SNS solutions. SNS are often void of process context; BPM provides the
process context of the collaboration and networking. So while business processes
provide the context of the collaboration, SNS support and augments the various
activities of the BPM continuous improvement lifecycle.

Due to the importance of SNS in the BPM, Bruno et al. (2011) affirm that
companies should investigate how to run social processes on SNS by taking
advantage of the dynamic teams and the informal interactions they provide.
Traditional BPM life cycles are based on the assumption that it is possible to
predefine the control and information flows needed during the BPM life cycle.
Social Media breaks with this assumption and replaces the a priori control of
quality by an a posteriori one. In Social Media in general, and SNS in particular,
individuals are allowed to contribute; therefore, end users are included more in the
BPM life cycle and play an active part of the BPM life cycle. Furthermore, there is
no strict separation between contributor and consumer. Instead there is an
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exchange of contributions and each contribution to the BPM life cycle can be seen
as a service provided by an end user or an involved stakeholder. Bruno et al.
(2011) argue that SNS present some risk for companies. In an environment where
everybody may provide information, some information or activities could damage
the reputation of the company.

Regarding the potential of SNS as business tools, these can play different roles
a part of marketing strategy (Constantinides and Fountain 2008; Waters et al.
2009; Tikkanen et al. 2009; Hogg 2010; Spaulding 2010); there are various ways
that SN'S can provide business value:

- SNS allow the creation of a corporate profile with information about the
company, its products and/or services that could be used to create an
interest group within these websites.

- SNS may be used as a tool for customer service and relationship
marketing, thanks to the possibility of keeping customers informed about
updates made by the company, and as a direct, quick and simple
communication channel.

- They can also reinforce brand strength, as they enable companies to
communicate with their target customers, enhancing brand loyalty and
trust. They also create an innovative brand image by participating in these
media.

- They can mean net savings in marketing expenses, as participating in a
social network is relatively cheap, and certain marketing campaigns may
no longer be needed. Furthermore, “worth-of-mouth” communication is
much more effective.

- It is possible to advertise in SNS, using banners, buying keywords,
creating events, sponsoring contents, etc.

- Professional social networks enable employee recruitment and
management of business contacts.

- Customer information available in SNS voluntarily uploaded by the users
allows companies to obtain a great amount of information about their
customers, their personality and lifestyle as well as information on their
trust in the Internet, perceived ease of use, perceived risk, attitudes to
SNS, and so on.

- Companies can use SNS as source of customer voice for the development
or testing of new products or services.

- Finally, based on user analysis and segmentation companies could
selectively inform their customers even on personalized level, about their
products or services, provide them with useful and interesting
information or use the SNS as customer service channels.

2.3 Research Hypotheses

In this study the TAM framework was used to explain the adoption of SNS by
Dutch users; this because of the efficacy of this model to predict the adoption of
any technology (Mathieson 1991; Venkatesh and Davis 1996; Gefen et al. 2003a,
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b; Vijayasarathy 2004; Shih and Fang 2004; Ha and Stoel 2009). Stam and
Stanton (2010), based on models related to acceptance of technology such as
TAM and UTAUT, examine acceptance of workplace technology changes from
the viewpoint of popular psychological theories. Pelling and White (2009)
examine the theory of planned behavior (TPB) applied to analyze the young
people’s use of SNS.

Regarding the online technologies in particular, the TAM can explain certain
models of e-collaboration between users (Dasgupta et al. 2002); e-collaboration is
one of the central features of SNS. According to the reasoning behind the use of
models based on the TAM for technology adoption, there is a direct and positive
effect between attitude, intention to use, and final use of a technology that an
individual chooses to adopt; the TAM has been studied with a variety of
populations and technology, but there is not much research about the use of this
model to explain and predict acceptance of social technologies (e.g. Willis (2008)
found that the TAM explains social networking technology).

The relationship between attitude and intention to use of an online system is
common and essential in many behavioral models. This relationship has been
demonstrated by several researchers in different contexts: Adoption of information
technology and information systems (Davis 1989; Mathieson 1991; Davis et al.
1992; Taylor and Todd 1994, 1995a, b; Bernadette 1996; Harrison et al. 1997,
Karahanna et al. 1999; Bhattacherjee 2000; Chen et al. 2002; Van Der Heijden
2003), adoption of the Web (Fenech 1998; Lederer et al. 2000; Lin and Lu 2000;
Moon and Kim 2001; Porter and Donthu 2006), embracing of e-commerce (Gefen
and Straub 1997, 2000; Bhattacherjee 2000; Chen et al. 2002; Pavlou 2002;
Pavlou and Fygenson, 2006), and the use of Web 2.0 in general (Mo and Coulson,
2008; Shin and Kim 2008), and some 2.0 tools such as virtual communities
(Papadopoulou 2007; Shin 2008), and SNS (Willis 2008). In this line, Sicilia and
Ruiz (2010) propose that the amount of information has differential effects on
consumers’ information processing and attitudes. As results they obtained that
while information processing diminishes under high levels of information,
attitudes remain favorable.

Therefore, it is evident that the attitude towards a given technology has a
positive effect on the intention to use this technology, which leads us to propose
the following hypothesis:

H1. The attitude towards SNS has a positive and significant effect on the
intention to use these websites.

Some of the TAM-based studies have included the current use of technology
(Davis et al. 1992; Henderson and Divett 2003; Shang et al. 2005) and the
intention to use as response variables (Mathieson 1991; Lin and Lu 2000; Luarn
and Li 2005). Other studies included both concepts and observed a causal
relationship between them (Taylor and Todd 1994, 1995b; Igbaria et al. 1997;
Horton et al. 2001; Wu and Wang 2005; Shang et al. 2005). In this line, we have
introduced both final variables, as we believe that the variable “Intention to Use”
acts as intermediary between the effect exerted by the perceptions (ease of use and
perceived usefulness) and final use of the individual. Therefore, we propose the
following hypothesis:
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H2. The intention to use SNS has a positive and significant effect on the final
use of these websites.

In the TAM the perceived usefulness directly affects the use through the intention
to use. Davis et al. (1989) argue that although the direct effect of a belief (i.e. the
perceived usefulness) on the intention to use is contrary to the premises of the
Theory of Reasoned Action (TRA) proposed by Fishbein and Ajzen (Fishbein and
Ajzen 1975), studies provide the theoretical justification, as well as empirical
evidence of direct links between perceived usefulness and intention to use
(Triandis 1977; Brinberg 1979; Bagozzi 1982; Davis et al. 1989; Mathieson 1991;
Igbaria 1993; Taylor and Todd 1995a, b; Chuan-Chuand and Lu 2000; Liaw and
Huang 2003; Wang et al. 2003; Bhattacherjee and Premkumar 2004).
Furthermore, Lee et al. (2003) indicate that the relationship between the perceived
usefulness and intention to use in the context of the TAM is statistically supported
since there are 74 studies that show a significant relationship between both
variables. Willis (2008) found a positive and significant relation between both
constructs within SNS. Therefore, we propose the third hypothesis:

H3. The perceived usefulness of SNS has a positive and significant effect on
the intention to use them.

Davis et al. (1992) suggests an indirect relationship between perceived ease of use
and the intention to use, mediated by the perceived usefulness. In addition other
studies confirm this indirect relationship (Davis et al. 1989; Karahanna and Straub
1999). More recent empirical studies have found that perceived ease of use has a
positive and significant effect on the intention to use, defined as wish to use (Lee
et al. 2003; Ramayah 2006; Wise et al. 2010). When the interaction with the
technology is easier, the feeling of efficiency by the user should be greater and
hence the intention to use it should be greater (Chung 2005). Willis (2008)
obtained significant and positive effects between both variables after the empirical
analysis applied to SNS. Based on the theoretical assumption, we propose the
following hypothesis:

H4. The perceived ease of use of SNS has a positive and significant effect on
the intention to use them.

According to Castafieda et al. (2007), the ease of use has a double impact on the
attitude, because of self-efficacy and instrumentality. The efficiency or
effectiveness (self-efficacy) is one of the factors of intrinsic motivation for a
person (Bandura 1982; Young et al. 2009), therefore this effect is directly related
to the attitude. On the other hand the ease of use can also be instrumental
(instrumentality), contributing to increase of performance. This increase means
less effort, thanks to the ease of use, allowing getting more work done with the
same effort (Taylor and Todd 1994). This instrumental effect on the attitude
occurs via perceived usefulness as the original TAM postulates (Castafieda et al.
2008). Pelling and White (2009) reveal that high-level SNS use is influenced by
attitudinal, normative, and self-identity factors. Furthermore, this effect has been
amply demonstrated in empirical studies about adoption of new technologies
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(Davis et al. 1989, 1992; Venkatesh and Davis 1996, 2000; Agarwal and Prasad
1999; Venkatesh 2000; O’Cass and Fenech 2003; Liaw and Huang 2003; Shih
2004; Shang et al. 2005; Barker 2009; Wilson et al. 2010). On the basis of the
above we propose the following hypotheses:

HS. The perceived ease of use of SNS has a positive and significant effect on
the attitude toward these sites.

H6. The perceived ease of use of SNS has a positive and significant effect on
the perceived usefulness of using them.

In the TAM, the ease of use and the perceived usefulness are considered beliefs
that are postulated a priori and are considered constructs which determine the
attitude (Davis, 1993). This assertion is based on a pillar of the TRA arguing that
attitudes toward a behavior are influenced by relevant beliefs (Fishbein and Ajzen
1975; Davis et al. 1989, 1992). Furthermore, there is empirical evidence of these
relationships (Davis 1993; Venkatesh and Davis 2000). Therefore, we propose the
following hypothesis:

H7. The perceived usefulness of SNS has a positive and significant effect on
the attitude toward these sites.

Following the assumptions explained in the previous section, we obtain an initial
model (Fig. 1) illustrating the adoption of SNS.

Perceived
Usefulness

Hé6 \ Intention

Perceived
Ease of Use

Fig. 1 Proposal of a model to explain the SNS acceptance

3 Materials and Methods

For this study we used an online survey presented to a panel of SNS users in
October 2010.

The final sample consisted of 400 Dutch SNS users from 16 to 74 years old; it
was drawn using a non-probability method by quota sampling to ensure that
various subgroups of the target population are proportionally represented in the
sample with regard to gender, age and region of residence.

Table 1 shows the constructs used in our study adapted from previous studies
and were all measured by multiple items five-points Likert-type scales, with the
exception of the use construct.
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Table 1 Final items included in the model (content validity)
. s Source
Construct |Indicator Description Measurement (Content validity)
Five-points scale:
How often do you participate in | Less than once a .
USEI Social Networking Sites? week - Several Moon and Kim (2001)
Use (USE) - tlmes a day Legris et al. (2003)
Five-points scale:
On average, how many hours do Less than 1 hour -
USE2 |you access Social Networking Shih and Fang (2004)
. More than 25
Sites per week?
hours
I consider that the functions of .
PUI SNS are useful for me Moon and Kim (2001)
Perceived PU2 Using the SNS contributes to Sénchez et al. (2007)
Usefulness interaction with others people
(PU) PU3 Using SNS enables me to access Willis (2008)
a Jot of information
UP4 |Overall, the SNS are useful Rodriguez et al. (2009)
PEU2 Learning to work with SNS is
easy for me
PEU4 iv‘;‘lzf;;:ﬁgl:‘i fztoa SNS todo Venkatesh (2000)
- Moon and Kim (2001)
Perceived | PEU6 It is easy to remember how to use Pikkarainen et al. (2004)
Ease of SNS Muiioz (2008)
Use (PEV)| ppu7 My interaction with SNS is clear Shin (2008)
and understandable Willis (2008)
PEUY9 |Everyone can easily use SNS . . Rodriguez et al. (2009)
Five-points
PEU11 Overall, I think that SNS are easy Likert-scale:
to use Strongly disagree-
Al |Using SNS is a good idea Strongly agree
A2 (It is fun to participate in SNS
tud Moon and Kim (2001)
Attitude A3 |l agree with the existence of SNS Rodriguez et al. (2009)
(A) Sicilia and Ruiz (2010)
A4 It is nice to connect to SNS
Using SNS seems to me a
AS Lo
positive idea
It is probable that I will Moon and Kim (2001)
IU1  |participate or continue Mathwick (2002)
participating in SNS Chan and Lu (2004)
Intenti It is true that I will share or Castafieda (2005)
n {;}n ton IU2  |continue sharing information on Mufioz (2008)
E(I)U)se SNS Willis (2008)
I intend to begin or continue Rodriguez et al. (2009)
103 .
using SNS
U4 I will recommend others to use

SNS
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4 Results

4.1 Reliability and Validity Assessment

A confirmatory factor analysis (CFA) was conducted jointly for all the constructs
making up the model, with the aim of assessing the measurement reliability and
validity. The structural equation modeling (SEM) techniques were applied using
the statistics package EQS 6.1.b.

Reliability of the constructs is presented in Table 2 and demonstrates high-
internal consistency of the constructs. With an exploratory analysis, we found that
the item-total correlation, which measures the correlation of each item with the
sum of the remaining items that constitute the scale, is above the minimum of 0.3
recommended by Nurosis (1993). In each case, Cronbach’s Alpha exceeded
Nunnally and Bernstein’s (1994) recommendation of 0.70, except in the USE
scale. Composite reliability (CR) represents the shared variance among a set of
observed variables measuring an underlying construct (Fornell and Larcker 1981).
Generally a CR of at least 0.60 is considered desirable (Bagozzi 1994). This
requirement is met for each factor. Average variance extracted (AVE) was also
calculated for each construct, resulting in AVEs greater than 0.50 (Fornell and
Larcker 1981).

Table 2 Internal consistency and convergent validity

. . Factor |Robust ¢-| Cronbach’s Composite Ave'rage
Variable Indicator Loading | value® alpha reliability (CR) Variance
g P y Extracted (AVE)

USEI1 0.891 11.834
Use (USE) USE2 0574 6.946 0.580 0.71 0.56
Perceived PUIL 0.775 14.706

PU2 0.738 14.478
H)ségulness PU3 0701 13.580 0.846 0.90 0.60
UP4 0.844 18.474
PEU2 0.741 14.224
PEU4 0.783 18.279

Perceived Ease| PEU6 0.918 20.608

of Use (PEU) PEU7 0.870 18.829 0.9 091 0.62
PEU9 0.589 10.896
PEUI1 0.794 14.724
Al 0.774 14.032
A2 0.845 15.088
Attitude (A) A3 0.812 14.244 0.912 091 0.67
A4 0.831 17.098
A5 0.842 16.820
1U1 0.875 16.718
Intention to Use 102 0.792 17.938 0.885 0.89 0.66

(10) 103 0.850 17.101
1U4 0.735 14.940

"=p<0,01
IRobust goodness of fit indices: X2 (179 degree of freedom, df) = 311.59; XZ/df=1,74; NFI= 0,912;
INNFI= 0,953; CFI=0,960; RMSEA=0,043.
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Regarding content validity all the items included in the scale have been tested
in the academic literature on the Internet (Cronbach 1971; Vila et al. 2000). Due to
lack of valid scales adapted to SNS adoption, it was necessary to adapt the initial
scales (Table 1).

Convergent validity is verified by analyzing the factor loadings and their
significance. The t scores obtained for the coefficients in Table 2 indicate that all
factor loadings were significant (p<.001). Also the size of all standardized
loadings is higher than 0.50 (Sanzo et al. 2003; Steenkamp and Geyskens 2006),
and the averages of the item-to-factor loadings are higher than 0.70 (Hair et al.
2006). This finding provides evidence supporting the convergent validity of the
indicators (Anderson and Gerbing 1988).

Evidence for discriminant validity of the measures was provided in three ways
(Table 3). First, none of the 95 per cent confidence intervals of the individual
elements of the latent factor correlation matrix contained a value of 1.0 (Anderson
and Gerbing 1988). Second, the shared variance between pairs of constructs was
always less than the corresponding AVE (Fornell and Larcker 1981), except for
scales related to attitude and intention to use, whose AVE is lower and equal,
respectively to the squared correlation (0.714). Third, Bagozzi argues that existing
discriminant validity is acceptable if the correlations between the variables in the
confirmatory model are not much higher than 0.8 points and in our study this
argument is supported (Bagozzi 1994).

Therefore, construct validity was verified by assessing the convergent validity
and discriminant validity of the scale (Vila et al. 2000).

Table 3 Discriminant validity of the theoretical construct measures

USE PU PEU A U
USE 0.56" [0.215,0.471] [0.144,0.376] | [0.343,0.559] | [0.325, 0.565]
PU 0.118 0.60* [0.161,0.397] | [0.527,0.739] | [0.496,0.716]
PEU 0.068 0.078 0.62° [0.336,0.560] | [0.461,0.641]
A 0.203 0.401 0.201 0.67*° [0.795 , 0.895]
U 0.198 0.367 0.304 0.714 0.66°
*The diagonal represents the AVE, while above the diagonal de 95 per cent confidence interval for
the estimated factors correlations is provided, below the diagonal, the shared variance (squared
correlations) is represented.

4.2 Results of Causal Model

The proposed conceptual model was tested using structural equation modeling.
The overall fit of the model is acceptable because the goodness of statistics shows
values greater than the commonly accepted. In the next paragraphs, each
hypothesis will be justified according to results obtained; these can be observed in
Table 4 and Fig. 2.
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Table 4 Structural model results

. Standardized path | Confidence | Robust
Hypothesis Path coefficients level® t-value®
HI1 Attitude — Intention to Use 0.676 ok 9.805
H2 Intention to Use — Use 0.459 Hk 7.353
3 Percel'ved Usefulness — 0.122 s 2144
Intention to Use
H4 Percel'ved Ease of Use — 0215 . 5355
Intention to Use
Perceived Ease of Use — .
H5 Attitude 0.295 4.784
Perceived Ease of Use — oo
H6 Perceived Usefulness 0.278 4.445
Perceived Usefulness — oot
H7 Attitude 0.551 7.516
? Confidence level: **=p<0,01; *=p<0,05
" Robust goodness of fit indices: x* (182 df) = 317,11; y*/df=1,74; NFI= 0,910; NNFI= 0,953;
CFI=0,959; RMSEA=0,043

Perceived
Usefulness

0.551**
0.278**

0.295%*

Perceived
Ease of Use

#5=p<(.01; ¥=p<0.05

Fig. 2 Estimation of research model

The results show that attitude towards social networks sites has a significant
positive effect on intention to use (f=0.676, p<0.01) and therefore hypothesis 1
was supported.

At the same time, intention to use has a significant positive effect on final use
of social networks sites (f=0.459, p<0.01), and thus, hypothesis 2 was supported
also.

Perceived ease of use has a significant positive effect on intention to use
(B=0.215, p<0.01), attitude (B=0.295, p<0.01) and perceived usefulness (f=0.278,
p<0.01); thus, hypotheses 4, 5 and 6 were supported.

Perceived usefulness has a significant positive effect on attitude (pf=0.551,
p<0.01) and intention to use (B=0.122, p<0.05); thus, hypotheses 3 and 7 were
also supported.

Summarizing we can confirm that all relationships between constructs analyzed
in the TAM are translated and tested positively in the SNS context. In
consequence, the typical adoption behavior of new technologies seems to be
applicable to the adoption behavior of users of SNS.
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5 Conclusions and Practical Implications for Business Process
Management

The adoption and use of SNS by users and companies has dramatically increased in
last years. SNS offer to people new ways to build and maintain social networks,
share information, generate and edit content, participate in social activities online.
They also allow the locating of individuals sharing the same backgrounds and
interests based on the characteristics published in personal profiles. SNS have
contributed to increasing the number of contacts maintained by the individuals, as
well as facilitating the strengthening of links between them. Next to the social
effects the SNS have allowed individuals to build up a strong position against
businesses. This emerging customer empowerment is having its roots in increasing
access to information sources but also in the increasing ability of customers to
participate to commercial processes. As Riegner (2007) explains, user participation
has far reaching commercial implications: Consumers exercise great and increasing
influence on product offerings and on the strategies used to sell them.

There is a powerful synergy between BPM and SNS. While business processes
provide the context of the collaboration, SNS supports and augments the various
activities of the BPM applications’ continuous improvement. SNS allow the
integration of users into business process management. The benefits of combining
BPM and SNS are facilitated by the completely new approach for putting together
the inputs of different people (Erol et al. 2010). Therefore, introducing SNS
provides several opportunities for the BPM, mainly when the process demands a
high level of communication and collaboration among performing actors. The
basic principles of openness and ease of usage of SNS are the pillars of the wide
acceptance of SNS. However, these new ways of working may require
considerable time for acceptance (Erol et al. 2010).

All these possibilities have led to an increasing professional and academic interest
in the study of the Social Web in general and the SNS in particular. Researchers are
interested in the potential of SNS as part of the marketing strategy and as new
interaction environments between consumers and business. Several businesses are
already successfully testing ways of utilizing these environments by tapping
customer generated information relevant to their brands and products or create their
own SNS where customers can participate and interact with the company and their
peers. Many businesses already invest substantial marketing resources in SNS where
customers are expressing and communicating  their ideas, tastes, preferences,
worries, etc. (Constantinides and Fountain 2008; Peres et al. 2010).

This research has confirmed that the new technology adoption process as
stipulated by the TAM approach applies to the adoption process of SNS; the
perceived ease of use of SNS in The Netherlands has a positive effect on the
perceived usefulness of these websites and both variables have a positive and
direct influence on the intention to use the SNS and an indirect effect on the
intention to use through the attitude towards the website. Moreover, it has shown
that intention to use SNS has a direct and positive effect on the degree of adoption
and use of SNS.
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The findings of this study reveal that the attitudes of SNS users are important in
predicting intention to use. To attract the participation in the SNS, online businesses
and SNS providers need to develop strategies to cultivate positive attitudes toward
the use of SNS. The results indicate that providing user-friendly and useful websites
are very important preconditions for generating positive attitudes.

The changes in attitudes occur rapidly and in less time than the sense of
usefulness or perceived ease of use (Thompson and Hunt 1996). As Yang and Yoo
(2004) stated, many theories and programs have been developed for the change to
positive attitudes, such as the direct influence of individuals (e.g. improving people’s
motivations, abilities, memories or mood states), the improvement of contextual
clues (e.g. classical conditioning), or the consideration of persuasive messages (e.g.
the credibility of the message, memory message, two face communication, etc.).

Although attitudes can change more quickly, continuous efforts should also be
given to maintain the attitude, which is temporary, unstable, and malleable
(Thompson and Hunt 1996). The motivations, skills, experience and education, all
influence the development and maintenance of attitude. Therefore, maintenance
and change of attitude should be considered as a complementary tool to traditional
application techniques that can be used to improve user acceptance of new
technologies (Yang and Yoo 2004).

This work complements the Willis study demonstrating empirically that the
TAM could explain and predict the acceptance of SNS as new connection and
communication technology when businesses integrate such tools into their
marketing strategy (Willis 2008). In this line, SNS marketers must offer useful and
simple social networking applications a positive attitude of users towards the
applications, something that will improve their intention to use them. Customers
experience the interactivity, the functionality and the access to information as
factors enhancing their perception of usefulness. Simplicity and user friendliness
of SNS seem to be important elements of the Perceived ease of Use as influencer
of the customer attitudes and intention to use the application.

In sum, this study has supported all hypotheses and in this sense it could be
useful for businesses eager to introduce these new interactive support systems in
their websites and obtain better results in various areas: branding, customer
advocacy and trust, customer engagement etc.

As a main limitation of this study we can mention the fact that the survey was
answered exclusively by Dutch people. In order to be able to generalize the results
of this research the study must be repeated using sample populations from
different countries or geographic territories. A second limitation is that the model
used is quite simple; however this study is an explorative one aiming at testing the
suitability of original TAM in the adoption process of SNS in by demographically
diverse populations.

As future research, it is possible that we could improve the results obtained in
this study by using a more complex model including other variables like trust,
satisfaction, and psychological variables (Wilson et al. 2010; Wise et al. 2010), in
order to analyze the influence of the internal variables on the adoption level of the
SNS by users. Other directions for further research are the execution of this study
in several countries and conduct cross-cultural comparative analyses related to the
adoption and use of SNS by users according to their cultural differences.
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