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Social Networking Sites (SNSs) have received attention as potential tools for 

relationship building between a company and the public by providing places of 

communication and interaction with each other. The purpose of this study is to examine 

(a) what determinants influence individuals’ acceptance of a company’s SNSs and (b) 

whether this acceptance influences their intention to learn more about the company, 

intention to recommend use of the company, and intention to promote the company to 

Facebook friends. This study examined the effect of different message type (utilitarian 

vs. hedonic) and different level of interactivity (low vs. high) in accordance with 

individuals’ level of enduring involvement with a company, focusing on a company’s 

Facebook page. A total of 171 subjects participated in this study and were randomly 

assigned to one of four experimental conditions. The results indicated that the effect of 

utilitarian-oriented messages was greater than hedonic-oriented messages for highly-

involved people. Hedonic-oriented messages had only greater influence on individuals’ 

situational involvement with a company’s Facebook under low involvement with a 

company than utilitarian-oriented messages. The results also showed that perceived 

usefulness, which was increased by utilitarian-oriented messages, perceived enjoyment, 
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which was increased by hedonic-oriented messages, and perceived interactivity were 

influential factors for individuals’ situational involvement with a company’s Facebook 

page. Also, this situational involvement and enduring involvement with a company 

significantly affected individuals’ intention to subscribe to the Facebook page, intention 

to learn more about the company, intention to recommend use of the company, and 

intention to promote the company to Facebook friends.  
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CHAPTER 1 
INTRODUCTION 

People feel free to share their feelings, the details of their lives, and their 

opinions through social media. They also create their own content and collaborate with 

others by using various interactive tools available on the Web (Harrison & Barthel, 

2009). Thus, people actively interact with each other in online communities. Social 

networking sites (SNSs) in particular have brought about remarkable changes in 

people’s social lives. With this new communication tool, people can show and share 

information and opinions with each other much easier than ever before (boyd & Ellison, 

2007). SNSs are currently among the most significant and effective interactive tools; 

they allow people to connect to one another, build social networks, and maintain 

relationships with others (Ellison, Steinfield, & Lampe, 2007; Bernoff & Li, 2008; Joinson, 

2008; Cheung, Chiu, & Lee, 2010).  

Today, not only individuals but also organizations (e.g., companies, 

governmental agencies) use SNSs as communication tools (Syed-Ahmad & Murphy, 

2010). Since SNSs act as tools for building and maintaining relationships among people, 

many organizations are also using SNSs to develop relationships with the public (Ellison, 

Steinfield, & Lamp, 2007; Lin & Lu, 2011b). The emergence of smartphones, especially, 

has led to more frequent participation in SNSs and boosted the positive effect on 

relationships between the public and various organizations (Nielsen, 2012). Companies 

actively use SNSs by directly communicating with their consumers (Peters & Salazar, 

2010).  

Many global companies have their own online channels, such as Facebook 

pages and Twitter accounts, and effectively use them for communication, brand 
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management, and building positive relationships (Ellison et al., 2007; Pfeil, Arjan, & 

Zaphiris, 2009). Facebook, in particular, has come into the spotlight for brand 

management as well as management of favorable relationships with publics because 

Facebook is the dominant online social networking tool (Nielsen, 2011). Thus, to gain 

people’s attention, companies are using Facebook to interact with their consumers.   

Nielsen’s Social Media Report 2012 shows how organizations use SNSs. 

According to Nielsen (2012), SNSs are used in a variety of ways, including customer 

service, marketing, and advertising; also, these channels influence consumers’ 

decision-making process. Consumers engage with social network channels such as 

companies’ Facebook pages and these channels influence consumers’ purchase 

intention; in SNSs, 70% of users hear about others’ experiences, 65% learn more about 

brands, products, and services, 53% compliment brands, and 50% express concerns or 

complaints about brands or services (Nielsen, 2012). This result indicated that people 

regard SNSs as tools for communication because they listen to others’ opinions and 

express their own opinions and also consider SNSs as tools for learning more about the 

company. Since communication and interaction is an early step of building relationship 

between organizations and the public (Broom, Casey, & Ritchey, 1997; Gruning & 

Gruning, 1992), Nielsen’s Social Media Report (2012) indicated that SNSs have the 

potential to build relationship between companies and the public; that is, SNSs can play 

a role for initial step of relationship building. 

To understand SNSs as tools for potential relationship building, it is important to 

know why individuals use a company’s SNSs. If companies comprehend what factors 

associated with SNSs affect individuals’ intention to use them, the information may be 
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advantageous for building a favorable relationship with the public in the future. In this 

respect, the determinants that affect individuals’ decision to follow a company’s SNSs 

should be examined.  

Several researchers have examined the motivations or determinants that 

influence users’ acceptance of information technology (IT; Davis, 1989; Davis, Bagozzi, 

& Warshaw, 1989, 1992; Hsu & Lin, 2008; Moon & Kim, 2001; Teo, Lim, & Lai, 1999; 

Teo, 2001; Wu, Chen, & Lin, 2007). They proposed the Technology Acceptance Model 

(TAM) and found that both extrinsic (i.e., usefulness) and intrinsic (i.e., enjoyment) 

motivations influence users’ intention to use the technology (Davis, Bagozzi, & 

Warshaw, 1989; Moon & Kim, 2001; Teo, Lim, & Lai, 1999).  

With the development of technology, several researchers have extended TAM. 

For example, after the advent of SNSs, the most prominent interactive tools, new 

determinants such as interactivity have been investigated in the context of technology 

acceptance (Lustria, 2007; Thorson & Rodgers, 2006; Wu, 1999). In other words, an 

individual’s perception of each determinant, such as usefulness, enjoyment, and 

interactivity, of SNSs has an impact on attitude toward or intention to use the technology. 

However, few studies have investigated what these factors influence individuals’ 

acceptance of companies’ SNSs and how the acceptance of SNSs is related to the 

relationships between companies and the public. 

To fully understand an individual’s acceptance of a company’s SNSs, personal 

differences such as level of involvement with the company should be considered 

because they may put a different complexion on acceptance of SNSs. Petty and 

Cacioppo’s (1981) Elaborate Likelihood Model (ELM) suggested two routes of what 
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based on personally different levels of involvement that affect attitude formation or 

change: central and peripheral. In the central route corresponding to high involvement, 

the usefulness of message argument is the most influential on attitude change while in 

the peripheral route corresponding to low involvement, affective cues such as 

attractiveness have a significant impact on attitude change (Petty &Cacioppo, 1981). In 

this sense, each feature of a company’s SNSs can differently affect individuals’ 

acceptance of the company’s SNSs in accordance with the individuals’ differing level of 

involvement with the company. 

The purpose of this study is to examine (a) what determinants influence 

individuals’ acceptance of a company’s SNSs and (b) whether this acceptance 

influences their intention to learn more about the company, intention to recommend use 

of the company, and intention to promote the company to Facebook friends. For this 

purpose, this study examines a company’s Facebook page and how each factor such 

as usefulness, enjoyment, and interactivity of the Facebook page influences individuals’ 

acceptance of it. Furthermore, individuals’ differing levels of involvement with the 

company that affect attitude toward the Facebook page is investigated in the TAM 

context.  

Moreover, this study also examines whether this acceptance of a Facebook page 

influences the relationship between a company and the public. Even though relationship 

building is accomplished over time, communication and interaction through SNSs opens 

an opportunity to entering into a favorable relationship; thus, this study focuses on 

SNSs as tools for communication and interaction and how these communication tools 

influence individuals’ intentions that may lead to further relationship between a company 
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and the public: intention to learn more about the company, intention to recommend use 

of the company, and intention to promote the company to Facebook friends. 



 

15 

CHAPTER 2 
LITERATURE REVIEW  

The Growth of Social Networking Sites  

The concept of social networking sites (SNSs) emerged in the context of the Web 

2.0 environment. Several researchers have suggested that SNSs can be understood 

under Web 2.0 as an umbrella term (boyd & Ellison, 2007; Beer, 2008). The concept of 

Web 2.0 began to gain popularity in 2004 through O’Reilly Media, which held the first 

Web 2.0 conference. According to O’Reilly (2005), the notion of Web 2.0 started with 

the concept of an active audience. In Web 2.0, people handle technology in more active 

ways by creating their own content and collaborating with other users in a web-based 

interactive system (O’Reilly, 2005; Harrison & Barthel, 2009). In contrast to the past web 

environment, people  can more readily interact with each other, share their feelings and 

opinions, highly associate with webpage display and application, and directly participate 

in the web-based experience (Harrison & Barthel, 2009). This is because web services 

based on Web 2.0 make it possible for people to easily use the services without specific 

technical knowledge (Harrison & Barthel, 2009). 

SNSs such as Facebook, Twitter, and YouTube have been growing noticeably as 

interactive tools based on the concept of Web 2.0. Thus, SNSs can be understood 

through several characteristics of Web 2.0: an easy-to-use tool for retrieving information, 

producing user-generated content, and interacting and collaborating with millions of 

other users.  

SNSs are defined as “web-based services that allow individuals to (1) construct a 

public or semi-public profile within a bounded system, (2) articulate a list of other users 

with whom they share connection, and (3) view and traverse their list of connections 
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and those made by others within the system” (boyd & Ellison, 2007, p. 211). That is, 

SNSs are simply understood as tools for connections between people that expand an 

individual’s social connections.  

SNSs allow people to link to their family, friends, acquaintances, and even new 

people with ease (Beer, 2008). Since SNSs are based on individual connections, they 

can connect people with common interests such as exchanging information and sharing 

opinions and feelings, which can help people build and maintain their social networks 

(Ellison, Steinfield, & Lampe, 2007; Bernoff & Li, 2008; Raacke & Bonds-Raacke, 2008). 

By using this online networking tool, people can actively communicate with one another 

beyond the restrictions of time and space and rapidly disseminate information with ease. 

SNSs have several characteristics that differ from other online communities such 

as news sites, blog comments, and forums. Rau, Gao, and Ding (2008) suggested that 

users’ motivations for using SNSs are differentiated from other online services because 

SNSs are designed for different purposes. They pointed out that since SNSs are 

designed for building and maintaining social networks, they are distinguished from other 

online communities established to help improve one’s comprehension of a specific topic.  

Rau and colleagues (2008) also suggested that each person in SNSs is 

connected in parallel as a network whereas people in other existing online communities 

are in hierarchical groups. In this sense, SNSs provide a more user-centric system than 

other online communities. Several researchers have also postulated that while SNSs 

are based on “bottom-up development, people-centric, user-controlled, context-driven, 

decentralized, and self-organizing” systems (Mayfield, 2005, p. 123; Rau et al., 2008, p. 

2759), other online communities are defined as “top-down developed, place-centric, 
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moderator-controlled, topic-driven, centralized, and architected” systems (Mayfield, 

2005, p. 123; Rau et al., 2008, p. 2759). Since in SNSs users’ power is stronger than in 

other online services, SNS users are more active and participatory than people in other 

online communities.  

SNSs are also more visible, direct, and interpersonal relationship tools than other 

online communities because they connect people to people (Rau et al., 2008).  Thus, in 

SNSs, connection between users is a priority rather than a secondary function. This is 

because most SNSs enable users to establish and maintain relationships by providing 

services for self-presentation, such as online profiles, and for keeping up with friends 

and acquaintances, such as friends lists (Rau et al., 2008).  

Thus, SNSs can be comprehended as online services for building and 

maintaining interpersonal relationships based on connections among people. Several 

empirical studies have also proved this notion (Dwyer, 2007; Cheung, Chiu, & Lee, 

2010; Joinson, 2008).  Dwyer (2007) examined why an individual uses technology-

mediated communication modes, including instant messenger and text messaging, and 

social networking sites, such as MySpace, and indicated that people use these tools to 

maintain interpersonal relationships. Cheung et al. (2010) also found that maintaining 

interpersonal interconnectivity, which refers to social benefits stemming from building 

and maintaining contact with others, influences intent to use SNSs such as Facebook. 

These results underscore the impact of SNSs as tools for building and maintaining 

relationships. 

The Growth of Facebook 

SNSs’ rise in popularity parallels developments in technology. According to 

Brenner and Smith (2013), among online users, almost three quarters (72%) use SNS; 
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in comparison with the 8% of online users of SNSs in 2005, this result demonstrates the 

continuous growth of SNSs. With this popularity, various types of social networking 

services have emerged, including the microblog (e.g., Twitter), professional social 

networking service (e.g., LinkedIn), online video sharing service (e.g., YouTube), and 

online photo sharing service (e.g., Pinterest). Among these varied types of SNSs, online 

services providing individuals’ shared profiles are still preeminent. In particular, 

Facebook, which is also a service based on shared profiles, has attracted the most 

attention from the public throughout the world (Nielsen, 2011).  

Today, Facebook ranks first among the top 10 American social networks and 

blogs in terms of most visitors and time spent (Nielsen, 2011). This online profile service 

launched in early 2004 as a Harvard-only system to reinforce only college students’ 

networks (boyd & Ellison, 2007). Since 2005, Facebook has expanded its service not 

only for college students but also for all people. Now, all people can have their own 

profile (called a time line) on Facebook. Moreover, by expanding the service across the 

globe, various countries, including the United States, are using Facebook; today, there 

are more than one billion active Facebook users, which means people who have visited 

the website in the last 30 days (Fowler, 2012). By providing an individual with a 

personal profile, Facebook allows people to share their life and interests with others, 

and this encourages people to build and maintain their social network. In other words, 

Facebook is the most prominent service for interaction and relationship building. 

Several previous studies related to social networking services, thus, have focused on 

Facebook and its impact as a connection tool (Ellison et al., 2007, 2011; Park, Kee, & 

Valenzuela, 2009; Valenzuela, Park, & Kee, 2009) because it is the world’s largest 
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social networking tool. The current study also focused on the use of Facebook in the 

context of the organizational dimension.  

Social Networking Sites as Tools for Relationship Building with the Public 

As mentioned, SNSs play a significant role in relationship building by helping 

people communicate with each other. Many previous studies have focused on SNSs’ 

role in building and maintaining relationships under the interpersonal dimension (Dwyer, 

2007; Cheung, Chiu, & Lee, 2010; Ellison et al., 2007; Joinson, 2008); however, this 

function of relationship building may be expanded to the organizational dimension, 

which means that SNSs can play a significant role in building and maintaining 

relationships between organizations and the public.  

The role of SNSs in relationship building between organizations and publics can 

be developed from many studies in terms of the World Wide Web as a tool for 

communication between organizations and the public. Previous researchers have 

postulated that web-based services have an impact on relationship building between 

organizations and publics (Kent & Taylor, 1998, 2002; Park & Reber, 2008; Seltzer & 

Mitrook, 2007; Taylor, Kent, & White, 2001; Waters, Burnett, Lamm, & Lucas, 2009). 

This is because the Internet provides a place for communication, which is a 

fundamental factor in relationship building.  

With the increasing importance of relationship building and management in both 

profit and non-profit organizations, prior researchers have explored what relationship 

means and how to build relationships between organizations and the public. Early 

studies in regard to organization-public relationship building started from interpersonal 

relationship research. According to several researchers (Surra & Ridley, 1991; Millar & 
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Rogers, 1976), relationship includes both behavior and cognition with respect to 

interpersonal communication and interaction with partners.  

Under the interpersonal dimension, relationship means the exchange of 

information or feelings with others through interpersonal communication or interaction to 

create mutual adaption and contingent responses (Broom, Casey, & Ritchey, 1997). In 

organization-publics relationships, thus, communication and interaction are considered 

important factors that affect building or maintaining relationships. Broom et al. (1997) 

tried to explain the relationship between organizations and publics by adopting various 

perspectives on relationships, such as interpersonal communication, psychotherapy, 

interorganizational relationships, and systems theory. They suggested three steps of 

organization-publics relationships from antecedents to consequences and additional 

elements such as the properties of exchanges, transactions, communications, and other 

interconnected activities. These elements emphasize the importance of communication 

and interaction that creates mutual contentment. That is, for relationship building 

between organizations and the public, two-way communication is a key factor to make 

publics feel the interaction with organizations (Gruning & Gruning, 1992) because a 

relationship cannot be built using only one-way communication interactions (Taylor et al., 

2001). 

After the advent of the Internet, the audience had more power and this active 

audience has been a key factor in two-way or many-to-many communication. In this 

respect, the World Wide Web received attention as a tool for relationship building 

between organizations and publics. Kent and Taylor (1998, 2002) pointed out the 

importance of dialogue between organizations and the public via the Internet for 
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relationship building and maintenance. They posited that the Internet is a space where 

dialogue can affect relationship building. Since dialogue has several characteristics, 

such as mutuality, propinquity, empathy, and commitment, it can create relationships 

between organizations and publics (Kent & Taylor, 2002). Based on this argument, they 

presented five principles for building dialogic relationships: dialogic loop, the usefulness 

of information, the generation of return visits, ease of the interface, and the rule of 

conservation of visitors. To create a dialogic loop via the Internet, it is important that 

people feel a presence toward the website.  

Kent and colleague (1998) pointed out “response” as a primary part of the 

dialogic loop; interaction with the public is significant for relationship building with the 

public. They also suggested that providing useful information is important in establishing 

a relationship with the public. With regard to the principle for the generation of return 

visits, they argued that to make visitors return to the sites, interesting content, 

interactivity, and useful information are important. Thus, if people feel pleasure or 

contentment when they visit a website, they are likely to revisit the site. These five 

principles reflect characteristics of the Internet, such as interactivity, entertainment, and 

exchange of information, and also have an effect on relationship building. Taylor, Kent, 

and White (2001) indicated that “usefulness of information” corresponds to people’s 

desire to interact, “ease of interface” can be helpful to develop interactions for 

relationships, “conservation of visitors” is a principle for growing dialogue that affects 

relationship building, and “generation of return visits” and “dialogic loops” are necessary 

for relational maintenance and satisfactory interactions. In other words, these principles 
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are needed to build and maintain relationships and develop long-term and satisfying 

relationships between organizations and the public (Taylor et al., 2001). 

Some empirical studies have looked at web services’ role in relationship building 

in the context of the organizational dimension. Taylor et al. (2001) investigated how 

organizations’ web sites are well established in the context of Kent and Taylor’s (1998) 

five principles. Through this study, they implied that the use of web services in a 

dialogical manner influences relationship building. Seltzer and Mitrook’s (2007) study to 

investigate an environmental organization’s weblog and Park and Reber’s (2008) 

research to examine company websites also used Kent and Taylor’s (1998) five 

principles to analyze how organizations use their web-based service and suggested the 

web as a place for relationship building. However, these studies only focused on how 

well designed the web services were but did not explore how the online services 

actually influence relationship building with the public.  

Some scholars have tried to examine the relationship between interactive online 

communication and the organization-publics relationship. Kelleher and Miller (2006) 

investigated how relational strategies such as an organization’s conversational human 

voice, communicated relational commitment measured by assurance and openness, 

task sharing, responsiveness/customer service, and positivity/optimism are correlated 

with relational outcomes. They examined both an organization’s blog and traditional 

web pages and found that conversational voice and communicated relational 

commitment are positively correlated with some relational outcomes (trust, satisfaction, 

control mutuality, and commitment). Because conversational human voice and 

communicated relational commitment are based on communication with publics, 
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Kelleher and Miller’s (2006) result indicated that the relationship between organizations 

and publics can be built or maintained by interacting with people via online services. 

These previous studies can be applied to SNSs in terms of the impact of web-

based services on relationship building. Since SNSs are web-based interactive tools, 

these services can also be comprehended in the context of relationship building on the 

Web. Moreover, SNSs are the easiest way to connect to the public and, thus, many 

organizations are using them to communicate with the public more interactively than 

ever before.  

Organizations can listen and talk to the public more effectively because an SNS 

is a user-centered communication tool. Wright and Hinson (2009) suggested that SNSs 

change how organizations communicate with employees, customers, stockholders, and 

communities. In particular, companies are using SNSs as interactive tools with their 

customers, and this is a growing trend (Peters & Salazar, 2010). Recently, researchers 

have begun to investigate the use of SNSs in the business context not only for 

advertising but also for brand and relationship management. Several studies have 

shown that many companies are using SNSs to enhance their brand attractiveness (Lin 

& Lu, 2011a; Peters & Salazar, 2010). In particular, studies have focused on Facebook 

(Valenzuela, Park, & Kee, 2009; Zhao, Grasmuck, & Martin, 2008). For example, 

McCorkindale (2009) analyzed the content of Facebook fan pages of 50 companies on 

the Fortune 500 index to examine the level of current usage. The study found that most 

companies do not simply use Facebook pages to convey information directly related to 

their businesses; they also use them to correspond with their customers. This result 



 

24 

implies that companies know the impact of Facebook in terms of managing positive 

relationships with the public.  

However, these studies only focused on how companies use SNSs as tools for 

relationship building by analyzing the content in SNSs, but little empirical research 

exists with regard to actual effect of SNSs on relationship building. To unearth this 

information, research should be approached from the public’s viewpoint toward SNSs 

as tools for relationship building. In this sense, the present study investigates how 

individuals accept a company’s SNSs, particularly Facebook, and how this acceptance 

of the service influences relationship building. 

Even though the organization-publics relationship is built over a long period of 

time (Hon & Gruning, 1999), people’s acceptance of the most preeminent online tool for 

interaction may be a trigger to create further favorable relationships between companies 

and publics via online because communication and interaction is the beginning stage to 

enter a favorable relationship with the public, In this respect, this study examines 

several intentions that may lead to further relationship building (i.e., intention to learn 

more about the company, intention to recommend use of the company, intention to 

promote the company to Facebook friends).  

Users’ Motivations for Technology Usage: Technology Acceptance Model 

An individual’s acceptance and rejection of new information technology (IT) have 

received attention from various researchers (Davis, 1989; Davis et al., 1989, 1992; Hsu 

& Lin, 2008; Moon & Kim, 2001; Teo et al., 1999; Teo, 2001; Wu, Chen, & Lin, 2007). 

Since SNSs are the predominant new IT, these tools can also be studied in the context 

of personal acceptance of IT. The prevailing model to explain users' acceptance of IT is 
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the technology acceptance model (TAM). This model is derived from studies in regard 

to factors that drive individuals' behavior, such as the Theory of Reasoned Action (TRA).  

Fisherbein and Ajzen (1975) indicated that attitude toward a behavior and 

subjective norm are determinants of actual behavior. They suggested that these two 

determinants influence intention toward behavior, which leads to actual behavior. In 

other words, an individual’s behavior is determined by his or her behavioral intent and 

subjective norms, and this intention is highly correlated with actual action. To explore 

the process of behavior, they presented the definition of each determinant; attitude 

toward a behavior refers to “an individual’s positive or negative feelings (evaluative 

effect) about performing the target behavior” (p. 216), and subjective norm is defined as 

“the person’s perception that most people who are important to him think he should or 

should not perform the behavior in question” (p. 302). They also posited that attitude 

toward a behavior is determined by beliefs, and subjective norms are influenced by 

normative beliefs. As TRA suggests some determinants of attitude toward a behavior, 

Davis (1986) also proposed determinants that influence attitude toward acceptance and 

or rejection of technology. He also adopted the effect of attitude toward a behavior on 

actual behavior from the TRA model and suggested that attitude toward the technology 

has an influence on intention to use the technology. Early TAM research found that 

subjective norms have no impact on intention to use the technology (Davis, Bagozzi, & 

Warshaw, 1989) and thus many of early TAM studies excluded subjective norms as an 

independent variable. 

As an individual’s attitude toward behavior is assumed to be affected by personal 

belief in the TRA research, the determinants that influence attitude toward technology 
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have been actively examined in TAM research. The early model of technology 

acceptance only focused on how users' perception of the technology's usefulness and 

ease of use influences attitude toward technology and intention to use it (Davis, 1989; 

Davis et al., 1989). Also, the initial model was based on how users perceive usefulness 

and ease of use when they employ the functions of specific technology. However, with 

changes in the technology environment, in particular under Web 2.0, not only perceived 

usefulness and perceived ease of use but also other determinants such as perceived 

enjoyment and perceived interactivity have received attention to explain users' 

acceptance of technology because several characteristics in Web 2.0 can be 

distinguished from the previous web environment (Lin & Lu, 2011b; Zhang & Lu, 2011; 

Thorson & Rodgers, 2006). SNSs are considered prominent web services in the context 

of Web 2.0. Thus, the features of Web 2.0, such as active users, fast and easy 

dissemination of information, and interaction with others, are also relevant to SNSs. 

Thus, to attract users’ positive attitude toward SNSs, it is important to examine the 

influence of users’ perception of these features of Web 2.0.  

Perceived Usefulness 

As antecedent studies of TAM, several studies have examined the factors that 

drive people’s behavior. Deci (1975) pointed out that people inherently possess certain 

factors that stimulate them to act. He suggested two types of motivations affecting 

individuals’ behavior: extrinsic motivation and intrinsic motivation. Extrinsic motivation 

means “doing something because it leads to a separable outcome” whereas intrinsic 

motivation refers to “doing something because it is inherently interesting or enjoyable” 

(Ryan & Deci, 2000, p. 55). These motivations can also be applied to an individual’s 

acceptance of technology. In particular, since extrinsic motivation is a desire for 



 

27 

behavior that brings about a specific outcome, the usefulness of the technology is a 

significant predictor. Thus, users’ perception of usefulness has an effect on the 

technology usage. 

According to Davis (1989, p. 985), perceived usefulness of the technology refers 

to “the prospective user’s subjective probability that using a specific application system 

will increase his or her job performance within an organizational context.” He suggested 

that perceived usefulness affects attitude toward information technology and intention to 

use it, which closely links to actual use of the technology. Thus, this determinant 

significantly influences information technology usage. Early studies of TAM focused on 

the use of computers (Davis, 1989; Davis et al., 1989, 1992; Igbaria & Iivari, 1995). 

Davis et al. (1989) investigated whether perceived usefulness affected people’s use of 

computers, especially word processing systems. They found that perceived usefulness 

is a major determinant of people’s intention to use computers.  

Since the advent of the Internet, many studies have also examined what 

predictors affect people’s intent to use the Internet or web-based services such as 

online banking and e-commerce; results indicated that perceived usefulness is an 

influential determinant affecting attitude toward the service or intention to use it (Cyr, 

Hassanein, Head, & Ivanov, 2007; Gefen, Karahanna, & Straub, 2003; Gefen & Straub, 

2004; Lai & Li, 2004; Pikkarainen, Pikkarainen, Karjaluoto, & Pahnila, 2004; Teo, Lim, & 

Lai., 1999; Teo, 2001). Gefen and colleagues (2003), for example, applied TAM to 

online shopping activity. They studied what determinants affect online commerce by 

using perceived usefulness and perceived ease of use in TAM. They also added trust in 

the e-vendor as a variable to investigate how an individual uses online vendors. They 
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found that all predictors have a significant influence on people’s use of e-vendors. They 

proved once again that perceived usefulness is the strongest direct determinant of 

intended use of online commerce. In turn, in the context of web-based services, 

perceived usefulness stemming from TAM is a significant predictor that affects people’s 

attitude toward the service and intent to use it. 

More recently, with the rapid growth of SNSs, researchers have paid more 

attention to how TAM applies to the use of SNSs (Lee, Xiong, & Hu, 2012; Leng, Lada, 

Muhammad, Ibrahim, & Amboala, 2011; Kwon & Wen, 2010; Lin & Lu, 2011b; Shin, 

2010; Zhang & Lu, 2011). Kwon and Wen (2010) showed that perceived usefulness and 

perceived ease of use are significant determinants influencing the use of SNSs. They 

also added individual propensities as external variables, including social identity, 

altruism, and telepresence, that affect these determinants. By adding individual 

propensity, the authors reinforced the impact of perceived usefulness on intention to 

use SNSs.  

These studies concluded that attitude toward technology and intention to use it 

are determined by perceived usefulness. This means that perceived usefulness is a 

main determinant to account for why people use SNSs. However, initial studies of TAM 

were limited in fully understanding why people use specific technology because they 

only focused on an extrinsic motivation represented as perceived usefulness. Thus, 

follow-up studies have been conducted to include other determinants of the technology 

usage. 

Perceived Enjoyment 

Even though both extrinsic and intrinsic motivations affect intention to use 

information technology, early TAM studies only focused on extrinsic motivation that 
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refers to doing of an activity for leading to a separable outcome or increasing job 

performance. Thus, these studies usually investigated perceived usefulness of 

technology as a main determinant that affects intention to use it; however, they did not 

examined determinants related to intrinsic motivation. To reinforce the model, several 

researchers included intrinsic motivation in their TAM research (Davis et al., 1992; 

Igbaria, Iivari, & Maragahh, 1995). They introduced the concept of perceived enjoyment 

as a form of intrinsic motivation affecting intention to use a computer in the workplace; 

as mentioned before, intrinsic motivation is defined as “doing something because it is 

inherently interesting or enjoyable” (Ryan & Deci, 2000, p. 55) and thus this definition 

corresponds with individuals’ perception of enjoyment during doing an activity. In this 

respect, perceived enjoyment of technology is regarded as intrinsic motivation. Several 

studies examined the influence of individuals’ motivations (e.g., perceived usefulness 

and perceived enjoyment) on the intention to use word processing software and 

business graphics programs in the workplace (e.g. Davis et al., 1992; Igbaria et el., 

1995). They found that people use computers in workplace because they perceive them 

as not only useful but also enjoyable.  

Intrinsic motivation such as perceived enjoyment is also related to general use of 

the Internet. Teo et al. (1999) examined both extrinsic and intrinsic motivation in Internet 

usage. They suggested that “perceived usefulness is a form of extrinsic motivation and 

perceived enjoyment, a form of intrinsic motivation (p.26)” and found that not only 

perceived usefulness but also perceived enjoyment influences Internet usage, 

measured in terms of frequency and diversity of usage. Teo (2001) further studied the 

relationship between demographic variables; motivation variables such as perceived 
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usefulness, perceived ease of use, and perceived enjoyment; and Internet activities 

such as messaging, browsing, downloading, and purchasing.  Through this study, he 

concluded again that perceived enjoyment is also a significant factor for using the 

Internet.  

Moon and Kim (2001) also extended TAM in a World Wide Web context. They 

found that when individuals connect to the web, they perceive playfulness or enjoyment 

as well as usefulness. Hsu and Lin (2008) supported this argument in the context of 

blog usage. The researchers investigated which blog factors (i.e., perceived usefulness, 

perceived ease of use, perceived enjoyment) allow individuals to participate in a blog 

(e.g. reading blog posts or leaving comments to the posts) and found that perceived 

enjoyment is the most influential factor that affects attitude toward participating in a blog 

whereas perceived usefulness has no significant impact on blog use.  

With the emergence of SNSs, perceived enjoyment has received more attention 

than ever before. Corresponding to van der Heijden’s (2004) study, which concluded 

that perceived enjoyment is a stronger predictor of intention to use a pleasure-oriented 

information system than perceived usefulness, Lin and Lu (2011b) found that enjoyment 

is the more influential determinant of people’s continuous use of SNSs than usefulness. 

Leng and colleagues (2011) also found that perceived enjoyment is more significant 

than perceived usefulness in terms of SNS usage. Based on this result, they concluded 

that people use SNSs for fun and enjoyment. These results indicate that the use of 

SNSs is more closely related to users’ perception of enjoyment than other factors such 

as perceived usefulness. 
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The study of motivations for SNS usage has been conducted not only based on 

the personal dimension but also on the organizational dimension. Lee and colleagues 

(2012) pointed out that SNSs can be used by companies as marketing tools, especially 

for event marketing. They analyzed Facebook event pages to determine what makes 

people visit them. According to their study, perceived enjoyment has a significant impact 

on users’ attitudes toward Facebook pages, whereas perceived usefulness and 

perceived ease of use are not significantly influential. They suggested that it is important 

to generate emotions and provide enjoyment to visitors of event pages to arouse 

intention of going to the event. All these recent results demonstrate the importance of 

enjoyment when people use SNSs. In this regard, perceived enjoyment can be 

examined as a significant variable in the context of SNS usage.  

However, most previous studies have ignored individuals’ differences of using 

SNS and simply generalized the result of the studies; some simply concluded perceived 

enjoyment of SNSs is more influential than perceived usefulness in terms of intention to 

use the SNSs (Leng et al., 2011; Lin & Lu, 2011b). However, the tendency of SNSs 

usage may vary from individual to individual. Thus, it is needed to investigate what 

factor affects intention to use SNSs depending on individuals’ differences.  

Perceived Interactivity 

One of the main advantages of the Internet is that it opens up an opportunity for 

two-way or many-to-many communication for interaction with others. In this respect, 

interactivity has received attention as a significant characteristic of web-based services 

(Hoffman & Novak, 1996; Wu & Chang, 2005). However, since interactivity in computer-

mediated communication has been researched in only the past 15 to 20 years and the 

concept is composed of various facets, the definition of interactivity on the web has not 
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been well established (Downes & McMillan, 2000; Johnson, Bruner Ⅱ, & Kumar, 2006). 

Thus, several definitions of interactivity exist in the Internet context. Steuer (1992) 

proposed that interactivity refers to "the extent to which users can participate in 

modifying the format and content of a mediated environment in real time” (p. 84). Liu 

and Shrum (2002) defined interactivity as “the degree to which two or more 

communication parties can act on each other, on the communication medium, and on 

the messages and the degree to which such influences are synchronized” (p. 54). 

Meanwhile, Ha and James (1998) pointed out that existing definitions of interactivity 

start from the unrealistic concept of mutual interest in two-way communication. Instead, 

they proposed that interactivity is “the extent to which the communicator and the 

audience respond to, or are willing to facilitate, each other's communication needs” (p. 

461). To create a more elaborate concept of interactivity, they also suggested five 

dimensions of interactivity: playfulness, choice, connectedness, information collection, 

and reciprocal communication.  

Based on these previous studies, McMillan and Hwang (2002) further suggested 

three features of interactivity through which to measure it: direction of communication, 

user control, and time. These three elements encompass several concepts. For 

example, direction of communication includes reciprocity, two-way communication, 

responsiveness, and interchange, user control contains participation, and time means 

real-time communication, timely response, and quick and easy navigation for seeking 

information that users want (McMillan & Hwang, 2002). These dimensions were created 

in an environment mediated by the Internet and, thus, there may be two kinds of 

interactivity in accordance with the target of interaction; individuals can interact with 
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other people via the Internet, but they can also interact with the interface. McMillan 

(2002) indicated that interactivity is not only applied to communication among 

individuals but also to characteristics of a specific medium by suggesting three types of 

interactivity: user-to-user, user-to-system, and user-to-document interactivity. Stromer-

Galley (2004) also argued that interactivity must be investigated under two distinct 

perspectives: (a) interaction between individuals and computer or web-based systems 

and (b) interaction among people. In this context, two views of interactivity may be 

proposed: functional and contingency.  

Sundar, Kalyanaraman, and Brown (2003) argued that the functional view of 

interactivity is basically interpreted as “an interface’s capacity for conducting a dialogue 

or information exchange between users and the interface” (p. 33). McMillan and 

Hwang’s (2002) dimensions for measurement also included this functional view. For 

example, they posited that time is a significant factor in measuring interactivity and 

suggested that quick and easy navigation of the interface can be included under the 

element called time.  

Corresponding to this concept, other researchers have also studied interactivity 

in the context of functional features such as hyperlinks, chat rooms, feedback forms, 

and downloading function (Chang & Wang, 2008; McMillan, Hwang, & Lee, 2003; 

Trammell, Williams, Postelnicu, & Landreville, 2006). These studies postulated that 

websites including a greater number of functional features retain higher interactivity. For 

example, McMillan et al. (2003) considered websites with high interactivity as sites that 

have more site features, and Trammell et al.’s (2006) study regarded the hyperlink as a 

key element of interactivity because it facilitates the quick and easy location of 
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information and connects to the website’s owner. However, the functional view of 

interactivity does not allow for understanding of all aspects of interactivity but merely 

explains what functions the web services have for interactivity. Sundar and colleagues 

(2003) pointed out that functional interactivity seems to be predicated more on 

enhancing visual features of interactivity than designating outcomes of actual interactive 

communication.  

To account for the full aspects of interactivity, Sundar et al. (2003) presented the 

contingency view of interactivity, defined as “a process involving users, media, and 

messages, with an emphasis on how messages relate to one another” (p. 34). This 

definition corresponds to Rafaeli’s (1988) suggestion that interactivity is “an expression 

of the extent that in a given series of communication exchanges, any third (or later) 

transmission (or message) is related to the degree to which previous exchanges 

referred to even earlier transmissions” (p. 111). Thus, in the context of the contingency 

view of interactivity, communication should be “interchangeable for full interactivity to 

occur” and interactants should create responses to one another. That is, under the 

contingency view, message contingency, which means successive messages 

depending on previous messages, is a significant concept in understanding interactivity; 

thus, for high interactivity, consecutive responses are important during interaction.  

Previously mentioned definitions of interactivity have also suggested response 

time and response contingency as significant factors of interactivity. Based on that 

suggestion, Alba, Lynch, Weitz, Janiszewski, Lutz, Sawyer, and Wood (1997) proposed 

an instantaneous response similar to the response time in face-to-face communication 

for effective electronic communications. They also suggested response contingency, 
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which refers to “the degree to which the response by one party is a function of the 

response made by the other party” (p. 38). In other words, the contingency view of 

interactivity is based on an immediate and consecutive response from one party to the 

other party. In this respect, real-time communication such as face-to-face 

communication can be considered contingency interactivity. Sunder and colleagues 

(2003) also regarded face-to-face communication as the highest interactivity in the 

contingency view, whereas information retrieval systems were regarded as the lowest; 

face-to-face communication facilitates a higher degree of contingency when one party 

responds to the other.  

Thus, to increase interactivity in computer-mediated communication, many 

studies have focused on how to adapt properties of face-to-face communication to 

computer-mediated communication (Kelleher & Miller, 2006; Kelleher, 2009; Kuhn, 2005; 

Sweester & Metzgar, 2007). They considered the concept of conversation in the web-

based service context; that is, a real conversational voice can be regarded as a key 

factor of interactivity. Kelleher (2009)’s study indicated that perceived conversational 

human voice in organizations’ blogs elicits natural communication between 

organizations and publics, which positively correlates with main relational outcomes 

such as trust, satisfaction, commitment, and control mutuality. His study paralleled 

Kuhn’s (2005) argument; blogs’ interactivity imitates one-to-one communication and 

thus blogs are regarded as humanized web services and thus blogs can be considered 

the most interactive web-based platform for natural and real communication.   

With the prevalence of SNSs, however, social networking services can be 

regarded as more interactive tools than blogs; SNSs are considered more intimate and 
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immediate media than blogs because they provide an interface that is easier to use and 

more conversational content (Kaplan & Haenlein, 2010). In other words, SNSs may be 

understood as more humanized tools than blogs. Thus, interactivity, particularly from 

the contingency view of interactivity, can be a significant factor affecting individuals’ 

actual acceptance of SNSs.  

Several previous studies have investigated how perceived interactivity influences 

attitude toward web-based services (Lustria, 2007; Thorson & Rodgers, 2006; Wu, 

1999). Wu (1999) investigated how perceived interactivity is related to attitude toward 

websites through two major greeting card websites and found that perceived 

interactivity is positively related to attitude toward websites. Thorson and Rodgers (2006) 

also examined the relationship between perceived interactivity in web blogs and attitude 

toward the websites and the results indicated that high perceived interactivity influences 

high attitude toward websites.  

However, most previous studies on interactivity were based on websites, 

whereas few empirical studies have focused on the impact of interactivity in social 

networking services. In SNSs, people can interact with others with much greater ease in 

real time, and this is one of the most remarkable attributes that distinguish SNSs from 

other online services such as typical websites, online communities, and online 

discussion boards. Thus, interactivity can be a more influential factor affecting attitude 

toward SNSs versus other online services. In other words, if users perceive SNSs’ 

interactivity, they may develop a positive attitude toward the sites.  

Moreover, previous studies have rarely distinguished between contingency 

interactivity and functional interactivity, but mainly focused on the functional view of 
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interactivity. Most previous research investigated the function of web-based services 

such as the hyperlink to determine how interactivity affects attitude toward the service. 

Even though some studies have examined contingency interactivity, little empirical 

research has investigated the contingency view of interactivity in the context of SNSs. In 

this sense, perceived interactivity, particularly contingency interactivity, may be adopted 

in TAM as one variable affecting attitude toward the online social networking tool. In this 

sense, this study illustrates how perceived interactivity directly influences attitude 

toward SNSs.  

In addition, because SNSs are considered tools for satisfying individuals’ motive 

to interact with others (Valenzuela et al., 2009), the satisfaction of interaction may play a 

significant role in understanding the whole process of users’ acceptance. If individuals 

perceive each determinant that influences users’ acceptance of an SNS when they are 

using it, they may feel the satisfaction of interaction via SNSs. In this regard, the 

satisfaction of interaction can affect attitude toward SNSs. Previous research also 

posited that attitude is determined by satisfaction (Abdul-Muhmin, 2010). According to 

the study, in online shopping, satisfaction with previous online purchases positively 

affects attitude toward online purchases. In the same vein with this study, satisfaction of 

interaction can influence attitude toward SNSs.  

Even though several previous studies have investigated the influence of 

perceived ease of use on attitude toward technology or intention to use technology, the 

present study does not include perceived ease of use as a variable because each 

Facebook page has the same interface for users’ ease of use. Before the advent of 

SNSs, how the web-based interface was designed was important because each web-
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based service had a different interface depending on the web designer. However, SNSs 

produce the same interface for users and do not need to consider an easy-to-use 

design. Thus, perceived ease of use is excluded from the determinants that affect 

attitude toward SNS usage and intention to use. With the exception of perceived ease of 

use, this study has proposed three determinants that have an effect on users’ attitude 

toward SNSs and intention to use them: perceived usefulness, perceived enjoyment, 

and perceived interactivity. 

Utilitarian and Hedonic Value 

Consistent with TAM’s suggestion that individuals’ extrinsic (e.g., usefulness) and 

intrinsic (e.g., enjoyment) motivations affect their behavior toward technology usage, 

previous consumer behavior research has also suggested two motivations for consumer 

purchase behavior: “(a) consummatory affective (hedonic) gratification (from sensory 

attributes), and (b) instrumental utilitarian reasons” (Batra & Ahtola, 1990, p. 159). That 

is, consumers constitute both “problem solvers engaged in the goal-directed activities of 

searching information, retrieving memory cues, weighing evidence, and arriving at 

carefully considered judgmental evaluations” with utilitarian motivation and persons who 

seek “fun, fantasy, arousal, sensory stimulation, and enjoyment” with hedonic motivation 

(Hirschman & Holbrook, 1982, p. 135).  

Based on these two aspects of consumer purchase behavior, according to Batra 

and Ahtola (1990), consumers evaluate a consumption object with both utilitarian and 

hedonic dimensions. Under a utilitarian dimension, people consider how useful or 

beneficial the object is, while under a hedonic dimension, people regard pleasant and 

agreeable feelings associated with the object as a priority. Babin, Darden, and Griffin 

(1994) also pointed out that both utilitarian and  hedonic values of consumer behavior 
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have received attention among previous consumer behavior researchers (e.g., 

Hirschman & Holbrook, 1982). These previous researchers also posited that utilitarian 

values, which elicit task-related and rational behavior, regard individuals’ behavior (e.g., 

shopping) as work; on the other hand, hedonic values, which are more subjective than 

utilitarian values, consider personal behavior (e.g., shopping) as forms of fun, 

playfulness, and entertainment (Babin et al., 1994). For example, when they go 

shopping, consumers consider consumption as a behavior for achieving a functional or 

practical task with utilitarian values and, thus, they seek and evaluate useful and 

practical information related to a consumption object during purchase behavior; 

meanwhile, they also regard consumption as a behavior for concentrating on the 

enjoyment of shopping itself with hedonic values. 

In line with the concept of utilitarian/hedonic value, some researchers suggested 

that the product itself can be divided into two types of goods, depending on what nature 

it has: utilitarian goods and hedonic goods (Okada, 2005; Wertenbroch & Dhar, 2000). 

Wertenbroch and Dhar (2000) defined utilitarian goods are deemed as “ones whose 

consumption is more cognitively driven, instrumental, and goal oriented and 

accomplishes a functional or practical task” whereas hedonic goods as “ones whose 

consumption is primarily characterized by an affective and sensory experience of 

aesthetic or sensual pleasure, fantasy, and fun” (p. 61). Consistent with the 

utilitarian/hedonic goods literature, information technology can also be classified in 

these two types (van der Heijden, 2004). Previous research suggested that some 

particular information systems have hedonic natures, which provide users with 

pleasurable experience (e.g., video games) whereas others have utilitarian natures, 
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which increase users’ task performance (e.g., word process programs, see van der 

Heijden, 2004). In turn, van der Heijden argued that a hedonic system should include 

hedonic content for user’s enjoyable experience.  

Thus, in line with this previous research, content (or messages) in an information 

system can be also classified in both utilitarian- and hedonic-oriented content. In 

accordance with the definition of utilitarian and hedonic goods by Wertenbroch and 

Dhar (2000), this study defines utilitarian-oriented messages (or content) as “ones that 

have utilitarian nature such as cognitively driven, instrumental, goal oriented, functional, 

useful and practical” whereas hedonic-oriented messages (or content) are “ones that 

have a hedonic nature such as affective, pleasurable, fun, and enjoyable.” (p. 61). 

Therefore, if a particular information system provides users with utilitarian-oriented 

messages, they may perceive the usefulness of the system; on the other hand, hedonic-

oriented messages in a specific system allow users to perceive enjoyment of the system.  

In this regard, the concept of utilitarian/hedonic value is closely related to TAM; 

as mentioned, people perceive its usefulness and enjoyment while using particular 

technology. In other words, people accept the technology if they feel it is useful or 

enjoyable when they use it. Since utilitarian-oriented messages are functional, practical 

and useful, utilitarian-oriented messages lead to the perceived usefulness of a particular 

technology. People can also obtain pleasure, enjoyment, and fun when they see 

hedonic-oriented messages while using a particular technology, and thus, hedonic-

oriented content causes perceived enjoyment. 

The research of Childers, Carr, Peck, and Carson (2001) confirmed the parallel 

between the concept of utilitarian/hedonic value and TAM research. They suggested 
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that consumers’ utilitarian and hedonic motivations are consistent with individuals’ 

online shopping behavior. Since online shopping is based on interactive technology, 

such as the Internet, they applied TAM to understand the whole process of consumers’ 

online shopping behavior. According to their research, individuals’ utilitarian and 

hedonic values regarding consumer behavior are consistent with some determinants 

(e.g., perceived usefulness, perceived enjoyment) of technology adoption. In other 

words, instrumental or utilitarian goal-directed consumers regard and evaluate product-

related information as a priority during their online shopping experience and, thus, they 

may consider the usefulness of the interactive media as a more instrumental factor in 

their online shopping behavior; meanwhile, hedonic-oriented consumers seek 

enjoyment, adventure, and fun in their online shopping experience and want to enjoy 

shopping while using the interactive shopping vendor. In this sense, Childers and 

colleagues (2001) suggested that both determinants (i.e., perceived usefulness and 

perceived enjoyment) of the interactive media can influence individuals’ attitude toward 

using online shopping vendors by gratifying individuals’ utilitarian and hedonic 

motivations for consumer behavior.  

Even though Childers and colleagues’ (2001) suggestion was based on 

individuals’ inherent utilitarian and hedonic nature, their study can apply to SNSs and 

content (or message) in SNSs. In the Web 2.0 environment, content has received 

attention because it can link to other content through hyperlinks or an RSS feed, which 

is a content delivery vehicle. With emerging RSS feeds, individuals simply receive 

content, messages, and information that interest them by subscribing to constantly 

updated content (O’Reilly, 2005).  
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SNSs have been developed with the function of news feeds. RSS feed is usually 

based on web blogs’ long content and, thus, users seldom read the whole content 

delivered by the RSS feed. Unlike previous online channels, SNSs are easier and faster 

platforms for delivering content. Users can receive information of interest through their 

news feed on SNSs with no effort. Since most SNS content is simple and short, users 

can easily acquire content or messages through their news feed without neglecting the 

content (or messages). For instance, on Facebook, users can have content or 

messages of interest automatically delivered to their feed by clicking the ‘like’ button on 

their pages of interest. They can even receive their friends’ content or messages of 

interest on their feed when the friends click the like button of the content (or messages). 

Thus, because users can easily receive information of interest that is automatically 

delivered to their news feed in SNSs, the messages (or content) in SNSs are significant 

factors in attracting users.  

In line with the study by Childers and colleagues (2001), individuals may use 

particular SNS channels to gratify two types of motivation: utilitarian and hedonic. 

People may accept SNSs by seeking useful information or enjoyment in accordance 

with each motivation. Also, in line with previous researchers who proposed the concepts 

of utilitarian and hedonic goods, this study suggests that SNSs offer both utilitarian- and 

hedonic-oriented messages in SNSs and that each type of message causes perceived 

usefulness and perceived enjoyment, respectively.  

While most previous studies of SNSs have focused on how useful or enjoyable 

SNSs are in functional aspects, little empirical research has examined how content itself 

works in users’ acceptance of SNSs. Thus, in order to adapt TAM research to SNSs, 
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how individuals perceive messages (or content) in SNSs should be examined; in other 

words, perceived usefulness and perceived enjoyment caused by each type of message 

in SNSs are influential predictors affecting individuals’ actual acceptance of SNSs.  

Involvement and Elaboration Likelihood Model 

Even though TAM studies are well established to investigate what determinants 

influence intention to use particular technology, these studies did not consider 

individuals’ different information-processing. Thus, individuals’ information-processing 

behavior should be examined fully to understand SNSs usage on a personal level. Also, 

since many TAM studies are based on investigation in terms of determinants of attitude 

toward the technology, which lead to behavior such as actual use of the technology, 

TAM links to other research about the process of attitude change. Researchers have 

pointed out that many theories in regard to the attitude change process, including TRA, 

can be relatively located along an elaboration continuum (Petty & Cacioppo, 1986). 

Petty and Cacioppo (1981) proposed the Elaboration Likelihood Model (ELM), which 

refers to processes that affect individuals’ attitude toward an issue that is communicated 

by messages and even leads to attitude formation or change.  

According to ELM, two routes of persuasion bring about attitude changes: the 

central route and the peripheral route (Petty, Cacioppo, & Schumann, 1983). These two 

routes are influenced by individuals’ involvement with a message and, thus, the central 

route represents high involvement while the peripheral route corresponds to low 

involvement.  

Several initial studies proposed definitions of involvement, and most of these 

definitions suggest that involvement is related to personal relevance (Andrews  & Shimp, 

1990; Celsi & Olson, 1988; Houston & Rothschild, 1978; Mitchell, 1979; Rothschild, 
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1984). Thus, involvement is defined as “a person’s perceived relevance of the object 

based on inherent needs, values, and interests” (Zaichkowsky, 1985, p. 342). Previous 

researchers argued that three factors affect personal involvement toward objects such 

as products and services: (a) the characteristics of the individual, (b) physical features 

of the stimulus (e.g., the type of media, content of the communication, product types 

that are advertised), and (c) varying situations (Houston & Rothschild, 1978; 

Zaichkowsky, 1986).  

Because individuals’ characteristics are intrinsic and enduring factors whereas 

characteristics of the stimulus and varying circumstances are situational and transitory, 

several researchers have presented two types of involvement: enduring and situational 

(Celsi & Olson, 1988; Houston & Rothschild, 1978). Enduring involvement represents 

an individual’s general and long-term consideration of the object that is related to one’s 

interest, value, and goals and, thus, this type of involvement is stable and unchangeable 

(Huang, 2006; Wang, Wang, & Farn, 2009). Enduring involvement is also the result of 

an individual’s characteristics, knowledge, experience, and intrinsic motivation (Houston 

& Rothschild, 1978; Zaichkowsky, 1986). Meanwhile, situational involvement refers to 

an individual’s immediate and transitory consideration of the object when he or she is in 

a temporary condition (Huang, 2006; Wang et al., 2009). Thus, situational involvement 

occurs in varying situations and cognitive processes such as a high-risk purchase and 

this type of involvement usually dwindles after the purchase (Houston & Rothschild, 

1978; Richins & Bloch, 1986; Zaichkowsky, 1986).  

In this regard, type of media, or stimulus for involvement, can be considered a 

factor that causes situational involvement; today, in the same vein, involvement with a 
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website is usually seen as situational involvement (Mazaheri, Richard, & Laroche, 2011; 

Richard & Chandra, 2005). Because all online activities such as clicking links or 

banners in websites are immediate and temporary, individuals’ involvement with a 

website is not enduring but waning after they stop using the site. Richard and Chandra 

(2005) posited that if people are highly involved in websites, they carefully find 

information related to a product in a cognitive way before purchase. They also found 

that site involvement is significantly correlated with attitude toward the site. Thus, site 

involvement can be considered an important source of cues that affect attitude toward 

the service providers (Mazaheri et al., 2011; Richard & Chandra, 2005).  The concept of 

the site involvement can be adapted to SNS context; thus, an individual’s involvement 

with a particular SNS may also affect attitude toward the SNS.  

Both enduring and situational involvement influence individuals’ elaborations of 

information related to products, brands, or services (Celsi & Olson, 1988; Park, Lee, & 

Han, 2007). Petty and Cacioppo (1986) argued that the likelihood of elaboration can be 

affected by an individual’s motivation and ability to process information in a message. In 

high involvement with a message, personal motivation and ability to process information 

play an essential role in elaboration of information. In other words, if an individual has a 

higher level of motivation and ability to evaluate information in a message, that 

individual will scrutinize the message and consider the usefulness of information in the 

message (Andrews & Shimp, 1990; Petty & Cacioppo, 1983, 1986). Thus, in the central 

route, the quality of the message and the message’s advocated position are important. 

In this sense, individuals in high involvement are more likely to devote the cognitive 

effort to evaluate the advantages of information in the message (Petty et al., 1983). This 
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means that under high involvement people can change their attitude based on the 

quality of a message, which refers to the extent of its persuasive effectiveness.  

Meanwhile, in the peripheral route, individuals do not consider the usefulness of 

a message as much and expend less cognitive effort than in the central route because 

they have low involvement with the message. According to Petty and Cacioppo (1986), 

in the peripheral route, attitudes can be changed by associating an issue position with 

affective cues. In other words, if an individual has a lower level of motivation and ability 

to consider arguments related to an issue, affective cues such as music, scenery, 

characteristics of source, and quantity of message argument will have an impact on his 

or her attitude (Andrews & Shimp, 1990). Thus, in the peripheral route, individuals 

consider non-content cues such as credibility toward communicators, communicators’ 

likeability, attractiveness of the message, and heuristic cues instead of usefulness of the 

message (O’Keefe, 2005; Petty & Cacioppo, 1981; Petty et al., 1983). 

Previous empirical research has also supported this argument (Andrews & Shimp, 

1990; Petty et al., 1983). Petty et al. (1983) examined what aspect of advertisement 

affects attitude toward a product in the context of both high and low involvement. They 

found that the advertising message has a significant impact on attitude toward the 

product under high involvement, whereas celebrity status of the product significantly 

influences attitude toward the product in low involvement. Andrews and Shimp (1990) 

also investigated how personal level of involvement works on attitude change toward a 

product through experimental adverting. They found that in the central route a strong 

message argument influences attitude change, whereas in the peripheral route 

favorable or unfavorable source characteristics significantly affect attitude change. Even 
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though these studies were based on involvement in the advertising context, they can 

apply to SNSs because the results indicated that in the central route message argument 

is the most influential determinant to affect attitude toward the product, while in 

peripheral route attractive factors of advertisements affect attitude toward the product. 

In high involvement, individuals may consider usefulness of information in SNSs as a 

significant factor, whereas in low involvement they may consider enjoyment as an 

influential determinant when using SNSs.  

In turn, involvement has a great influence on attitude toward brands, products, 

and services. Thus, to understand SNSs’ role in relationship building between a 

company and the public, the impact of individuals’ involvement with the company should 

also be understood in the context of influence on attitude toward the SNSs. Involvement 

with a company can be considered enduring involvement because people already 

experience involvement with a particular company based on their personal knowledge, 

experience, and intrinsic motivation related to the company. 

Also, the author adopts the concept of situational involvement and thus 

involvement with a company’s SNSs as situational involvement consistent with previous 

research investigating involvement with a website as situational involvement (Mazaheri 

et al., 2011; Richard & Chandra, 2005). Mazaheri and colleagues’ (2011) study 

proposed that in a buying environment, properties of websites such as informativeness 

and entertainment are positively correlated to site involvement and this type of 

involvement is also significantly related to purchase intention. In this sense, if individuals 

perceive SNS characteristics such as usefulness, enjoyment, and interactivity, these 
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features may influence involvement with the SNS that affects attitude toward the site 

and intention to use it. 

By investigating the effect of both enduring and situational involvement, this 

study suggests how individuals’ different levels of involvement influence the acceptance 

of a company’s SNSs.  

Hypotheses and Research Questions 

Based on this theoretical background, the present study examines the 

acceptance of a company’s Facebook page and how this acceptance affects their 

intention to learn more about the company, intention to recommend use of the company, 

and intention to promote the company to Facebook friends by adopting TAM and ELM.  

Early studies of TAM proposed perceived usefulness as an influential factor 

affecting attitude toward the technology and the intention to use it (Davis, 1989; Davis et 

al., 1989). Subsequent studies of TAM suggested that not only perceived usefulness but 

also perceived enjoyment has a significant influence on users’ attitude toward the 

technology (Davis et al., 1992). These previous studies have been extended to the SNS 

context.  

In SNSs context, previous research focused on the use of SNSs itself based on 

individuals’ perception of its function (e.g., usefulness and enjoyment of SNSs derived 

from its function, see Lin & Lu, 2011). Since a company’s SNSs are online social 

networking services based on the function of the SNSs, it is plausible that people’s 

perception of usefulness and enjoyment in the function of a company’s SNSs may 

influence individuals’ use of them. However, when expanding the concept of technology 

acceptance from general SNSs to a company’s SNSs, the study should consider 

another factor that affect people’s acceptance of a company’s SNSs to elaborate the 
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study under the company’s SNSs context. Since in the SNSs environment, content is 

viewed as an important element in the development of favorable attitudes toward online 

services, features of the content in SNSs should also be examined.  

In this regard, this study investigates how individuals perceive content in a 

company’s Facebook page by adopting the concept of utilitarian and hedonic value.  

Because individuals with utilitarian values who demonstrate task-related and 

rational behavior seek useful information and individuals with hedonic values who seek 

playfulness, entertainment, and fun look for enjoyment while using SNSs (Babin et al., 

1994), there may be two types of messages (or content) in SNSs: utilitarian-oriented 

messages and hedonic-oriented messages. If people obtain utilitarian-oriented 

messages via SNSs, they may perceive usefulness; meanwhile, if individuals see 

hedonic-oriented messages in SNSs, they may perceive enjoyment. Thus, in this study, 

two hypotheses are suggested: 

H1: Utilitarian-oriented messages increase perceived usefulness of a company’s 

Facebook page more than hedonic-oriented messages. 

H2: Hedonic-oriented messages increase perceived enjoyment of a company’s 

Facebook page more than utilitarian-oriented messages. 

The original TAM research suggested perceived usefulness as a main 

determinant that affects attitude toward technology. With the development of technology, 

previous researchers also added new predictors to accurately investigate how people 

accept the technology. Several studies proposed perceived enjoyment as another factor 

that influences individuals’ attitude toward technology (Davis et al., 1992; Igbaria & Iivari, 

1995; Teo et al., 1999; Moon & Kim, 2001). As web-based services have emerged, 
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perceived interactivity has also received attention as a main determinant of attitude 

toward the technology (Lustria, 2007; Thorson & Rodgers, 2006; Wise et al., 2006; Wu, 

1999). Moreover, for clear understanding of the whole process in using the service, the 

concept of involvement with a company’s Facebook page was adopted as a dependent 

variable to affect the attitude toward the company’s Facebook page from previous 

literature (Mazaheri et al., 2011). Based on these works of literature, the following 

hypotheses are proposed to investigate which determinants have an impact on 

individuals’ use of it: 

H3: Each determinant, (a) perceived usefulness, (b) perceived enjoyment, and (c) 

perceived interactivity, has a positive influence on involvement with a company’s 

Facebook page. 

Even though TAM is a well-developed model to account for individuals’ 

acceptance of technology, previous research has only focused on general usage but did 

not consider the differences of using it between individuals. In other words, personal 

differences, particularly individuals’ differing levels of involvement with technology, can 

have a significant effect on their technology acceptance process. Based on Houston 

and Rothschild’s (1978) study of two types of involvement, this study proposed both 

enduring and situational involvement in the context of a company’s Facebook page. In 

this study, involvement with a company is considered as enduring involvement, because 

it is built over time upon an individual’s previous knowledge, experience, and intrinsic 

motivation, and thus it cannot be changed with ease. The present study also adopts 

ELM to fully examine the role of involvement with a company. ELM (Petty & Cacioppo, 

1981) suggests that, in high involvement, individuals carefully consider the usefulness 
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of information in a message through a cognitive process, whereas in low involvement, 

people do not focus on the message itself but consider affective cues such as enjoyable 

sources. Thus, in high involvement, the presence of utilitarian-oriented messages on a 

company’s Facebook page may be a strong predictor, whereas in low involvement, the 

use of hedonic-oriented messages may be a more influential factor. Based on this 

concept, this study examines how the level of enduring involvement with a company 

affects such determinants for acceptance of a company’s Facebook page.  

Several researchers have argued that not only enduring involvement but also 

situational involvement influences individuals’ attitude or behavioral intention (Celsi & 

Olson, 1988; Houston & Rothschild, 1978). In addition, recent research has suggested 

that website involvement is deemed as situational involvement (Mazaheri et al., 2011; 

Richard & Chandra, 2005). In this context, this study considers involvement with a 

company’s Facebook page to be situational involvement in which each determinant (i.e., 

utilitarian- and hedonic-oriented messages) may also affect individuals’ situational 

involvement with a company’s Facebook page.  

Previous research presented meaningful findings to support the influence of 

determinants such as usefulness and enjoyment on involvement with web services. 

Mazaheri et al. (2011) indicated that website involvement is positively influenced by the 

site’s informativeness and entertainment, which can be modified to utilitarian and 

hedonic value. Thus, in accordance with ELM research, with the different levels of 

enduring involvement with a company, the effect of the message type (utilitarian vs. 

hedonic) may influence individuals’ situational involvement with a company’s Facebook 

page differently.  
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Moreover, because SNSs are the most dominant tools for interaction (Rau et al., 

2008), individuals may expect to be satisfied just interacting with others while using 

SNSs. Thus, if SNSs satisfy individuals’ desire to interact with others while using online 

networking tools, people may have a favorable attitude toward SNSs. In this sense, this 

study suggests satisfaction of interaction as a new concept for fully understanding the 

whole process of individuals’ acceptance of a company’s Facebook page. Thus, 

consistent with ELM, people in high involvement with a company may feel greater 

satisfaction of interaction with utilitarian-oriented messages than hedonic-oriented 

messages, whereas people in low involvement with a company may feel more 

satisfaction of interaction with hedonic-oriented messages than utilitarian-oriented 

messages.  

The original ELM research investigated how individuals’ different level of 

involvement affects their attitude change. As noted above, high-involved people use 

central route for their attitude change, while low-involved people use peripheral route. In 

this sense, message type (utilitarian vs. hedonic) may affect individuals’ attitudes toward 

a company’s Facebook page differently in accordance with their level of enduring 

involvement with a company. Likewise, influence intention to subscribe to the Facebook 

page, intention to learn more about the company, intention to recommend use of the 

company, and intention to promote the company to Facebook friends may also be 

influenced by different message type (utilitarian vs. hedonic) with regard to individuals’ 

level of enduring involvement with a company. In other words, in high involvement with 

a company, the effect of utilitarian-oriented messages is greater than hedonic-oriented 

messages, whereas in low involvement with a company, the effect of hedonic-oriented 
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messages is greater than utilitarian-oriented messages. In this regard, the following 

hypotheses have been proposed:  

H4: There is a two-way interaction between the level of enduring involvement 

with a company and the type of message.  

H4-1: Under high involvement with a company, the effect of utilitarian-oriented 

messages is greater than hedonic-oriented messages on (a) situational 

involvement with a company’s Facebook page, (b) satisfaction of interaction, (c) 

attitude toward a company’s Facebook page, (d) intention to subscribe to the 

Facebook page, (e) intention to learn more about the company, (f) intention to 

recommend use of the company, and (g) intention to promote the company to 

Facebook friends.  

H4-2: Under low involvement with a company, the effect of hedonic-oriented 

messages is greater than utilitarian-oriented messages on (a) situational 

involvement with a company’s Facebook page, (b) satisfaction of interaction, (c) 

attitude toward a company’s Facebook page, (d) intention to subscribe to the 

Facebook page, (e) intention to learn more about the company, (f) intention to 

recommend use of the company, and (g) intention to promote the company to 

Facebook friends. 

Since SNSs are prominent web services for interaction and communication with 

others, perceived interactivity was added as a determinant in this study. Fortin and 

Dholakia (2005) postulated that websites’ interactivity provides an opportunity to 

communicate with service providers and other consumers and, thus, it is likely to 
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influence a person’s level of involvement with the websites, attitude toward the online 

services, and intention to use it. Their study can be modified to the SNSs context. 

According to ELM, high-involved people are only affected by the usefulness of 

the message argument in their attitude change, whereas several other peripheral cues 

influence low-involved people. In this regard, perceived interactivity can be considered a 

peripheral cue; thus, we can predict that, in low enduring involvement with a company, 

the higher interactivity people perceive, the greater their involvement with a company’s 

Facebook page, attitude toward the Facebook page, and intention to use it. 

Even though perceived interactivity is regarded as a peripheral cue, interactivity 

is the most prominent characteristic of web-based services, particularly SNSs. Thus, in 

contrast to previous studies on ELM, higher perceived interactivity may also play a 

significant role in dependent variables (i.e., situational involvement with a company’s 

Facebook page, satisfaction of interaction, attitude toward a company’s Facebook page, 

intention to subscribe to the Facebook page, intention to learn more about the company, 

intention to recommend use of the company, intention to promote the company to 

Facebook friends) even under the high enduring involvement condition. Thus, this study 

presents hypotheses and research questions related to perceived interactivity:  

H5: Under low enduring involvement with a company, the effect of perceived high 

interactivity is greater than perceived low interactivity on (a) situational 

involvement with a company’s Facebook page, (b) satisfaction of interaction, (c) 

attitude toward a company’s Facebook page, (d) intention to subscribe to the 

Facebook page, (e) intention to learn more about the company, (f) intention to 
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recommend use of the company, and (g) intention to promote the company to 

Facebook friends. 

RQ1: Under high enduring involvement with a company, what is the role of 

interactivity in the formation of (a) situational involvement with a company’s 

Facebook page, (b) satisfaction of interaction, (c) attitude toward a company’s 

Facebook page, (d) intention to subscribe to the Facebook page, (e) intention to 

learn more about the company, (f) intention to recommend use of the company, 

and (g) intention to promote the company to Facebook friends? 

Even though previous research did not predict any relationship among the level 

of enduring involvement with a company, level of interactivity, and type of message, 

there may be a three-way interaction among these three variables. More specifically, 

when combined with the level of enduring involvement with a company, the level of 

interactivity may play a significant role in the effect of the message type. In this regard, 

a research question is as follows: 

RQ2: Is there an interaction effect among the level of involvement, level of 

interactivity, and type of message? 

TAM is a well-established model to explain the process of individuals’ technology 

acceptance. As noted above, the current study proposed new concepts (i.e., situational 

involvement with a company’s Facebook page and satisfaction of interaction) to fully 

understand individuals’ acceptance of a company’s Facebook page. Thus, these two 

variables may be significant factors that affect attitude toward a company’s Facebook 

page. To be specific, if an individual’s level of involvement with a company’s Facebook 

page is increased, that individual may also feel satisfaction of interaction with the 
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company through the Facebook page, which can lead to a positive attitude toward the 

Facebook page. Previous research also indicated that attitude toward a specific 

behavior is determined by satisfaction (Abdul-Muhmin, 2010). Thus, satisfaction of 

interaction can be an influential factor in attitude toward SNSs. 

H6: Involvement with a company’s Facebook page has a positive influence on 

satisfaction of interaction. 

H7: Satisfaction of interaction has a positive influence on attitude toward a 

company’s Facebook page. 

TAM research has also investigated the relationship between attitude toward a 

technology and intention to use it. This process can be applied to SNS usage. In the 

context of a company’s Facebook page, intention to use the technology can be a 

modified intention to subscribe to the page, because subscribing to the system of 

Facebook pages implies continuous use of the pages. Thus, if an individual develops a 

favorable attitude toward a company’s Facebook page, the attitude may influence 

intention to subscribe to the page.  

Previous research has also indicated that web-based services such as SNSs 

play a potentially significant role in relationship building between organizations and 

publics by providing a place for conversation (Kent & Taylor, 1998, 2002; Park & Reber, 

2008; Seltzer & Mitrook, 2007; Taylor et al., 2001; Waters et al., 2009). However, the 

correlation between acceptance of a Facebook page and relationship building between 

a company and the public cannot be predicted simply because a relationship is formed 

over the long term since the use of a specific technology occurs in a brief moment. 

Nevertheless, because communication through SNSs is an initial step for building 
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relationships, favorable relationships may be built in the near future if people have a 

favorable attitude toward SNSs, which are tools for communication and interaction 

between companies and the public. Thus, in this study, several intentions are suggested 

that can lead to a further relationship in the future. 

H8: Attitude toward the company’s Facebook page has a positive influence on (a) 

intention to subscribe to the Facebook page, (b) intention to learn more about the 

company, (c) intention to recommend use of the company, and (d) intention to 

promote the company to Facebook friends.  
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CHAPTER 3 
METHODOLOGY 

Study Design 

To investigate all hypotheses and research questions in this study, a 2 (message 

type: utilitarian-oriented vs. hedonic-oriented) × 2 (level of interactivity: low vs. high) 

factorial design with a covariate, involvement with a company (low vs. high), treated as 

a factor was employed. Since this study examines individuals’ enduring involvement 

with a particular company, which refers to individuals’ general and long-term 

consideration of the specific company formed by one’s interest, value, knowledge, and 

experience (Huang, 2006; Wang et al., 2009),  (enduring) involvement with a company 

was measured but not manipulated. Thus, the message type and the level of 

interactivity is a manipulated variable, while the (enduring) involvement with a company 

is a measured variable.  

Situational involvement with a company’s Facebook page, satisfaction of 

interaction, attitude toward a company’s Facebook page, intention to subscribe to the 

Facebook page, intention to learn more about the company, intention to recommend 

use of the company, and intention to promote the company to Facebook friends were 

measured as dependent variables. Each participant was randomly assigned to one of 

the four experimental conditions (i.e., utilitarian-oriented messages with low interactivity, 

utilitarian-oriented messages with high interactivity, hedonic-oriented messages with low 

interactivity, and hedonic-oriented messages with high interactivity).    
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Procedure 

Pretest 1 

An individual’s enduring involvement is steadily built and results from personal 

characteristics, knowledge, experience, and intrinsic motivation; thus, enduring 

involvement refers to the long-term consideration of a specific object (Celsi & Olson, 

1988; Houston & Rothschild, 1978; Huang, 2006; Wang et al., 2009). In this regard, an 

existing company was used to measure enduring involvement. A pretest was conducted 

to make a clean selection of the companies for the main study without bias. Participants 

(N = 20) were recruited for this pretest on October 27, 2013. 

Fifteen companies were randomly selected from the Fortune 500 index to 

measure participants’ involvement level toward the companies. To estimate the level of 

involvement, the Personal Involvement Inventory (PII), created by Zaichkowsky (1994) 

was used. Participants’ gender and age were also measured as control variables. To 

select a proper company, the company should have a similar number of people in both 

low and high involvement groups. Based on the results from the pretest, Walmart was 

selected for the main study because the company had enough numbers of participants 

in both low and high involvement; that is, both low and high involvement groups had a 

similar number of participants.  

Pretest 2 

To ensure an appropriate experimental setting, another pretest was conducted 

for selecting proper messages. Participants in the pretest (N=30) were provided a total 

of twelve messages (six utilitarian- and six hedonic-oriented messages) and were asked 

to answer the questionnaire to confirm significant differences in their perception of each 

post’s utilitarian versus hedonic value. Even though many of the previous studies have 
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used a single-item scale for a manipulation check (Wertenbroch & Dhar, 2000; Kim & 

Morris, 2007; Okada, 2005), for a more accurate manipulation check, this study created 

a multi-item scale with a clear definition of utilitarian/hedonic value from Wertenbroch 

and Dhar (2000) (i.e., unpleasant/pleasant, not fun/fun, unenjoyable/enjoyable, not 

appeal to the senses/appeal to the senses for hedonic value, not informative/informative, 

not functional/functional, not practical/practical, not useful/useful). Among the six 

messages of each type, five messages with the highest weighted scores were selected 

for the posts on the Facebook page. The pretest was conducted on January 27, 2014. 

After the selection of messages, the author also tested how participants perceive the 

messages on the Facebook page using the above scale. As a result, participants who 

saw utilitarian-oriented messages reported a higher level of perceived utilitarian value 

(M = 5.30, SD= .84) than those who viewed hedonic-oriented messages (M = 4.41, SD 

= .85), t (28) = 2.89, p < .01. Meanwhile, participants viewing hedonic-oriented 

messages answered a higher level of perceived hedonic value (M = 5.42, SD = .78) 

than those who saw utilitarian-oriented messages (M = 4.39, SD = 1.19), t (28) = -2.82, 

p < .01. Thus, the pretest confirmed that each version of messages (utilitarian vs. 

hedonic) is under proper condition. 

Other participants (N=20) were also asked to respond to the questionnaire to 

verify the significant differences in their perception of each Facebook page’s low versus 

high interactivity condition. Thorson and Rodgers’ (2006) 5-item, 5-point Likert scale 

was used to measure the perception of interactivity. The result showed that the high 

level of interactivity (M = 4.16, SD = .47) was rated higher than the low level of 
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interactivity (M = 2.76, SD = .91), t (18) = -4.33, p < .001. The pretest confirmed that 

each version of interactivity (low vs. high) is under proper condition.   

Main Study 

Since the younger generation (those aged 18-34) still comprises the vast majority 

of active SNSs users (Nielsen, 2011), the sample for the main experiment consisted of 

college students in a Southeastern United States university. The main study was 

conducted for two weeks from March 22 to April 4, 2014 after receiving IRB approval 

(protocol #2014-U-0023). A total of 171 participants were recruited for this study. Four 

different versions of fictitious Facebook pages (i.e., utilitarian-oriented messages with 

low interactivity, utilitarian-oriented messages with high interactivity, hedonic-oriented 

messages with low interactivity, and hedonic-oriented messages with high interactivity) 

were created with the same interface and the same basic information from the company 

to prevent any confounding effects. Each participant was provided with a survey link 

including one of four Facebook pages via email and randomly assigned to one of the 

online experimental conditions by clicking a link into the email. They received extra 

credits as compensation. Among the 171 participants, 44 were assigned to the 

utilitarian-oriented messages with a low interactivity condition, 40 were assigned to the 

utilitarian-oriented messages with a high interactivity condition, 44 were assigned to the 

hedonic-oriented messages with a low interactivity condition, and 43 were assigned to 

the hedonic-oriented messages with a high interactivity condition. Participants were also 

divided into two groups based on their level of involvement with a company (low vs. high) 

by performing a median split. See Table 3-1 for the number of each cell. 

In the first stage of the experiment, participants were asked to answer some 

questionnaires regarding subjects such as their involvement with a company (Walmart), 
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whether they follow the company’s actual Facebook page, and their attitude toward 

Facebook itself. Then the participants were shown the company’s fictitious Facebook 

page and were asked to evaluate the Facebook page carefully. After reading all 

messages on the Facebook page, participants were asked to answer the questionnaires 

that include dependent variables, manipulation check, and demographic information 

(e.g., gender, age, ethnicity, and education).  

Stimuli Development 

Four versions of Walmart’s Facebook page were created, combining two types of 

messages and two levels of interactivity. Each Facebook page was virtually the same 

and offers the same basic information, such as an introduction to the company, cover 

image, and profile picture; only the posts differed. Also, each Facebook page contained 

five posts with messages that were manipulated in accordance with each version. For 

the first group, the Facebook page offered five posts with utilitarian-oriented messages 

with a low interactivity condition. For the second group, the Facebook page contained 

five posts with utilitarian-oriented messages with a high interactivity condition. For the 

third group, the Facebook page contained five posts with hedonic-oriented messages 

and a low interactivity condition. For the last group, the Facebook page contained five 

posts with hedonic-oriented messages and a high interactivity condition (Appendix A). 

Types of Message 

Two determinants in the TAM research (i.e., perceived usefulness and perceived 

enjoyment) have a strong association with both utilitarian and hedonic values. Hence, in 

this study, two types of messages were manipulated to represent both utilitarian and 

hedonic values. Under a utilitarian dimension, people may consider how useful or 

beneficial the message is, whereas with a hedonic dimension, they may experience 
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pleasant, enjoyable, and agreeable feelings associated with the message as a priority 

(Batra & Ahtola, 1990; Wertenbroch & Dhar, 2000).  

In this study, relevant and informative messages related to the company were 

included as utilitarian-oriented messages (e.g., Walmart’s product or service information) 

and humorous, entertaining, and enjoyable messages (e.g., jokes related to the product 

or service) were included as hedonic-oriented messages; each message in a different 

version had the same context, but different messages appear. Each Facebook page 

contained either (a) utilitarian- or (b) hedonic-oriented messages.   

Levels of Interactivity 

According to the contingency view of interactivity, interactivity refers to 

responsiveness to one another (Rafaeli & Sudweeks, 1988). In other words, if full 

interactivity occurs, communication roles are necessarily interchangeable, and 

interactants should respond to one another (Sundar et al., 2003). Based on this 

suggestion, a company’s response to people’s comments may be seen as a high 

interactivity condition. Following the suggestions from the study by Wise, Hamman, and 

Thorson (2006), under the high interactivity condition, companies directly replied to all 

comments from customers and the replies were also related to previous comments. On 

the other hand, under the low interactivity condition, companies did not reply to any of 

the comments from customers.  

Measures 

Independent Variables 

Utilitarian-oriented message: To evaluate the utilitarian-oriented message, this 

study created a 4-item, 7-point semantic differential scale based on a clear definition of 

utilitarian value from the study by Wertenbroch and Dhar (2000): not 
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informative/informative, not functional/functional, not practical/practical, not useful/useful. 

Cronbach’s alpha was .92. 

Hedonic-oriented message: Like the utilitarian-oriented message, the hedonic-

oriented message was also measured with a 4-item, 7-point semantic differential scale 

created according to the definition of hedonic value by Wertenbroch and Dhar (2000): 

unpleasant/pleasant, not fun/fun, unenjoyable/enjoyable, not appeal to the 

senses/appeal to the senses. Cronbach’s alpha was .92. 

Perceived interactivity: Each participant’s level of interactivity was measured by 

a 5-item, 5-point Likert scale (Thorson & Rodgers, 2006): “Interactivity with Walmart via 

Facebook page was like having a conversation with Walmart,” “Walmart talked back to 

its customers while they were navigating Facebook page,” “Walmart’s Facebook page is 

interpersonal,” “Walmart’s customers could communicate directly to Walmart if they 

wanted to,” and “Walmart’s Facebook page is interactive; Walmart had the ability to 

respond to their customer’s specific questions quickly and efficiently  via its Facebook 

page.” Cronbach’s alpha was .89. 

Moderator 

(Enduring) Involvement with a company: Each participant’s level of 

involvement with a company was measured by adopting Zaichkowsky’s (1994)10-item, 

7-point semantic differential PII scale: important/unimportant, boring/interesting, 

relevant/irrelevant, exciting/unexciting, means nothing/means a lot to me, 

appealing/unappealing, fascinating/mundane, worthless/valuable, involving/uninvolving, 

not needed/needed. Cronbach’s alpha was .91. 
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Dependent Variables 

Perceived usefulness: Participants’ perceived usefulness was measured by a 

4-item, 7-point Likert scale (Blanco, Blasco & Azorín, 2010): “The Facebook page I just 

saw provides information I need,” “I think that the Facebook page I just saw does not 

offer me irrelevant information,” “The Facebook page offers me information that makes 

my decision to use Walmart,” and “I feel that the Facebook page I just saw is helpful.” 

Cronbach’s alpha was .84 

Perceived enjoyment: Participants’ perceived enjoyment was measured by a 4-

item, 7-point Likert scale (Blanco, Blasco & Azorín, 2010): “I feel that the Facebook 

page I just saw is enjoyable and entertaining,” “I feel that the Facebook page I just saw 

is pleasant,” “I think that the Facebook page I just saw is not boring,” and “The 

Facebook page I just saw is attractive and fun.” Cronbach’s alpha was .92. 

(Situational) Involvement with the Facebook page: The participants’ 

involvement with the Facebook page was measured by a 6-item, 7-point semantic 

differential scale from Mazaheri, Richard, and Laroche’s (2011): unimportant/important 

to me, irrelevant/relevant to my needs, not worth/worth remembering, not worth/worth 

paying attention to, does not matter/matters to me, insignificant/significant to me. This 

scale is developed by originally adopting Muehling, Stoltman, and Grossbart’s (1990) 

advertising message involvement scale. Cronbach’s alpha was .93.  

Satisfaction of interaction: The participants’ satisfaction of interaction was 

measured using a 7-item, 7-point semantic differential satisfaction scale (Wang, 

Hernandez, & Minor, 2010): dissatisfied/satisfied, displeased/pleased, 

unfavorable/favorable, unpleasant/pleasant, I did not like it at all/I liked it very much, 

frustrated/contented, terrible/delighted. Cronbach’s alpha was .94. 
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Attitude toward the Facebook page: To measure the participants’ attitudes 

toward the Facebook page, this study used Moon and Kim (2001) and Mazaheri, 

Richard, and Laroche’s (2011) 6-item, 7-point semantic differential scale: “The 

Facebook page is bad/good,” “I dislike/like the Facebook page,” “I react 

unfavorably/favorably toward this Facebook page,” “I have negative/positive feelings 

toward the Facebook page,” “I have unpleasant/pleasant feelings toward the Facebook 

page,” and “Using the company’s Facebook page is a foolish/wise idea.” Cronbach’s 

alpha was .95. 

Intention to subscribe to the Facebook page: Participants’ intention to 

subscribe to the Facebook page was evaluated by adopting Moon and Kim (2001) and 

Hsu and Lin’s (2008) 5-item, 7-point Likert scale (1=strongly disagree, 7=strongly agree): 

“I will subscribe to this Facebook page in the future,” “I will frequently use this Facebook 

page in the future,” “I will strongly recommend others to subscribe to this Facebook 

page,” “I intend to subscribe to this Facebook page as soon as possible,” and “It is 

worthwhile to subscribe to this Facebook page.” Cronbach’s alpha was .94. 

Intention to learn more about the company: Participants’ intention to learn 

more about the company was measured by using Hsu and Lin (2008) and Lee, Xiong, 

and Hu’s (2012) 5-item, 7-point Likert scale: “I want to know more about the company in 

the future,” “I am most likely to know more about the company after seeing the 

company’s Facebook page,” “The company’s Facebook page makes me know more 

about the company,” “I intend to know more about the company,” and “It is worthwhile to 

know more about the company.” Cronbach’s alpha was .91. 
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Intention to recommend use of the company: As with intention to learn more 

about the company, intention to recommend use of the company was measured by 

adopting Hsu and Lin (2008) and Lee, Xiong, and Hu’s (2012) 5-item, 7-point Likert 

scale: “I will recommend others to use in the future,” “I am most likely to recommend 

others to use the company after visiting the company’s Facebook page,” “The 

company’s Facebook page makes me recommend others to use Walmart,” “I intend to 

recommend others to use the company,” and “It is worthwhile to recommend others to 

use the company.” Cronbach’s alpha was .95. 

Intention to promote the company to Facebook friends: Intention to promote 

the company to Facebook friends was measured using Hsu and Lin (2008) and Lee, 

Xiong, and Hu’s (2012) 5-item, 7-point Likert scale: “I will promote the company to 

Facebook friends in the future,” “I am most likely to promote the company to Facebook 

friends after visiting the company’s Facebook page,” “The company’s Facebook page 

makes me promote the company to Facebook friends,” “I intend to promote the 

company to Facebook friends,” and “It is worthwhile to promote the company to 

Facebook friends.” Cronbach’s alpha was .98. 
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Table 3-1. Number of participants in each cell 

Involvement Interactivity Message N 

Low Low Utilitarian 19 

Hedonic 25 

Total 44 

High Utilitarian 21 

Hedonic 21 

Total 42 

Total Utilitarian 40 

Hedonic 46 

Total 86 

High Low Utilitarian 25 

Hedonic 19 

Total 44 

High Utilitarian 19 

Hedonic 22 

Total 41 

Total Utilitarian 44 

Hedonic 41 

Total 85 

Total Low Utilitarian 44 

Hedonic 44 

Total 88 

High Utilitarian 40 

Hedonic 43 

Total 83 

Total Utilitarian 84 

Hedonic 87 

Total 171 
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CHAPTER 4 
RESULTS 

Sample Characteristics 

The sample of this study consisted of respondents who attend a Southeastern 

United States university. Among the total of 171 participants, 126 (73.7%) were females 

and 45 (26.3%) were males (Table 4-1). The majority of the participants were 18 to 25 

years old (90.6%, n = 155), and the largest ethnic group was Caucasian (59.6%, n = 

102), followed by Hispanic (16.4%, n = 28), Asian (9.4%, n = 20), African-American 

(8.8%, n = 15), Native American (1.2%, n = 2), and others (4.74%, n = 4). Among the 

171 respondents, 169 participants (98.8%) are using SNSs, and only two respondents 

(1.2%) answered that they are not using SNSs. In terms of Facebook usage, 166 

participants (97.1%) answered that they are using Facebook, and five participants 

(2.9%) are not using Facebook. Among the Facebook users, 75.4% (n = 129) reported 

that they are using Facebook for 1 to 10 hours per week, 14% (n = 24) answered 11 to 

20 hours, 5.3% (n = 9) answered 21 to 30 hours, and 5.3% (n = 9) answered more than 

30 hours per week. Also, seven participants (4.1%) responded they are following 

Walmart’s actual Facebook page.  

Manipulation Check 

To check participants’ proper perception of utilitarian- and hedonic-oriented 

messages and the level of interactivity, an Independent Sample T-test was conducted. 

The results indicated that participants who saw utilitarian-oriented messages (M = 4.95, 

SD = 1.29) had a significantly higher level of perceived utilitarian value than participants 

who saw hedonic-oriented messages (M = 4.27, SD = 1.38), t (169) = 3.30, p < .01.  

Likewise, participants who viewed hedonic-oriented messages (M = 4.74, SD = 1.26) 
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reported a significantly higher level of perceived hedonic value than participants viewing 

the utilitarian-oriented messages (M = 4.29, SD = 1.26), t (169) = -2.16, p < .05. 

Therefore, the manipulation of message type (utilitarian- vs. hedonic-oriented) was 

successful. 

The results of the interactivity manipulation check also showed that the level of 

interactivity (low vs. high) was also successfully manipulated. The high level of 

interactivity (M = 4.86, SD = 1.14) was rated higher than the low level of interactivity (M 

= 3.42, SD = 1.25), t (169) = -7.88, p < .001. Thus, manipulations of the stimulus were 

confirmed successfully (Table 4-2).  

Random Assignment 

For a proper experiment setting, participants were divided into two groups based 

on their level of enduring involvement with a company (low vs. high), and then they 

were randomly assigned to one of four different Facebook page (i.e., utilitarian-oriented 

messages with low interactivity, utilitarian-oriented messages with high interactivity, 

hedonic-oriented messages with low interactivity, and hedonic-oriented messages with 

high interactivity). Thus, for the accurate random assignment, there should be no 

difference among participants’ enduring involvement in each Facebook page. One-way 

Analysis of Variance (ANOVA) was performed with four types of Facebook page as the 

independent variable and participants’ enduring involvement with a company as the 

dependent variable to test whether the random assignment is successful. The results 

indicated that the effect of Facebook page type was not significant on participants’ 

enduring involvement with a company, F (3, 167) = .91, p = .44. This study also 

measured individuals’ attitude toward Facebook itself. Consistent with the level of 

enduring involvement with a company, for the successful random assignment, there 
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should be no difference in terms of participants’ attitude toward Facebook itself within 

each experimental group. Thus, ANOVA analysis was performed again with Facebook 

page type as the independent variable and attitude toward Facebook itself as the 

dependent variable. The results showed that different types of Facebook page had no 

significant effect on attitude toward Facebook itself, F (3, 167) = 2.25, p =.09. Thus, 

random assignment was successful.   

Testing Hypotheses and Research Questions 

Hypothesis 1 predicted that the utilitarian-oriented message increases individuals’ 

perceived usefulness more than hedonic-oriented message. To examine this, an 

Independent Sample T-test was performed. The results showed that participants who 

viewed the utilitarian-oriented messages (M = 4.07, SD = 1.20) had a higher level of 

perceived usefulness toward the Facebook page than those who viewed the hedonic-

oriented messages (M = 3.55, SD = 1.13), t (169) = 2.93, p < .01. Thus, Hypothesis 1 

was supported.   

Hypothesis 2 proposed that hedonic-oriented messages increase perceived 

enjoyment more than utilitarian-oriented messages. The results indicated that 

participants who viewed hedonic-oriented messages (M = 4.41, SD = 1.47) had a higher 

level of perceived enjoyment toward the Facebook page than those who saw utilitarian-

oriented messages (M = 3.93, SD = 1.29), t (169) = -2.25, p < .05. Therefore, 

Hypothesis 2 was also supported.  

Hypothesis 3 asserted that each determinant (i.e., perceived usefulness, 

perceived enjoyment, and perceived interactivity) has an influence on situational 

involvement with a company’s Facebook page. To examine this, multiple regression 

analysis was performed with three determinants as the independent variables and 
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situational involvement with a company’s Facebook page as the dependent variable. 

The results revealed that all three predictors, perceived usefulness (β = .37, p < .001), 

perceived enjoyment (β = .20, p < .01) and perceived interactivity (β = .21, p < .01), 

affect individuals’ situational involvement with a company’s Facebook page. Also, these 

predictors explained 39% of the variance in involvement with a company’s Facebook 

page. In this regard, Hypotheses 3a, 3b, and 3c were supported.  

Hypothesis 4 proposed that there is a two-way interaction effect between the 

level of enduring involvement with a company and the type of message. More 

specifically, hypothesis 4-1 anticipated under high enduring involvement with a 

company, the effect of utilitarian-oriented messages is greater than hedonic-oriented 

messages on (a) situational involvement with a company’s Facebook page, (b) 

satisfaction of interaction, (c) attitude toward a company’s Facebook page, (d) intention 

to subscribe to the Facebook page, (e) intention to learn more about the company, (f) 

intention to recommend use of the company, and (g) intention to promote the company 

to Facebook friends. In contrast, hypothesis 4-2 predicted under low enduring 

involvement with a company, the effect of hedonic-oriented messages is greater than 

utilitarian-oriented messages on (a) situational involvement with a company’s Facebook 

page, (b) satisfaction of interaction, (c) attitude toward a company’s Facebook page, (d) 

intention to subscribe to the Facebook page, (e) intention to learn more about the 

company, (f) intention to recommend use of the company, and (g) intention to promote 

the company to Facebook friends. Since participants’ attitude toward Facebook itself 

may affect the result, attitude toward Facebook itself was included as a covariate in this 

study. In this sense, a 2 (enduring involvement level: low vs. high) × 2 (message type: 
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utilitarian vs. hedonic) between-subjects Multivariate Analysis of Covariance 

(MANCOVA) was conducted.  

For Hypothesis 4a, the results revealed that in terms of the situational 

involvement with a company’s Facebook page, there was a significant two-way 

interaction between the level of enduring involvement (low vs. high) and message type 

(utilitarian vs. hedonic), F (1, 166) = 19.50, p < .001. There was also a significant main 

effect of involvement level, F (1, 166) = 5.55, p < .05, but no significant main effect of 

message type, F (1, 166) = 2.18, p = .14. Attitude toward Facebook itself did not also 

significantly affect involvement with a company’s Facebook page, F (1, 166) = 2.03, p 

= .16 (Figure 4-1). More specifically, this interaction effect showed that participants who 

have a high level of enduring involvement with a company responded more favorably to 

situational involvement with a company’s Facebook page when they viewed the 

utilitarian-oriented messages (M = 4.12, SD = 1.38) than the hedonic-oriented 

messages (M = 3.00, SD = 1.34), F (1, 166) = 17.13, p < .001. Under low enduring 

involvement with a company, subjects who saw hedonic-oriented messages (M = 3.39, 

SD = 1.20) had a higher situational involvement with a company’s Facebook page than 

utilitarian-oriented messages (M = 2.84, SD = .90), F (1, 166) = 4.22, p < .05. Thus, 

Hypothesis 4a-1, and 4a-2 were supported. 

Hypotheses 4b predicted a two-way interaction effect between the message type 

and the level of enduring involvement with a company’s Facebook page on satisfaction 

of interaction. The results showed that a significant two-way interaction between the 

level of enduring involvement (low vs. high) and message type (utilitarian vs. hedonic) 

existed on satisfaction of interaction, F (1, 166) = 4.39, p < .05, accompanied by no 



 

74 

significant main effect of involvement level, F (1, 166) = 3.36, p = .07, but no significant 

main effect of message type, F (1, 166) = 1.39, p = .24. For this two-way interaction, the 

covariate (attitude toward Facebook itself) significantly affected satisfaction of 

interaction, F (1, 166) = 4.20, p < .05 (Figure 4-2). As Hypothesis 4b-1 predicted, in high 

enduring involvement with a company, participants viewing utilitarian messages (M = 

4.61, SD = 1.06) had a higher level of satisfaction of interaction with the company than 

those who saw hedonic messages (M = 4.10, SD = 1.30), F (1, 166) = 5.30, p < .05. 

However, under low enduring involvement with a company, there was no significant 

difference of satisfaction of interaction between participants who saw hedonic-oriented 

messages (M = 4.12, SD = .97) and those who saw utilitarian-oriented messages (M = 

3.97, SD = .88), F (1, 166) = .40, p =.53. Thus, Hypothesis 4b-1 was supported, but 4b-

2 was not supported. 

Hypothesis 4c also anticipated a two-way interaction between the message type 

(utilitarian vs. hedonic) and the level of enduring involvement (low vs. high) on the 

attitude toward a company’s Facebook page. The results indicated that there was a 

significant two-way interaction, F (1, 166) = 5.16, p < .05, but no significant main effects 

of both enduring involvement with a company, F (1, 166) = .13, p = .72, and message 

type, F (1, 166) = .01, p = .91. The covariate (attitude toward Facebook itself) 

significantly influenced attitude toward a company’s Facebook page, F (1, 166) = 6.25, p 

< .05 (Figure 4-3). Although the results showed two-way interaction existed, a simple 

effects test revealed that participants who have high enduring involvement with a 

company reported similar levels of attitude toward a company’s Facebook with both 

utilitarian-oriented (M = 4.46, SD = 1.44) and hedonic-oriented messages (M = 4.00, SD 
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= 1.43), F (1, 166) = 2.80, p = .10. Likewise, participants who reported low level of 

enduring involvement with a company had no significantly different attitude toward a 

company’s Facebook page between hedonic-oriented (M = 4.37, SD = 1.18) and 

utilitarian-oriented messages (M = 3.96, SD = .94), F (1, 166) = 2.29, p =.13. In this 

sense, Hypotheses 4c-1 and 4c-2 were not supported. 

Hypothesis 4d proposed two-way interaction between the message type and the 

enduring involvement level on intention to subscribe to the Facebook page. The results 

indicated that there was a significant two-way interaction between the type of message 

(utilitarian vs. hedonic) and the level of enduring involvement with a company, F (1, 166) 

= 13.74, p < .001 with a significant main effect of enduring involvement with a company, 

F (1, 166) = 4.20, p < .05, but no main effect of message type, F (1, 166) = 1.14, p = .29. 

Attitude toward Facebook itself did not significantly influence intention to subscribe to 

the Facebook page, F (1, 166) = .89, p = .35 (Figure 4-4). More specifically, as 

Hypothesis 4d predicted, respondents with a high level of enduring involvement with a 

company had greater intention to subscribe to the Facebook page when they accessed 

utilitarian-oriented messages (M = 2.70, SD = 1.37) than hedonic-oriented messages (M 

= 1.90, SD = .96), F (1, 166) = 11.23, p < .01. Meanwhile, respondents in low enduring 

involvement with a company reported no significant difference of intention to subscribe 

to the Facebook page between hedonic-oriented (M = 2.17, SD = 1.18) and utilitarian-

oriented messages (M = 1.73, SD = .81), F (1, 166) = 3.41, p = .07. Thus, Hypothesis 

4d-1 was supported, but 4d-2 was not supported. 

Hypothesis 4e predicted two-way interaction between the type of message 

(utilitarian vs. hedonic) and enduring involvement level (low vs. high) on intention to 
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learn more about the company. However, the results showed that there was no 

significant two-way interaction F (1, 166) = 1.85, p = .18, but significant main effects of 

both the level of enduring involvement with a company, F (1, 166) = 7.83, p < .01, and 

the type of message, F (1, 166) = 4.17, p < .05. The covariate (attitude toward 

Facebook itself) did not significantly affect intention to learn more about the company, F 

(1, 166) = .89, p = .35. Since it is inappropriate to perform simple effects test in the 

absence of a significant interaction (Iacobucci, Tybout, Sternthal, Kepper, Verducci & 

Meyers-Levy, 2001; Keppel, 1991), this study did not conduct simple effects test. 

Instead, post-hoc test was performed for testing hypotheses. Because this study 

adopted adjusted means (or estimated marginal means) for post-hoc test due to the 

effect of the covariate, Bonferroni’s method was used. Participants were divided into 

four groups depending on the message type and the level of enduring involvement with 

a company (i.e., group 1: low involvement and utilitarian-oriented messages, group 2: 

low involvement and hedonic-oriented messages, group3: high involvement and 

utilitarian-oriented messages, and group 4: high involvement and hedonic-oriented 

messages). The results revealed that there was a significant differences among these 

four groups, F (3, 166) = 4.79, p < .01. More specifically, however, the results only 

found that participants under low enduring involvement and utilitarian-oriented 

messages (M = 2.80, SD = 1.13) had greater intention to learn more about the company 

than those under high enduring involvement and utilitarian-oriented messages (M = 3.62, 

SD = 1.30), p < .05, and subjects under low enduring involvement and hedonic-oriented 

messages (M = 2.66, SD = 1.40) reported greater intention to learn more about the 

company than those under high enduring involvement and utilitarian-oriented messages 
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(M = 3.62, SD = 1.30), p < .01. Participants under high enduring involvement and 

utilitarian-oriented messages condition (M = 3.62, SD = 1.30) had no significant 

difference from those under high enduring involvement and hedonic-oriented messages 

condition (M = 2.95, SD = 1.26) in terms of intention to learn more about the company, p 

= .11. Likewise, there was no significant difference between participants under low 

enduring involvement and hedonic-oriented messages (M = 2.66, SD = 1.40) and those 

under low enduring involvement and utilitarian-oriented messages (M = 2.80, SD = 

1.13), p = 1.00. Therefore, Hypothesis 4e-1 and 4e-2 were not supported. 

Hypothesis 4f also anticipated a two-way interaction effect on intention to 

recommend use of the company. The results revealed significant main effect of the level 

of enduring involvement with a company, F (1, 166) = 18.80, p < .001, but no main 

effect of message type, F (1, 166) = .63, p = .43. No significant two-way interaction 

between the level of enduring involvement with a company (low vs. high) and the type of 

message (utilitarian vs. hedonic) also existed for the intention to recommend use of the 

company, F (1, 166) = 2.72, p = .10. The covariate (attitude toward Facebook itself) did 

not have a significant influence on intention to recommend use of the company, F (1, 

166) = 1.09, p = .30.  Consistent with hypothesis 4e, simple effects test was not 

appropriate because of insignificant interaction. Thus, post-hoc test with Bonferroni was 

performed to test hypotheses 4f-1 and 4f-2. The result of Bonferroni post-hoc test also 

showed that significant differences existed among four groups, F (3, 166) = 7.45, p 

< .001. To be specific, participants under low enduring involvement and utilitarian-

oriented messages condition (M = 2.43, SD = 1.10) reported greater intention to 

recommend use of the company than those under high enduring involvement and 
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utilitarian-oriented messages (M = 3.63, SD = 1.41), p < .001. Also, respondents under 

low enduring involvement and hedonic-oriented messages (M = 2.60, SD = 1.30) had 

higher intention to recommend use of the company than those under high enduring 

involvement and utilitarian-oriented messages (M =3.63, SD = 1.41), p < .01. However, 

subjects who accessed utilitarian-oriented messages under high enduring involvement 

condition (M = 3.63, SD = 1.41) had a similar level of intention to recommend use of the 

company with those who accessed hedonic-oriented messages under high enduring 

involvement condition (M = 3.13, SD = 1.39), p = .53. Likewise, under low enduring 

involvement with a company, there was no significant difference of intention to 

recommend use of the company between both hedonic-oriented messages (M = 2.60, 

SD = 1.30) and utilitarian-oriented messages (M = 2.43, SD = 1.10), p =1.00. Thus, 

Hypotheses 4f-1 and 4f-2 were not supported. 

Hypothesis 4g also proposed a two-way interaction effect on intention to promote 

the company to Facebook friends. As predicted, the results indicated that there was a 

significant two-way interaction between enduring involvement level (low vs. high) and 

message type (utilitarian vs. hedonic), F (1, 166) = 10.93, p < .01, accompanied by a 

significant main effect of enduring involvement level, F (1, 166) = 4.47, p < .05, no 

significant main effect of message type, F (1, 166) = 3.45, p = .07 (Figure 4-5). The 

covariate (attitude toward Facebook itself) did not significantly affect intention to 

promote the company to Facebook friends, F (1, 166) = 1.26, p = .26. To be specific, as 

Hypothesis 4g-1 proposed, under high enduring involvement with a company, intention 

to promote the company to Facebook friends was higher for utilitarian-oriented 

messages (M = 2.85, SD = 1.56) than for hedonic-oriented messages (M = 1.88, SD = 
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1.02), F (1, 166) = 13.19, p < .001. Thus, hypothesis 4g-1 was supported. In contrast, 

no significant difference between hedonic-oriented (M = 2.10, SD = 1.19) and utilitarian-

oriented messages (M = 1.83, SD = 1.06) existed for the intention to promote the 

company to Facebook friends under low enduring involvement with a company, F (1, 

166) = 1.00, p = .32. In this regard, hypothesis 4g-2 was not supported.  

Hypothesis 5 proposed that under low enduring involvement with a company, the 

effect of perceived high interactivity is greater than perceived low interactivity on (a) 

situational involvement with a company’s Facebook page, (b) satisfaction of interaction, 

(c) attitude toward a company’s Facebook page, (d) intention to subscribe to the 

Facebook page, (e) intention to learn more about the company, (f) intention to 

recommend use of the company, and (g) intention to promote the company to Facebook 

friends. To test Hypothesis 5, Bonferroni post-hoc test was performed considering the 

effect of the covariate, attitude toward Facebook itself. Before conducting post-hoc test, 

participants were divided into four groups in accordance with the level of interactivity 

and the level of enduring involvement with a company (i.e., group 1: low involvement 

and low interactivity, group 2: low involvement and high interactivity, group 3: high 

involvement and low interactivity, and group 4: high involvement and high interactivity).  

In terms of Hypothesis 5a, the results indicated that there was no significant 

difference among these four groups, F (3, 166) = 2.10, p = .10. More specifically, under 

low enduring involvement with a company, there was no significant difference between 

perceived high interactivity (M = 3.27, SD = 1.21) and low interactivity (M = 3.01, SD = 

1.00) regarding individuals’ situational involvement with a company’s Facebook page, p 

= 1.00. Thus, Hypothesis 5a was not supported. 
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Regarding satisfaction of interaction, there was a significant difference among 

the groups, F (3, 166) = 3.10, p < .05. Hypothesis 5b predicted that in low enduring 

involvement with a company, perceived high interactivity would have a greater influence 

on satisfaction of interaction. The results revealed that under low enduring involvement 

with a company, subjects in a high interactivity condition (M = 4.30, SD = .96) had a 

similar level of satisfaction of interaction than those in a low interactivity condition (M = 

3.81, SD = .86), p = .22. In this regard, Hypothesis 5b was not supported. 

In terms of attitude toward a company’s Facebook page, the results indicated 

that no significant difference existed among the groups, F (3, 166) = .62, p = .60. The 

results also showed that under low enduring involvement with a company, no significant 

difference between perceived high interactivity (M = 4.36, SD = 1.21) and low 

interactivity (M = 4.01, SD = 1.00) existed on attitude toward a company’s Facebook 

page, p = 1.00. Thus, Hypothesis 5c was not supported. 

For intention to subscribe to the Facebook page, there was no significant 

difference among the groups, F (3, 166) = 2.36, p = .07. Hypothesis 5d anticipated that 

the effect of perceived high interactivity is greater on the intention to subscribe to the 

Facebook page than perceived low interactivity under low enduring involvement with a 

company. However, the results showed that in low enduring involvement with a 

company, participants under a high interactivity condition (M = 2.10, SD = 1.12) 

reported a similar level of intention to subscribe the Facebook page as those under a 

low interactivity condition (M = 1.83, SD = 1.00), p = 1.00. In this regard, Hypothesis 5d 

was also not supported. 
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Regarding intention to learn more about the company, the results indicated that a 

significant difference existed on intention to learn more about the company, F (3, 166) = 

2.76, p < .05. Hypothesis 5e proposed that perceived high interactivity has a greater 

influence on intention to learn more about the company than perceived low interactivity 

in low enduring involvement with a company. However, the results revealed that under 

low enduring involvement with a company, participants in a high interactivity condition 

(M = 2.77, SD = 1.25) had no significantly different level of intention to learn more about 

the company from participants in a low interactivity condition (M = 2.69, SD = 1.31), p = 

1.00. In this sense, Hypothesis 5e was not supported. 

In terms of intention to recommend use of the company, there was a significant 

difference among the groups, F (3, 166) = 6.52, p < .001. Hypothesis 5f predicted that 

for people who have low enduring involvement with a company, the effect of perceived 

high interactivity is greater on their intention to recommend use of the company than 

perceived low interactivity. However, the results showed that in low enduring 

involvement with a company, participants under a high interactivity condition (M = 2.63, 

SD = 1.12) reported a similar level of intention to recommend use of the company with 

those under a low interactivity condition (M = 2.41, SD = 1.00), p = 1.00. Thus, 

Hypothesis 5f was not supported. Even though this study did not find the effect of high 

interactivity under high enduring involvement condition on intention to recommend use 

of the company, the results showed that participants who accessed high interactivity 

under low enduring involvement condition had greater intention to recommend use of 

the company than those who accessed low interactivity under low enduring involvement 

condition, p < .05, and also high enduring involvement condition, p < .05. 
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Regarding intention to promote the company to Facebook friends, the results 

revealed that no significant difference existed on intention to promote the company to 

Facebook friends, F (3, 166) = 2.07, p = .11. Hypothesis 5g proposed that in low 

enduring involvement with a company, perceived high interactivity has more influence 

on the intention to promote the company to Facebook friends than perceived low 

interactivity. The results indicated that for respondents who have low enduring 

involvement with a company, intention to promote the company to Facebook friends 

was higher when they accessed high interactivity (M = 2.08, SD = 1.27) than low 

interactivity (M = 1.88, SD = .99), p = 1.00. Thus, Hypothesis 5g was not supported. 

Research question 1 was intended to determine the role of interactivity in the 

formation of (a) involvement with a company’s Facebook page, (b) satisfaction of 

interaction), (c) attitude toward a company’s Facebook page, (d) intention to subscribe 

to the Facebook page, (e) intention to learn more about the company, (f) intention to 

recommend use of the company, and (g) intention to promote the company to Facebook 

friends under high involvement with a company. The test of research question 1 was 

conducted with Hypothesis 5 through Bonferroni post-hoc test by dividing samples into 

four groups depending on the level of enduring involvement with a company and the 

level of interactivity.  

In terms of research question 1a, the results showed that under high involvement 

with a company, there was no significant difference between perceived high interactivity 

(M = 3.48, SD = 1.49) and low interactivity (M = 3.66, SD = 1.43) on individuals’ 

situational involvement with a company’s Facebook page, p = 1.00.  
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Research question 1b examined the role of high interactivity in the formation of 

satisfaction of interaction under high enduring involvement with a company. The results 

showed that under high enduring involvement, participants who accessed high 

interactivity (M = 4.49, SD = 1.13) had a similar level of satisfaction of interaction to 

those who accessed low interactivity (M = 4.23, SD = 1.25), p = 1.00. Thus, there was 

no effect of interactivity level on satisfaction of interaction under a low enduring 

involvement condition. Even though this study did not find the effect of high interactivity 

under high enduring involvement with a company, however, the results indicated that 

participants under high enduring involvement and high interactivity condition had a 

higher level of satisfaction of interaction than those under low enduring involvement and 

low interactivity condition, p < .05.   

Research question 1c investigated the effect of high interactivity on the formation 

of attitude toward a company’s Facebook page under high enduring involvement with a 

company. The results revealed that no significant difference between high interactivity 

(M = 4.27, SD = 1.38) and low interactivity (M = 4.21, SD = 1.25) existed on attitude 

toward a company’s Facebook page under high enduring involvement with a company, 

p = 1.00.  

Research question 1d was designed to determine the effect of high interactivity 

on users’ intention to subscribe to the Facebook page in high enduring involvement with 

a company. The results indicated that for respondents who had high enduring 

involvement with a company, intention to subscribe to the Facebook page was similar 

under both high interactivity (M = 2.13, SD = 1.24) and low interactivity condition (M = 

2.49, SD = 1.24), p = .93. Thus, no significant effect of high interactivity under high 



 

84 

enduring involvement with a company existed on intention to subscribe to the Facebook 

page.  

Research question 1e examined the role of high interactivity in users’ intention to 

learn more about the company under high enduring involvement with a company. The 

results showed that in high enduring involvement with a company, participants under a 

high interactivity condition (M = 3.25, SD = 1.35) had no significant difference of 

intention to learn more about the company than those under a low interactivity condition 

(M = 3.33, SD = 1.29), p = 1.00. In this sense, under high enduring involvement with a 

company, the effect of different interactivity is not significant on intention to learn more 

about the company. 

Research question 1f investigated the effect of high interactivity on intention to 

recommend use of the company in high enduring involvement with a company. The 

results showed that under high enduring involvement with a company, those who 

accessed high interactivity (M = 3.31, SD = 1.47) had a similar level of intention to 

recommend use of the company to those who accessed low interactivity (M = 3.46, SD 

= 1.37), p = 1.00. Thus, there was no significant effect of high level of interactivity on 

intention to learn more about the company under high enduring involvement with a 

company. However, the results revealed that participants under high enduring 

involvement and high interactivity condition had greater intention to recommend use of 

the company than those under low enduring involvement and low interactivity, p < .05.  

Research question 1g proposed to examine the role of high interactivity in users’ 

intention to promote the company to Facebook friends in high enduring involvement with 

a company. The results revealed that for respondents who had high enduring 
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involvement with a company, no significant difference between high interactivity (M = 

2.22, SD = 1.53) and low interactivity (M = 2.54, SD = 1.27) existed on intention to 

promote the company to Facebook friends, p = 1.00.  

As follow-up analyses, two-way interaction effects between the level of enduring 

involvement with a company (low vs. high) and the level of interactivity (low vs. high) 

were examined through two-way MANCOVA analyses. The results revealed that there 

was no significant two-way interaction effect on situational involvement with a 

company’s Facebook page, F (1, 166) = 1.24, p = .27, with a significant main effect of 

the level of enduring involvement with a company, F (1, 166) = 4.84, p < .05, but no 

significant main effect of the type of interactivity, F (1, 166) = .05, p = .83. The covariate, 

attitude toward Facebook itself, did not significantly affect situational involvement with a 

company’s Facebook page, F (1, 166) = 1.57, p = .21. 

In terms of satisfaction of interaction, no significant two-way interaction effect 

existed, F (1, 166) = 1.24, p = .27, accompanied by no significant main effect of the 

level of enduring involvement with a company, F (1, 166) = 3.46, p = .07, and a 

significant main effect of the type of interactivity, F (1, 166) = 5.30, p < .05. Attitude 

toward Facebook itself had no significant influence on satisfaction of interaction, F (1, 

166) = 3.48, p = .06. 

For attitude toward a company’s Facebook page, there was no significant two-

way interaction effect, F (1, 166) = .56, p = .45. The main effect of enduring involvement 

level did not exist, F (1, 166) = .09, p = .76, as well as interactivity type, F (1, 166) = 

1.18, p = .28. Attitude toward Facebook itself, the covariate, had a significant impact on 

attitude toward a company’s Facebook page, F (1, 166) = 6.38, p < .05. 
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Regarding intention to subscribe to the Facebook page, there was no significant 

two-way interaction effect, F (1, 166) = 3.08, p = .08, with no significant main effect of 

the level of enduring involvement with a company, F (1, 166) = 3.68, p = .06, and no the 

type of interactivity, F (1, 166) = .07, p = .79. The covariate (attitude toward Facebook 

itself) did not significantly affect intention to subscribe to the Facebook page, F (1, 166) 

= 1.03, p = .31. 

 In terms of intention to learn more about the company, the results revealed that 

no significant interaction between the level of enduring involvement with a company and 

the level of interactivity, F (1, 166) = .16, p = .69, accompanied by a significant main 

effect of the level of enduring involvement with a company, F (1, 166) = 8.02, p < .01, 

but no significant main effect of the type of interactivity, F (1, 166) = .00, p = .99. 

Attitude toward Facebook itself did not have a significant influence on intention to learn 

more about the company, F (1, 166) = .39, p = .53. 

 The results also indicated that no significant interaction effect existed on intention 

to recommend use of the company, F (1, 166) = .80, p = .37. There was a significant 

main effect of the level of enduring involvement with a company, F (1, 166) = 18.46, p 

< .001, but no significant main effect of the type of interactivity, F (1, 166) = .03, p = .87. 

Attitude toward Facebook itself, the covariate in this study, did not have a significant 

influence on intention to recommend use of the company, F (1, 166) = 1.07, p = .30. 

For intention to promote the company to Facebook friends, there was no 

significant interaction effect between the level of enduring involvement with a company 

and the level of interactivity, F (1, 166) = 1.74, p = .19, accompanied by a significant 

main effect of the level of enduring involvement with a company, F (1, 166) = 4.18, p 
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< .05, but no significant main effect of the type of interactivity, F (1, 166) = .09, p = .76. 

Attitude toward Facebook itself had no significant effect on intention to promote the 

company to Facebook friends, F (1, 166) = .96, p = .33. 

Research question 2 examined whether there is a three-way interaction effect 

among the level of involvement, level of interactivity, and type of message. Three-way 

MANCOVA analysis with attitude toward Facebook itself as the covariate was 

performed to examine the relationship among involvement level (low vs. high), 

interactivity level (low vs. high), and message type (utilitarian vs. hedonic). The results 

showed that there was no significant three-way interaction among these variables on 

individuals’ situational involvement with a company’s Facebook page, F (1, 162) = 1.61, 

p = .21, with no effect of the covariate, attitude toward Facebook itself, F (1, 162) = 2.54, 

p = .11. Likewise, there was also no significant three-way interaction effect among those 

variables on other dependent variables. To be specific, no three-way interaction existed 

on satisfaction of interaction, F (1, 162) = .44, p = .51, with the significant effect of 

covariate, F (1, 162) = 4.82, p < .05, on attitude toward a company’s Facebook page, F 

(1, 162) = .55, p = .46, with the significant effect of covariate, F (1, 162) = 6.63, p < .05, 

on intention to subscribe to the Facebook page, F (1, 162) = 2.85, p = .09, with no effect 

of the covariate, F (1, 162) = 1.56, p = .21, on intention to learn more about the 

company, F (1, 162) = .08, p = .78, with no effect of covariate, F (1, 162) = .99, p = .32, 

on intention to recommend use of the company, F (1, 162) = .70, p = .41, with no effect 

of the covariate, F (1, 162) = 1.45, p = .23, and on intention to promote the company to 

Facebook friends, F (1, 162) = 1.50, p = .22, with no effect of the covariate, F (1, 162) = 

1.93, p = .17. 
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Hypotheses 6 to 8 proposed the effect of each variable on another variable. 

Hypothesis 6 anticipated the effect of situational involvement with a company’s 

Facebook page on satisfaction of interaction, and Hypothesis 7 predicted that 

satisfaction of interaction affects attitude toward a company’s Facebook page. For 

Hypothesis 6, the author performed hierarchical multiple regression analyses with 

enduring involvement with a company as the independent variable in model 1, 

perceived usefulness, perceived enjoyment, and perceived interactivity added as the 

independent variables in model 2, situational involvement with a company’s Facebook 

page added as the independent variables in model 3, and satisfaction of interaction as 

the dependent variable. For Hypothesis 7, hierarchical multiple regression was also 

performed. Satisfaction of interaction was added as the independent variables and 

attitude toward a company’s Facebook page was included as the dependent variable. 

The results showed that involvement with a company’s Facebook page significantly 

affects satisfaction of interaction, β = .33, p < .001, and satisfaction of interaction has a 

significant impact on attitude toward a company’s Facebook page, β = .49, p < .001. 

Thus, Hypotheses 6 and 7 were supported.  

Hypothesis 8 predicted attitude toward a company’s Facebook page has a 

positive influence on (a) intention to subscribe to the Facebook page, (b) intention to 

learn more about the company, (c) intention to recommend use of the company, and (d) 

intention to promote the company to Facebook friends. To test the full model of this 

study, hierarchical multiple regression analyses were performed. Because the current 

study has four dependent variables regarding intention (i.e., intention to subscribe to the 

Facebook page, intention to learn more about the company, intention to recommend 
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use of the company, and intention to promote the company to Facebook friends), the 

author repeated the analyses four times for the full model. In the first hierarchical 

multiple regression, intention to subscribe to the Facebook page was considered as a 

dependent variable, and all other variables were regarded as independent variables. 

Likewise, the other three analyses have the same independent variables but different 

dependent variables: intention to learn more about the company, intention to 

recommend use of the company, and intention to promote the company to Facebook 

friends.  

In the first step of hierarchical multiple regression, the author entered only 

enduring involvement with a company as the independent variable (model 1). In the 

second step, all three determinants (perceived usefulness, perceived enjoyment, and 

perceived interactivity) were added with enduring involvement with a company as the 

independent variables (model 2). In the third step, situational involvement with a 

company’s Facebook page was added as the independent variable (model 3), and in 

the fourth step, satisfaction of interaction was entered with aforementioned independent 

variables (model 4). Finally, in the fifth step, attitude toward a company’s Facebook 

page was entered with all other independent variables (model 5)1. The results indicated 

that attitude toward a company’s Facebook page has a positive influence on intention to 

subscribe to the Facebook page, β = .26, p < .05, intention to learn more about the 

company, β = .23, p < .05, and intention to recommend use of the company, β = .21, p 

                                            
1
 Multicollinearity refers to detected high correlation between two or more variables in regression analysis 

that causes problems to investigate a successful model. SPSS provides tolerance values and VIF to 
examine multicollinearity. When the tolerance value of a variable is less than 0.01, the variable can be 
excluded due to multicollinearity (Brace & Snelgar, 2000).  VIF is an alternative method to investigate 
multicollinearity. Because it is the reciprocal of tolerance, a high value of VIF, particularly more than 10, 
indicates a strong correlation among variables (Brace & Snelgar, 2000). In this study, the lowest value of 
tolerance in each variable was .30; thus, multicollinearity was not detected.  
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< .05, but it has no significant influence on intention to promote the company to 

Facebook friends, β = .06, p < .57. In this regard, Hypothesis 8a, 8b and 8c were 

supported, but 8d was not supported.  

In the fifth model of this study, not only attitude toward a company’s Facebook 

page but also individuals’ enduring involvement with a company (β = .17, p < .01) and 

situational involvement with a company’s Facebook page (β = .41, p < .001) affected 

intention to subscribe to the Facebook page. Individuals’ enduring involvement with a 

company (β = .17, p < .01) and situational involvement with a company’s Facebook 

page (β = .42, p < .001) also influenced their intention to learn more about the company. 

Moreover, both enduring involvement with a company (β = .29, p < .001) and situational 

involvement with a company’s Facebook page (β = .24, p < .01) had an influence on 

intention to recommend use of the company. Even though attitude toward a company’s 

Facebook page did not affect intention to promote the company to Facebook friends, 

enduring involvement with a company (β = .14, p < .05) and situational involvement with 

a company’s Facebook page (β = .49, p < .001) were also predictors of affecting 

individuals’ intention to promote the company to Facebook friends.  

In this sense, in terms of intention to subscribe to the Facebook page, the 

proposed model 1 explained 10%, model 2 explained 28%, model 3 explained 42%, 

model 4 explained 42%, and model 5 explained 43% of variance in intention to 

subscribe to the Facebook page (Table 4-10). There were no significant changes from 

the model 3 to the model 5, and thus, the model 3 was adopted as a proper model to 

examine the effect of independent variables on intention to subscribe to the Facebook 

page. Regarding intention to learn more about the company, the model 1 explained 
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10%, the model 2 explained 26%, the model 3 explained 44%, the model 4 explained 

47%, and the model 5 explained 48% of variance in intention to learn more about the 

company (Table 4-11). For intention to recommend use of the company, the model 1 

explained 18%, the model 2 explained 33%, the model 3 explained 41%, the model 4 

explained 44%, and the model 5 explained 45% of variance in intention to recommend 

use of the company (Table 4-12). Even though R square values were escalated from 

the model 3 to the model 5, the values were marginally increased (e.g., 0.44 to 0.48 for 

intention to intention to learn more about the company and 0.41 to 0.45 for intention to 

recommend use of the company). Thus, the model 3 was adopted to investigate the 

final model of this study in terms of intention to learn more about the company and 

intention to recommend use of the company. Also, in terms of intention to promote the 

company to Facebook friends, the model 1 explained 7%, the model 2 explained 18%, 

the model 3, the model 4, and the model 5 explained 34% of variance in intention to 

promote the company to Facebook friends. The results indicated that there were not 

any significant changes among the model 3, 4, and 5. Thus, the model 3 was adopted 

to explain the variables that affect intention to promote the company to Facebook 

friends. Table 4-13 showed the result of hierarchical regression for intention to promote 

the company to Facebook friends. 
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Table 4-1. Description of participants (N = 171) 

Variables Description Frequency Percent 

Gender Female 126 73.7 

 Male 45 26.3 

Age 18 – 25 155 90.6 

 25 < 16 9.4 

Ethnicity Caucasian (White) 102 59.6 

 Hispanic 28 16.4 

 Asian 20 11.7 

 African-American 15  8.8 

 Native-American 2 1.2 

 Others 4  2.3 

 
 
Table 4-2. Manipulation check of message type 

   Mean Std. 
Deviation 

t Sig.  
(p ≤ ) 

Message 
type 

Utilitarian Perceived 
utilitarian 

4.95 1.29 3.30 .032 

 Perceived hedonic 4.27 1.38   

 Hedonic Perceived 
utilitarian 

4.29 1.26 -2.16 .001 

  Perceived hedonic 4.74 1.26   

 
 
Table 4-3. Manipulation check of level of interactivity 

  Mean Std. 
Deviation 

t Sig. 
(p ≤ ) 

Level of Interactivity Low 3.42 1.25 -7.88 .001 

High 4.86 1.14  

 
 
Table 4-4. Effect of message type on perceived usefulness and perceived enjoyment 

 Message  
type 

Mean Std. 
Deviation 

n t Sig. 
(p ≤ ) 

Perceived usefulness Utilitarian 4.07 1.20 84 2.93 .004 

Hedonic 3.55 1.13 87  

Perceived enjoyment Utilitarian 3.93 1.29 84 -2.25 .026 

Hedonic 4.41 1.47 87  
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Table 4-5. Effect of message type with level of enduring involvement on dependent 
variables 

Note. UT = Utilitarian-oriented Messages, HED = Hedonic-oriented Messages 
a. Covariates appearing in the model are evaluated at the following values: Attitude 
toward Facebook itself= 5.23. 
 
  

Dependent Variable Level of 
involvement 

Message 
type 

Mean SD n F Sig. 
(p ≤ ) 

Situational 
Involvement with a 
Company’s Facebook 
Page  

Low UT 2.84a .90 40 4.22 .042 

 HED 3.39a 1.20 46   

High UT 4.11a 1.38 44 17.13 .001 

 HED 3.00a 1.34 41   

Satisfaction of 
Interaction 

Low UT 4.00a .88 40 .40 .528 

 HED 4.12a .97 46   

High UT 4.61a 1.06 44 5.30 .023 

 HED 4.08a 1.30 41   

Attitude toward a 
Company’s Facebook 
Page 

Low UT 3.96a .94 40 2.29 .132 

 HED 4.37a 1.18 46   

High UT 4.46a 1.44 44 2.80 .096 

 HED 4.01a 1.43 41   

Intention to Subscribe 
to the Facebook page 

Low UT 1.73a .81 40 3.41 .067 

 HED 2.17a 1.18 46   

High UT 2.70a 1.37 44 11.23 .001 

 HED 1.89a .96 41   

Intention to Promote 
the Company to 
Facebook Friends 

Low UT 1.83a 1.06 40 1.00 .319 

 HED 2.10a 1.19 46   

High UT 2.85a 1.56 44 13.19 .001 

 HED 1.88a 1.02 41   
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Table 4-6. Mean of each group based on the level of involvement and message type for 
intention to learn more about the company and intention to recommend use of 
the company 

Note. UT = Utilitarian-oriented Messages, HED = Hedonic-oriented Messages 
a. Covariates appearing in the model are evaluated at the following values: Attitude 
toward Facebook itself= 5.23. 
 
 
Table 4-7. Multiple comparison of mean difference for intention to learn more about the 

company and intention to recommend use of the company 

Dependent Variable Comparison Mean 
Difference 

Intention to learn more about the 
company 

Low and UT vs. Low and HED .14 

Low and UT vs. High and UT -.82* 

Low and UT vs. High and HED -.14 

Low and HED vs. High and UT -.96* 

Low and HED vs. High and HED -.28 

High and UT vs. High and HED .67 

Intention to recommend use of 
the company 

Low and UT vs. Low and HED -.17 

Low and UT vs. High and UT -1.20* 

Low and UT vs. High and HED -.71 

Low and HED vs. High and UT -1.03* 

Low and HED vs. High and HED -.54 

High and UT vs. High and HED .49 

Note. Low and UT = low enduring involvement with a company and utilitarian-oriented 
messages, Low and HED = low enduring involvement with a company and hedonic-
oriented messages, High and UT = high enduring involvement with a company and 
utilitarian-oriented messages, High and HED = high enduring involvement with a 
company and hedonic-oriented messages. 
*The mean difference is significant at the .05 level using Bonferroni comparison.  

Dependent Variable Level of 
involvement 

Message 
type 

Mean SD n 

Intention to Learn more 
about the Company 

Low UT 2.80a 1.13 40 

 HED 2.66a 1.40 46 

High UT 3.62a 1.30 44 

 HED 2.95a 1.26 41 

Intention to Recommend 
use of the Company 

Low UT 2.43a 1.10 40 

 HED 2.60a 1.30 46 

High UT 3.63a 1.41 44 

 HED 3.13a 1.39 41 
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Table 4-8. Mean of each group based on the level of involvement and level of 
interactivity for dependent variables 

a. Covariates appearing in the model are evaluated at the following values: Attitude 
toward Facebook itself= 5.23. 
  

Dependent Variable Level of 
involvement 

Level of 
interactivity 

Mean SD n 

Situational Involvement 
with a Company’s 
Facebook Page  

Low Low 3.01a 1.00 44 

 High 3.27a 1.21 42 

High Low 3.66a 1.43 44 

 High 3.48a 1.49 41 

Satisfaction of 
Interaction 

Low Low 3.81a .86 44 

 High 4.30a .96 42 

High Low 4.23a 1.25 44 

 High 4.49a 1.13 41 

Attitude toward a 
Company’s Facebook 
Page 

Low Low 4.01a 1.08 44 

 High 4.36a 1.11 42 

High Low 4.21a 1.50 44 

 High 4.27a 1.38 41 

Intention to Subscribe to 
the Facebook page 

Low Low 1.83a 1.00 44 

 High 2.10a 1.12 42 

High Low 2.49a 1.24 44 

 High 2.13a 1.24 41 

Intention to Learn more 
about the Company 

Low Low 2.69a 1.31 44 

 High 2.77a 1.25 42 

High Low 3.33a 1.29 44 

 High 3.25a 1.35 41 

Intention to Recommend 
use of the Company 

Low Low 2.41a 1.19 44 

 High 2.63a 1.24 42 

High Low 3.46a 1.37 44 

 High 3.31a 1.47 41 

Intention to Promote the 
Company to Facebook 
Friends 

Low Low 1.88a .99 44 

 High 2.08a 1.27 42 

High Low 2.54a 1.267 44 

 High 2.22a 1.53 41   
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Table 4-9. Multiple comparison of mean difference for dependent variables 

Dependent Variable Comparison Mean 
Difference 

Situational involvement with a 
company’s Facebook page 

Low and Low vs. Low and High -.27 

Low and Low vs. High and Low -.66 

Low and Low vs. High and High -.48 

Low and High vs. High and Low -.39 

Low and High vs. High and High -.21 

High and Low vs. High and High .18 

Satisfaction of interaction Low and Low vs. Low and High -.48 

Low and Low vs. High and Low -.41 

Low and Low vs. High and High -.67* 

Low and High vs. High and Low .07 

Low and High vs. High and High -.19 

High and Low vs. High and High -.26 

Attitude toward a company’s 
Facebook page 

Low and Low vs. Low and High -.36 

Low and Low vs. High and Low -.21 

Low and Low vs. High and High -.27 

Low and High vs. High and Low .15 

Low and High vs. High and High .09 

High and Low vs. High and High -.06 

Intention to subscribe to the 
Facebook page 

Low and Low vs. Low and High -.27 

Low and Low vs. High and Low -.65 

Low and Low vs. High and High -.29 

Low and High vs. High and Low -.38 

Low and High vs. High and High -.24 

High and Low vs. High and High .36 

Intention to learn more about the 
company 

Low and Low vs. Low and High -.08 

Low and Low vs. High and Low -.65 

Low and Low vs. High and High -.57 

Low and High vs. High and Low -.57 

Low and High vs. High and High -.49 

High and Low vs. High and High .08 

Intention to recommend use of 
the company 

Low and Low vs. Low and High -.22 

Low and Low vs. High and Low -1.05* 

Low and Low vs. High and High -.90* 

Low and High vs. High and Low -.83* 

Low and High vs. High and High -.68 

High and Low vs. High and High .15 
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Table 4-9. Continued 

Dependent Variable Comparison Mean 
Difference 

Intention to promote the company 
to Facebook friends 

Low and Low vs. Low and High -.20 

Low and Low vs. High and Low -.66 

Low and Low vs. High and High -.34 

Low and High vs. High and Low -.46 

Low and High vs. High and High -.14 

High and Low vs. High and High .32 

Note. Low and Low = low involvement and low interactivity, Low and High = low 
involvement and high interactivity, High and Low = high involvement and low 
interactivity, High and High = high involvement and high interactivity. 
*The mean difference is significant at the .05 level using Bonferroni comparison. 
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Table 4-10. Regression analysis for the effect of variables on intention to subscribe to 
the Facebook page 

Model Adjusted 

R2 

F SE β  Sig. 
(p ≤ ) 

Tolerance VIF 

 1 IC .10 19.88 .07 .32 .001 1.00 1.00 
 2 IC .28 17.68 .06 .24 .001 .95 1.05 
  PU   .08 .34 .001 .69 1.45 

PE   .06 .09 .249 .74 1.35 

PI   .06 .11 .117 .83 1.21 

3 IC .42 25.19 .06 .17 .008 .92 1.09 

 PU   .07 .16 .032 .60 1.68 

PE   .06 -.01 .921 .70 1.42 

PI   .06 .01 .849 .78 1.28 

ICFB   .07 .48 .001 .58 1.74 

4 IC .42 21.07 .06 .16 .009 .92 1.09 

 PU   .08 .15 .053 .57 1.75 

PE   .06 -.02 .774 .67 1.50 

PI   .06 -.01 .854 .63 1.58 

ICFB   .07 .46 .001 .49 2.02 

SI   .10 .08 .412 .38 2.62 

5 IC .43 19.66 .06 .17 .006 .92 1.09 

 PU   .08 .11 .148 .55 1.82 

PE   .06 -.04 .568 .66 1.52 

PI   .06 -.02 .751 .63 1.58 

ICFB   .08 .41 .001 .47 2.14 

SI   .11 -.05 .659 .30 3.30 

ACFB   .09 .26 .010 .35 2.88 

Note. IC = Enduring Involvement with a Company, PU = Perceived Usefulness, PE = 
Perceived Enjoyment, PI = Perceived Interactivity, ICFB = Situational Involvement with a 
Company’s Facebook Page, SI = Satisfaction of Interaction, ACFB = Attitude toward a 
Company’s Facebook Page 
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Table 4-11. Regression analysis for the effect of variables on intention to learn more 
about the company 

Model Adjusted 

R2 

F SE β  Sig. 
(p ≤ ) 

Tolerance VIF 

 1 IC .10 20.18 .08 .33 .001 1.00 1.00 
 2 IC .26 15.66 .07 .26 .001 .95 1.05 
  PU   .09 .34 .001 .69 1.45 

PE   .07 -.045 .548 .74 1.35 

PI   .07 .17 .021 .83 1.21 

3 IC .44 27.58 .06 .17 .004 .92 1.09 

 PU   .08 .137 .068 .60 1.68 

PE   .07 -.16 .024 .70 1.42 

PI   .06 .05 .416 .78 1.28 

ICFB   .08 .56 .001 .58 1.74 

4 IC .47 25.79 .06 .16 .006 .92 1.09 

 PU   .08 .09 .225 .57 1.75 

PE   .07 -.21 .003 .67 1.50 

PI   .07 -.04 .555 .63 1.58 

ICFB   .08 .47 .001 .49 2.02 

SI   .11 .28 .002 .38 2.62 

5 IC .48 23.58 .06 .17 .004 .92 1.09 

 PU   .08 .06 .452 .55 1.82 

PE   .06 -.22 .001 .66 1.52 

PI   .07 -.05 .473 .63 1.58 

ICFB   .08 .42 .001 .47 2.14 

SI   .12 .17 .091 .30 3.30 

ACFB   .10 .23 .017 .35 2.88 

Note. IC = Enduring Involvement with a Company, PU = Perceived Usefulness, PE = 
Perceived Enjoyment, PI = Perceived Interactivity, ICFB = Situational Involvement with a 
Company’s Facebook Page, SI = Satisfaction of Interaction, ACFB = Attitude toward a 
Company’s Facebook Page 
 
 
 
 
 
 
 
 
 
 
 



 

100 

Table 4-12. Regression analysis for the effect of variables on intention to recommend 
use of the company 

Model Adjusted 

R2 

F SE β  Sig. Tolerance VIF 

 1 IC .18 37.72 .08 .43 .001 1.00 1.00 
 2 IC .33 21.84 .07 .35 .001 .95 1.05 
  PU   .09 .28 .001 .69 1.45 

PE   .07 .07 .370 .74 1.35 

PI   .07 .17 .016 .83 1.21 

3 IC .41 24.82 .07 .30 .001 .92 1.09 

 PU   .09 .14 .079 .60 1.68 

PE   .07 -.01 .895 .70 1.42 

PI   .07 .09 .187 .78 1.28 

ICFB   .08 .38 .001 .58 1.74 

4 IC .44 23.26 .08 .28 .001 .92 1.09 

 PU   .09 .09 .247 .57 1.75 

PE   .07 -.06 .402 .67 1.50 

PI   .07 -.01 .926 .63 1.58 

ICFB   .09 .29 .001 .49 2.02 

SI   .12 .28 .003 .38 2.62 

5 IC .45 21.23 .07 .29 .001 .92 1.09 

 PU   .09 .06 .476 .55 1.82 

PE   .07 -.08 .274 .66 1.52 

PI   .07 -.02 .833 .63 1.58 

ICFB   .09 .24 .004 .47 2.14 

SI   .13 .17 .094 .30 3.30 

ACFB   .10 .22 .022 .35 2.88 

Note. IC = Enduring Involvement with a Company, PU = Perceived Usefulness, PE = 
Perceived Enjoyment, PI = Perceived Interactivity, ICFB = Situational Involvement with a 
Company’s Facebook Page, SI = Satisfaction of Interaction, ACFB = Attitude toward a 
Company’s Facebook Page 
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Table 4-13. Regression analysis for the effect of variables on intention to promote the 
company to Facebook friends 

Model Adjusted 

R2 

F SE β  Sig. Tolerance VIF 

 1 IC .07 14.35 .08 .28 .001 1.00 1.00 
 2 IC .18 10.12 .07 .23 .002 .95 1.05 
  PU   .09 .32 .001 .69 1.45 

PE   .07 -.09 .245 .74 1.35 

PI   .07 .13 .104 .83 1.21 

3 IC .34 18.85 .07 .15 .025 .92 1.09 

 PU   .09 .12 .131 .60 1.68 

PE   .07 -.20 .008 .70 1.42 

PI   .07 .01 .851 .78 1.28 

ICFB   .08 .54 .001 .58 1.74 

4 IC .34 15.84 .07 .14 .030 .92 1.09 

 PU   .09 .11 .196 .57 1.75 

PE   .07 -.22 .005 .67 1.50 

PI   .07 -.02 .815 .63 1.58 

ICFB   .09 .51 .001 .49 2.02 

SI   .12 .09 .351 .38 2.62 

5 IC .34 13.59 .07 .14 .029 .92 1.09 

 PU   .09 .10 .252 .55 1.82 

PE   .07 -.22 .004 .66 1.52 

PI   .07 -.02 .790 .63 1.58 

ICFB   .09 .49 .001 .47 2.14 

SI   .13 .06 .594 .30 3.30 

ACFB   .11 .070 .517 .35 2.88 

Note. IC = Enduring Involvement with a Company, PU = Perceived Usefulness, PE = 
Perceived Enjoyment, PI = Perceived Interactivity, ICFB = Situational Involvement with a 
Company’s Facebook Page, SI = Satisfaction of Interaction, ACFB = Attitude toward a 
Company’s Facebook Page 
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Table 4-14. Correlation matrix 

 Mean SD PU PE PI ICFB SI ACFB ISCFB ILC IRC IPC 

PU 3.81 1.19 1 .49** .39** .60** .58** .60** .47** .44** .44** .37** 

PE 4.18 1.40 49** 1 .32** .46** .52** .51** .33** .22** .31** .14 

PI 4.12 1.40 .39** .32** 1 .42** .60** .50** .29** .31** .32** .24** 

ICFB 3.35 1.30 .60** .46** .42** 1 .66** .66** .62** .64** .57** .56** 

SI 4.20 1.08 .58** .52** .60** .66** 1 .77** .48** .55** .55** .40** 

ACFB 4.21 1.27 .60** .51** .50** .66** .77** 1 .55** .56** .56** .40** 

ISCFB 2.14 1.16 .47** .33** .29** .62** .48** .55** 1 .71** .71** .80** 

ILC 3.01 1.32 .44** .22** .31** .64** .55** .56** .71** 1 .76** .69** 

IRC 2.95 1.38 .44** .31** .32** .57** .55** .56** .71** .76** 1 .71** 

IPC 2.18 1.29 .37** .14 .24** .56** .40** .40** .80** .69** .71** 1 

Note. **p < .01 
IC = Enduring Involvement with a Company, PU = Perceived Usefulness, PE = 
Perceived Enjoyment, PI = Perceived Interactivity, ICFB = Situational Involvement with a 
Company’s Facebook Page, SI = Satisfaction of Interaction, ACFB = Attitude toward a 
Company’s Facebook Page, ISCFB = Intention to Subscribe to the Facebook page, ILC = 
Intention to Learn more about the Company, IRC = Intention to Recommend use of the 
Company, IPC = Intention to Promote the Company to Facebook Friends 
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Figure 4-1. Interaction effect between level of enduring involvement and message type 
on situational involvement with a company’s Facebook page 
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Figure 4-2. Interaction effect between level of enduring involvement and message type 
on satisfaction of interaction 
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Figure 4-3. Interaction effect between level of enduring involvement and message type 

on attitude toward a company’s Facebook page 
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Figure 4-4. Interaction effect between level of enduring involvement and message type 

on intention to subscribe to the Facebook page 
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Figure 4-5. Interaction effect between level of enduring involvement and message type 

on intention to promote the company to Facebook friends 
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Note. ***p < .001, **p < .01, *p < .05 
IC = Enduring Involvement with a Company, UT = Utilitarian-oriented Messages, HED = 
Hedonic-oriented Messages, PU = Perceived Usefulness, PE = Perceived Enjoyment, 
PI = Perceived Interactivity, ICFB = Situational Involvement with a Company’s Facebook 
Page, SI = Satisfaction of Interaction, ACFB = Attitude toward a Company’s Facebook 
Page 
 
Figure 4-6. Results of regression analysis for the full research model 
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CHAPTER 5 
DISCUSSION  

Summary of Findings 

The purpose of this study is to investigate what factors (i.e., perceived usefulness, 

perceived enjoyment, and perceived interactivity) affect individuals’ use of a company’s 

SNSs and whether this use of SNSs has an influence on their intention to learn more 

about the company, intention to recommend use of the company, and intention to 

promote the company to Facebook friends. After the advent of SNSs, content (or 

messages) has received attention because it is directly delivered to individuals’ 

newsfeed after following particular SNSs and, thus, people can easily and quickly 

receive interesting content. Thus, depending on the type of content (or message) 

delivered to their SNS newsfeed, people may perceive its usefulness or enjoyment, 

which affects their intention to use the SNS. In this regard, this study also examined 

which type of message (utilitarian vs. hedonic) influences individuals’ perceived 

usefulness and perceived enjoyment of SNSs, particularly Facebook. Hypotheses 1 and 

2 addressed the effect of message type (utilitarian vs. hedonic) on perceived 

usefulness/enjoyment of a company’s Facebook page. As the current study predicted, 

utilitarian-oriented messages increase the perceived usefulness compared to hedonic-

oriented messages, whereas hedonic-oriented messages increases the perceived 

enjoyment compared to utilitarian-oriented messages. Also, these determinants, 

perceived usefulness and perceived enjoyment, affect individuals’ involvement with a 

company’s Facebook page. Thus, messages (or content) themselves can also be 

important predictors that affect individuals’ intention to subscribe to a company’s 

Facebook page.  
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Message type also influences individuals’ situational involvement with a 

company’s Facebook page in accordance with their enduring involvement with the 

company. As previous ELM studies suggested, the results of this study found a 

significant interaction between type of message (utilitarian vs. hedonic) and level of 

enduring involvement with a company (low vs. high) by performed MANCOVA. To be 

specific, high-involved people viewing utilitarian-oriented messages were more highly 

involved in a company’s Facebook page than those who saw hedonic-oriented 

messages, while low-involved people accessing hedonic-oriented messages have 

higher situational involvement with a company’s Facebook page than those who viewed 

utilitarian-oriented messages. 

Even though the current study found the effect of hedonic-oriented messages on 

situational involvement with a company’s Facebook page, the general results of this 

study particularly highlighted the process of using central route in ELM research. To be 

specific, participants who highly involved a company had greater satisfaction of 

interaction, intention to subscribe to the Facebook page, intention to learn more about 

the company, and intention to promote the company to Facebook friends when they 

accessed utilitarian-oriented messages than hedonic-oriented messages, although 

there was no difference between hedonic- and utilitarian-oriented messages for low-

involved people in terms of all dependent variables except for situational involvement 

with a company’s Facebook page. Based on these findings, we can postulate that 

utilitarian-oriented messages are clearly influential among highly involved people, but 

hedonic-oriented messages are marginally influential among low-involved people. In line 

with previous ELM suggestion, thus, particularly usefulness of messages for highly 
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involved people has a significant influence on individuals’ attitude and behavior intention 

in SNSs setting. In contrast, peripheral cues such as enjoyable content have a marginal 

effect on low-involved people’s attitude and behavior intention under SNSs setting. 

With the development of web-based technology, previous studies have focused 

on the role of interactivity in online services (Lustria, 2007; Thorson & Rodgers, 2006; 

Wise et al., 2006; Wu, 1999). This study also adopted the concept of perceived 

interactivity as the key determinant to examine the use of a company’s Facebook page. 

Multiple regression analysis showed that perceived interactivity was also an influential 

factor for individuals’ situational involvement with a company’s Facebook page as well 

as perceived usefulness and perceived enjoyment. However, when one’s different 

levels of enduring involvement with a company was considered, there was no significant 

difference between low and high interactivity in terms of situational involvement with a 

company’s Facebook page, satisfaction of interaction, attitude toward a company’s 

Facebook page, intention to subscribe to the Facebook page, intention to learn more 

about the company, intention to recommend use of the company, and intention to 

promote the company to Facebook friends. In this regards, the level of interactivity (low 

vs. high) has no significant impact on both low- and high-involved people.  

Because a company’s Facebook page is an online social networking service 

derived from Facebook itself, participants’ attitude toward Facebook itself may have an 

effect on the results of study. In this sense, this study added attitude toward Facebook 

itself as the covariate when conducting MANCOVA analysis. The results showed that 

the covariate (attitude toward Facebook itself) significantly affect participant’s 

satisfaction of interaction and attitude toward a company’s Facebook page; on the other 
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hand, it did not have a significant effect on other dependent variables (i.e., situational 

involvement with a company’s Facebook page, intention to subscribe to the Facebook 

page, intention to learn more about the company, intention to recommend use of the 

company, and intention to promote the company to Facebook friends). By controlling 

individuals’ attitude toward Facebook itself, the current study obtained more accurate 

results in terms of the effects of independent variables (i.e., message type, interactivity 

level, and the level of enduring involvement with a company) on dependent variables, 

particularly satisfaction of interaction and attitude toward a company’s Facebook page.  

MANCOVA analyses showed the effects of different conditions (i.e., the level of 

enduring involvement with a company, message type, and the level of interactivity) on 

dependent variables. However, these analyses did not reveal the relationship among 

variables. To examine the process of technology acceptance (particularly Facebook 

page) and the relationship between this acceptance and intentions regarding potential 

relationship building, hierarchical multiple regression was conducted. The results 

indicated that involvement with a company’s Facebook page positively affects 

satisfaction of interaction, which has a significant influence on attitude toward the 

Facebook page. Moreover, attitude toward a company’s Facebook page has an impact 

on intention to subscribe to the Facebook page and other intentions that may lead to 

further relationship building between a company and the public such as intention to 

learn more about the company and intention to recommend use of the company, but did 

not significantly affect intention to promote the company to Facebook friends.  

However, this study has meaningful findings in terms of the effects of 

involvement on intention to learn more about the company, intention to recommend use 
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of the company, and intention to promote the company to Facebook friends as well as 

intention to subscribe to the Facebook page. In the full model of this study, the results 

indicated that both enduring involvement with a company and situational involvement 

with a company’s Facebook page positively influenced all intentions. Meanwhile, the 

effects of satisfaction of interaction and attitude toward a company’s Facebook page 

were marginal on the intentions. In this regard, enduring involvement toward a particular 

company and situational involvement toward its Facebook page can be influential 

predictors for intention to continuously use the particular Facebook page and intentions 

that may lead to further relationships in the near future. 

Theoretical and Practical Implications 

This study provides several meaningful theoretical and practical implications 

regarding SNSs’ role in building and maintaining relationships between organizations 

and the public. First, to account for significant determinants of using a company’s SNS, 

TAM was used for theoretical background. Previous researchers already conducted a 

study regarding the effects of the determinants such as usefulness and enjoyment of 

SNSs on individuals’ use of SNSs (Lin & Lu, 2011). Because companies’ SNSs are their 

online social networking services provided by the SNSs’ provider, their usefulness and 

enjoyment can be considered as significant determinants that affect individuals’ 

acceptance of companies’ SNSs as previous TAM research suggested. To expand TAM 

from general SNSs to a company’s SNSs, however, another factor, particularly content 

(or messages) should be considered as an influential predictor. In the SNSs 

environment, content (or messages) is automatically and rapidly delivered to individuals’ 

newsfeed, and, thus, people’s perception of messages may influence the process of 

their acceptance of a company’s SNSs. In this sense, this study contributes to the 
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literature of technology acceptance by adopting the effect of message type (utilitarian vs. 

hedonic). 

As noted above, SNSs provide an easy platform for delivering messages to 

individuals’ newsfeeds, and thus, messages (or content) can be a significant predictor in 

affecting people’s intention to use a specific SNS. However, little empirical TAM 

research has paid attention to the effect of individuals’ message perception in the SNSs 

context. Previous research only focused on people’s perception of its functional 

usefulness and enjoyment of technology itself. Thus, this study investigated whether 

message type (utilitarian vs. hedonic) increased perceived usefulness and enjoyment 

and how these determinants affect individuals’ attitude toward a company’s Facebook 

page and intention to use it. The results showed that utilitarian and hedonic messages 

increase users’ perception of usefulness and enjoyment of a company’s Facebook page, 

respectively. In other words, utilitarian-oriented messages increase people’s perceived 

usefulness more than hedonic-oriented messages, whereas hedonic-oriented 

messages increase their perceived enjoyment more than utilitarian-oriented messages. 

The results also revealed that both perceived usefulness and perceived enjoyment are 

significant predictors for situational involvement with a company’s Facebook page, 

which affect intention to subscribe to the Facebook page. In this sense, the current 

study extends TAM research by introducing the effect of message type.  

The original TAM research focused only on perceived usefulness (Davis, 1989). 

With the development of technology, another determinant, perceived enjoyment, was 

added to the TAM research (Davis et al., 1992; Igbaria & Iivari, 1995; Teo et al., 1999; 

Moon & Kim, 2001). Also, with the emergence of web-based service, several previous 
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studies suggested that people’s perceived interactivity influences their attitude toward 

online services (Lustria, 2007; Thorson & Rodgers, 2006; Wu, 1999). As a prominent 

interactive tool, interactivity in SNSs has also received attention as a significant factor in 

users’ attitude toward a specific SNS. This study also adopted perceived interactivity as 

a main predictor for users’ attitude toward a company’s Facebook page and intention to 

use it. According to the results of the current study, perceived interactivity had an 

influence on individuals’ situational involvement with a company’s Facebook page. 

Since this study found that situational involvement with a company’s Facebook page 

significantly affected intention to subscribe to the Facebook page, perceived interactivity 

can be added as a predictor in TAM research under the context of SNSs.  

Previous research of technology acceptance normally focused on how these 

determinants affect users’ attitude toward the technology and how this attitude is related 

to their intention to use it (Davis et al., 1992; Igbaria & Iivari, 1995; Teo et al., 1999; 

Moon & Kim, 2001). To fully understand individuals’ intention to use a company’s 

Facebook page, this study adopted the concept of both enduring and situational 

involvement. Since situational involvement refers to immediate and transitory 

consideration toward an object (Houston & Rothschild, 1978; Zaichkowsky, 1986), 

involvement with a company’s Facebook page was considered to be a situational 

involvement in this study; meanwhile, involvement with a company was considered as 

enduring involvement, which has been formed by personal characteristics, knowledge, 

and experience over a long period of time (Houston & Rothschild, 1978; Zaichkowsky, 

1986). Some studies also considered involvement with a website to be a form of 

situational involvement; researchers found that this site involvement is significantly 
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related to individuals’ attitude toward the site, which affects intention to use it (Mazaheri 

et al., 2011; Richard & Chandra, 2005). In line with the previous research, the current 

study also indicated that individuals’ situational involvement with a company’s Facebook 

page had a positive influence on intention to subscribe to the Facebook page. Moreover, 

the results revealed that personal enduring involvement with a company also influences 

intention to subscribe to the Facebook page. Thus, by adding both enduring and 

situational involvement as variables that affect intention to use it, this study contributes 

to the literature of TAM research. 

Moreover, SNSs are used as tools for interaction with others (Valenzuela et al., 

2009). The satisfaction of interaction can also be a significant variable to account for 

individuals’ acceptance of a company’s Facebook page. In this sense, this study also 

proposed the satisfaction of interaction as a variable to investigate whether or not 

people’s satisfaction of interaction has an influence on their attitude toward the 

Facebook page. Even though the results indicated that, in the full model, the satisfaction 

of interaction had no impact on intention to subscribe to the Facebook page, it had a 

positive influence on one’s attitude toward a company’s Facebook page. In other words, 

if people are satisfied with their interaction with a company via its Facebook page, then 

they may have a favorable attitude toward the Facebook page. 

Even though the results of this study found the effect of one variable on another 

(i.e., the effect of situational involvement with a company’s Facebook page on 

satisfaction of interaction, the effect of satisfaction of interaction on attitude toward a 

company’s Facebook page, the effect of attitude toward a company’s Facebook page 

on intention to subscribe to the Facebook page, intention to learn more about the 
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company, intention to recommend use of the company, and intention to promote the 

company to Facebook friends) by testing hypotheses, the full model of the current study 

indicated that satisfaction of interaction and attitude toward a company’s Facebook 

page had marginally influence on participants’ intention to subscribe to the Facebook 

page, intention to learn more about the company, intention to recommend use of the 

company, and intention to promote the company to Facebook friends in contrast with 

situational involvement with a company’s Facebook page, which was a significant factor 

that affected people’s intention to subscribe to the Facebook page and intentions that 

potentially lead to relationship building in the near future.  

Even though previous TAM studies explored people’s general usage of 

technology, they have ignored the individual differences in acceptance of technology. 

To enhance the literature for technology acceptance, this study adopted ELM to account 

for individuals’ different information processing. This study expands on previous 

research of technology acceptance from general usage to individual level of usage by 

underlining the argument of the previous ELM research.  For example, highly involved 

people viewing utilitarian-oriented messages had higher involvement with a company’s 

Facebook page than those who accessed hedonic-oriented messages because they are 

more likely to be devoted to evaluating the quality of the messages by using a central 

route during information processing (Petty et al., 1983). In contrast, low-involved people 

had higher involvement with a company’s Facebook page when they viewed hedonic-

oriented messages than utilitarian-oriented messages, because they tend to pay more 

attention to affective cues (e.g., enjoyment or attractiveness of content) than the 

usefulness of messages through the peripheral route (Andrews & Shimp, 1990; Petty et 
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al., 1983). In contrast with the effect of (enduring) involvement level on (situational) 

involvement with a company’s Facebook page, however, only high level of involvement 

with a company had a significant impact on the other dependent variables such as 

satisfaction of interaction, attitude toward a company’s Facebook page, and all 

intentions, but low level of involvement with a company had no influence on the 

dependent variables. In other words, under high involvement with a company, the effect 

of utilitarian-oriented messages was greater than hedonic-oriented messages; however, 

under low involvement with a company, the effect of hedonic-oriented messages was 

not significantly different from utilitarian-oriented messages. Thus, the current study only 

highlighted the effect of central route, corresponding to high involvement, but marginally 

supported the effect of peripheral route, corresponding to low involvement.  

This study also contributes to the literature of ELM research. To investigate how 

people react differently to a company’s Facebook page depending on their level of 

involvement toward the company, this study adopted the concept of utilitarian and 

hedonic value. As predicted, this study revealed that utilitarian-oriented messages are a 

main source for the central route corresponding to high involvement, whereas hedonic-

oriented messages are a major factor of the peripheral route, corresponding to low 

involvement. Therefore, the current study extends previous literature by containing the 

role of utilitarian and hedonic values in social media setting.  

Moreover, this study integrated the concept of enduring and situational 

involvement to enhance the ELM research. Although previous literature regarding 

involvement proposed both enduring and situational involvement, little empirical 

research of ELM has examined both enduring and situational involvement, respectively. 
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Situational involvement has received attention regarding web-based service research 

(McMillan et al., 2003). In this regard, situational involvement with a particular SNS 

should be examined for a complete understanding of individuals’ information processing. 

The current study investigated involvement with a company’s Facebook page as 

situational involvement and found the effect of message type on individuals’ 

involvement with the company’s Facebook page, depending on the level of enduring 

involvement with a company. Thus, this study can clearly explain individuals’ attitude 

change process by incorporating both enduring and situational involvement in an ELM 

context. 

This study also provides meaningful implications for SNSs as tools for 

organization-public relationship building. Even though some previous studies suggested 

the role of web-based services including SNSs as tools for organization-public 

relationship building (Kent & Taylor, 1998; Park & Reber, 2008; Seltzer & Mitrook, 2007), 

few empirical studies have been performed regarding the actual effect of SNSs on 

relationship building under the public’s viewpoint. By suggesting some intentions that 

affect potential relationship building (i.e., intention to learn more about the company, 

intention to recommend use of the company, intention to promote the company to 

Facebook friends), this study creates a meaningful step for contributing to the literature 

of organization-public relationship building in the SNSs context. As noted above, the 

results indicated that individuals’ situational involvement with a company’s Facebook 

page had a significant influence on their intention to learn more about the company, 

intention to recommend use of the company, and intention to promote the company to 

Facebook friends. Thus, we can postulate that individuals’ greater involvement toward a 
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particular organization’s SNS can be a first step of an expanded relationship with the 

organization in the near future.  

This study presents an opportunity for PR practitioners to build and maintain 

relationships with the public via SNSs by providing valuable implications for SNSs as 

tools for building relationship. PR practitioners may approach the public via SNSs by 

using different strategies based on individuals’ level of involvement with their 

organization. The results of this study indicated that individuals’ situational involvement 

with a company’s Facebook page, which affected intentions that potentially lead to 

further relationship building, was influenced by the effect of message type depending on 

the different level of enduring involvement with a company. Thus, the current study 

highlighted that people who have a high level of involvement with the organization are 

more likely to devote cognitive effort by evaluating the quality of messages (Petty et al., 

1993). In this regard, for high-involvement people, PR practitioners may provide useful 

information (e.g., product information or sales information) through their SNSs. On the 

other hand, to attract low-involvement people to their organization, they should post 

hedonic-oriented content (e.g., jokes) on their SNSs to provide such individuals with 

enjoyment to increase their situational involvement with a company’s Facebook page. 

This is because individuals who have a low level of involvement with the organization 

consider affective and heuristic cues instead of the usefulness of content.  

In this regard, the results of the current study can help PR practitioners to take 

the first step for potential relationship building with the public via SNSs by enhancing 

their understanding of individuals’ technology acceptance and the information process. 

For favorable relationships with high-involved people, organizations should create 
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useful messages, particularly organization-related information, in their SNSs. Moreover, 

enjoyable content should be considered as important factors in SNSs to attract low-

involved people’s interests, which can lead to favorable relationships between 

organizations and the public in the near future.  

Limitations and Future Research 

This study has several limitations. First, this study conducted the experiment with 

only one company, the retail corporation Walmart, and did not include various industries. 

As the selected company is concentrated in one industry, the study may demonstrate a 

problem with generalization. In other words, other business sectors may produce 

different results from a retail corporation. Thus, future research should consider 

including diverse industries for experiment.  

Second, the sample of this study consisted of only university students because 

the majority of the SNSs population is the younger generation (Nielsen, 2011). However, 

this may lead to limitations in external validity. Since the population of SNSs among 

online users has dramatically increased in recent years (Brenner & Smith, 2013), 

research which aims to collect data from all age groups is necessary. However, this 

study did not reflect other population groups and thus cannot be generalized to the 

general public. Therefore, future studies should be conducted among various 

populations.  

Also, because an existing company was used for the current study, personal bias 

that participants already had related to the brand image may have affected the results of 

this study. In other words, participants’ personal bias toward image of the company (or 

brand) may influence their attitude toward the Facebook page regardless of what 

experimental condition to which they are exposed. In order to investigate a more 



 

122 

accurate effect of involvement with a company, future studies should conduct the 

experiment with fictitious companies to eliminate any existing personal bias.  

Although, this study found a statistical difference on subjects’ perception of two 

different types of message (utilitarian vs. hedonic), the difference was marginally 

significant. Therefore, it could create a potential problem. Specifically, the difference 

was .68 for utilitarian message, and .45 for hedonic message; therefore, it is difficult to 

argue that subjects in two different groups had truly perceived the message differently. 

Future study should use a stronger manipulation to increase generality of the results.  

Even though most of the hypotheses were supported, the effect of the level of 

interactivity under different levels of enduring involvement with a company was not 

found in this study. This may be because perceived interactivity is not the same as 

actual interactivity between participants and the company. To be specific, interactivity in 

this study was manipulated by third-person comments and the company’s responses to 

them. Participants only saw these comments and replies. Actual interactivity between a 

company and participants did not occur during the experiment, and thus, participants 

may not regard manipulated interactivity in this study as actual interactivity. Therefore, 

for a more accurate experimental setting, other scholars should consider how actual 

interactivity can be manipulated.  

Conclusion 

In sum, the current study expands the previous research of SNSs as tools for 

relationship building. Prior research only examined how organizations use SNSs for 

relationship building with the public by performing content analysis of their Facebook 

pages or Twitter accounts (Park & Reber, 2008; Seltzer & Mitrook, 2007; Taylor et al., 

2001). By investigating what factors affect attitude toward a company’s Facebook page 
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and whether this attitude influences intentions which are potentially related to 

relationship building in the public’s viewpoint, this study produces several meaningful 

findings for both academia and practitioners. 

First, this study found that, under the high involvement condition, utilitarian-

oriented messages have an influence on individuals’ involvement with a company’s 

Facebook page, which affects their attitude toward the Facebook page. Under the low 

involvement condition, however, hedonic-oriented messages are influential on 

individuals’ involvement with a company’s Facebook page. Moreover, under high 

involvement with a company, utilitarian-oriented messages have a greater influence on 

the satisfaction of interaction, the intention to subscribe to the Facebook page, the 

intention to learn more about the company, and the intention to promote the company to 

Facebook friends than a hedonic-oriented message. In other words, utilitarian-oriented 

messages are strong predictors for high-involvement people. These results highlighted 

the suggestion of ELM in terms of a central route.  

Even though the current study proposed the effect of the interactivity level under 

different levels of enduring involvement with a company, the role of interactivity was not 

clearly revealed under both high- and low-enduring involvement with a company. 

However, in terms of the satisfaction of interaction, which significantly affects attitude 

toward a company’s Facebook page, the effect of high interactivity was greater than low 

interactivity for low-involvement people. Thus, it is necessary to consider a high 

interactivity condition for people who have low involvement with a company.  

This study also postulates that attitude toward a company’s Facebook page 

positively influences the intention to learn more about the company and the intention to 
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recommend the use of the company. Because the relationship has been formed over a 

long period time, it is not easy to simply conclude that people who accessed a 

company’s Facebook page have an intention to build a relationship with the company. 

However, their intentions to learn more about the company and recommend its use 

create an opportunity for initial steps toward a future relationship with the company. For 

the first step of a relationship between organizations and the public, the current study 

can provide PR practitioners with an effective guideline of using SNSs. In academia, 

this study sheds light on SNSs as tools for relationship-building efforts between 

organizations and the public. Future studies are required to investigate the effect of 

SNSs on actual relationship building by using SNSs over a long period of time.  
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APPENDIX A 
EXPERIMENTAL STIMULI 

Page 1: Utilitarian-oriented message under low interactivity condition 
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Detailed messages and comments in Page 1 
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Detailed messages and comments in Page 1 
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Page2: Utilitarian-oriented message under high interactivity condition 
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Detailed messages and comments in Page 2 
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Detailed messages and comments in Page 2 
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Detailed messages and comments in Page 2 
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Page3: Hedonic-oriented message under low interactivity condition 
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Detailed messages and comments in Page 3 
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Detailed messages and comments in Page 3 
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Page 4: Hedonic-oriented message under high interactivity condition 
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Detailed messages and comments in Page 4 
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Detailed messages and comments in Page 4 
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Detailed messages and comments in Page 4 
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APPENDIX B 
STATEMENT OF INFORMED CONSENT  

Dear Participants; 

                 

The collected information in this survey will be used to examine which factors of 

a company’s Social Network Site, particularly Facebook, affect users’ acceptance 

of it and how this acceptance affect intention to potential relationship building. It 

would be greatly appreciated if you would simply complete the following 

questionnaires. Your contribution and participation in this survey is very important 

for the further examination of quality of experience. It is expected to take 10-15 

minutes to complete the survey. 

  

There are no direct benefits to you for participating in the study. In addition, there 

are no known risks to you if you decide to participate in this survey and we 

guarantee that your responses will not be identified with you personally. We 

promise not to share any information that identifies you with anyone outside my 

research group. Also, your identity will be kept confidential to the extent provided 

by law.  

 

You will receive extra credits for participating in the study. Your participation is 

voluntary and there is no penalty if you do not participate. Also, you can withdraw 

to take the survey at any time without penalty. If you have any questions or 

concerns about completing the questionnaire or about being in this study, please 

contact the addresses below. Also, this study is approved by IRB 

(protocol #2014-U-0023). If you have any questions about your rights as a 

research participant, please contact the IRB (Email: irb2@ufl.edu; Phone 

Number: 1-352-392-0433). Thank you again for your cooperation and the 

valuable information you are providing in this survey. 

 

Sincerely, 

Jung Won Chun 

Graduate student 

College of Journalism and Communications  

University of Florida                

jwchun@ufl.edu 

 

mailto:irb2@ufl.edu
mailto:jwchun@ufl.edu
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APPENDIX C 
QUESTIONNAIRES 

1. Introduction 

In following pages, you will be asked to answer questionnaires. Please read the 

questions carefully and click the box that most closely matches your response.  

 

2. The questions below are about your involvement with a company. Please read 
each question carefully and click the appropriate box beside each statement. 

To me Walmart is: 

Important 1  2  3  4  5  6  7 Unimportant 
Boring 1  2  3  4  5  6  7 Interesting 
Relevant 1  2  3  4  5  6  7 Irrelevant 
Exciting 1  2  3  4  5  6  7 Unexciting 
Means nothing 1  2  3  4  5  6  7 Means a lot to me 
Appealing 1  2  3  4  5  6  7 Unappealing 
Fascinating 1  2  3  4  5  6  7 Mundane 
Valuable 1  2  3  4  5  6  7 Worthless 
Involving 1  2  3  4  5  6  7 Uninvolving 
Not needed 1  2  3  4  5  6  7 Needed 

 

3. Have you followed or clicked the like button of Walmart’s Facebook page? 

☐ Yes                         ☐ No 

 
If you click Yes, please go to Q. 3-1. If not, go to Q. 4. 

 

 

3-1. The questions below are about your involvement with the Walmart’s Facebook 
page you already follow. Please read each question carefully and click the appropriate 
box beside each statement. 

To me Walmart’s Facebook page is: 

Important 1  2  3  4  5  6  7 Unimportant 
Boring 1  2  3  4  5  6  7 Interesting 
Relevant 1  2  3  4  5  6  7 Irrelevant 
Exciting 1  2  3  4  5  6  7 Unexciting 
Means nothing 1  2  3  4  5  6  7 Means a lot to me 
Appealing 1  2  3  4  5  6  7 Unappealing 
Fascinating 1  2  3  4  5  6  7 Mundane 
Valuable 1  2  3  4  5  6  7 Worthless 
Involving 1  2  3  4  5  6  7 Uninvolving 
Not needed 1  2  3  4  5  6  7 Needed 
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4. The questions below are about your Attitude toward Facebook itself. Please read 
each question carefully and click the appropriate box beside each statement. 

To me Facebook is 

Bad 1  2  3  4  5  6  7 Good 
Dislike 1  2  3  4  5  6  7 Like 
Unfavorably 1  2  3  4  5  6  7 Favorably 
Negative 1  2  3  4  5  6  7 Positive 
Pleasant 1  2  3  4  5  6  7 Unpleasant 
Wise 1  2  3  4  5  6  7 Foolish 

 

5. Now, you will be provided with Walmart’s Facebook page. Please see the page and 
read all messages and comments very carefully. 

 

6. The questions below are about your feeling with the MESSAGES in the Facebook 
page you just saw. Please read each question carefully and click the appropriate box 
beside each statement. 

The MESSAGES in the Facebook page are: 

Unpleasant 1  2  3  4  5  6  7 Pleasant 
Not fun 1  2  3  4  5  6  7 Fun 
Unenjoyable 1  2  3  4  5  6  7 Enjoyable 
Not appeals to 
the senses 

1  2  3  4  5  6  7 
Appeals to the 
senses 

Not informative 1  2  3  4  5  6  7 Informative 
Not functional 1  2  3  4  5  6  7 Functional 
Not practical 1  2  3  4  5  6  7 Practical 
Not useful 1  2  3  4  5  6  7 Useful 

 

7. The questions below are about your perception of the Facebook page you just 
saw. Please read each question carefully and click the appropriate box beside each 
statement (1= strongly disagree 7= strongly agree). 

 
Strongly                           Strongly                     
Disagree                           Agree                  

I feel that the Facebook page I just saw is 
enjoyable and entertaining. 

1  2  3  4  5  6  7  

I feel that the Facebook page I just saw is 
pleasant. 

1  2  3  4  5  6  7 

I think that the Facebook page I just saw is not 
boring. 

1  2  3  4  5  6  7  

The Facebook page I just saw is attractive and 
fun. 

1  2  3  4  5  6  7  

The Facebook page provides the information I 
need. 

1  2  3  4  5  6  7  

I think that the Facebook page I just saw does not 
offer me irrelevant information.  

1  2  3  4  5  6  7  



 

142 

The Facebook page offers me data that I need to 
make my decisions to use Walmart.  

1  2  3  4  5  6  7  

I feel that the Facebook page I just saw is helpful. 1  2  3  4  5  6  7  

 

8. The questions below are about your perception of interactivity in the Facebook 
page you just saw. Please read each question carefully and click the appropriate box 
beside each statement (1= strongly disagree 7= strongly agree). 

 
Strongly                         Strongly                          
Disagree                         Agree             

Interacting with Walmart via Facebook page was 
like having a conversation with Walmart. 

1  2  3  4  5  6  7  

Walmart talked back to its customers while they 
were navigating Facebook page. 

1  2  3  4  5  6  7 

Walmart's Facebook page is interpersonal. 1  2  3  4  5  6  7  
Walmart's customers could communicate directly to 
Walmart if they wanted to. 

1  2  3  4  5  6  7  

Walmart’s Facebook page is interactive; Walmart 
had the ability to respond to their customer’s 
specific questions quickly and efficiently via its 
Facebook page. 

1  2  3  4  5  6  7  

 

9. The questions below are about your involvement with the Facebook page you just 
saw. Please read each question carefully and click the appropriate box beside each 
statement. 

To me the Facebook page that I just saw is: 

Important 1  2  3  4  5  6  7 Unimportant 
Relevant 1  2  3  4  5  6  7 Irrelevant 

Not worth 1  2  3  4  5  6  7 
Worth 
remembering 

Not worth 1  2  3  4  5  6  7 
Worth paying 
attention to  

Does not 
matter 

1  2  3  4  5  6  7 Matters to me 

Insignificant 1  2  3  4  5  6  7 Significant 

 

10. The questions below are about your satisfaction of interaction between the 
companies via this Facebook page. Please read each question carefully and click the 
appropriate box beside each statement. 

How do you feel about interaction with the company after seeing the Facebook 
page? 
Dissatisfaction 1  2  3  4  5  6  7 Satisfaction 
Displeased 1  2  3  4  5  6  7 Pleased 
Unfavorable 1  2  3  4  5  6  7 Favorable 
Unpleasant 1  2  3  4  5  6  7 Pleasant 
I did not like it at 1  2  3  4  5  6  7 I like it very much 
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all 
Frustrated 1  2  3  4  5  6  7 Contented 
Terrible 1  2  3  4  5  6  7 Delighted 

 

11. The questions below are about your Attitude toward the Facebook page you just 
saw. Please read each question carefully and click the appropriate box beside each 
statement. 

The Facebook page I just saw is 

Bad 1  2  3  4  5  6  7 Good 
Dislike 1  2  3  4  5  6  7 Like 
Unfavorably 1  2  3  4  5  6  7 Favorably 
Negative 1  2  3  4  5  6  7 Positive 
Pleasant 1  2  3  4  5  6  7 Unpleasant 
Wise 1  2  3  4  5  6  7 Foolish 

 

12. The questions below are about your Intention to subscribe the Facebook page 
you just saw. Please read each question carefully and click the appropriate box beside 
each statement (1= strongly disagree 7= strongly agree). 

 
Strongly                           Strongly      
Disagree                           Agree 

I will subscribe to the Facebook page in the future. 1  2  3  4  5  6  7  
I will frequently use this Facebook page in the 
future. 

1  2  3  4  5  6  7 

I will recommend others to subscribe to the 
Facebook page. 

1  2  3  4  5  6  7  

I intend to subscribe to this Facebook page as 
soon as possible. 

1  2  3  4  5  6  7  

It is worthwhile to subscribing to this Facebook 
page.  

1  2  3  4  5  6  7  

 
 

13. The questions below are about your Intention to learn more about the company 
after seeing its Facebook page. Please read each question carefully and click the 
appropriate box beside each statement (1= strongly disagree 7= strongly agree). 

 
Strongly                           Strongly      
Disagree                           Agree 

I want to know more about Walmart in the future. 1  2  3  4  5  6  7  
I am most likely to know more about Walmart after 
seeing its Facebook page. 

1  2  3  4  5  6  7 

Walmart’s Facebook page makes me know more 
about Walmart. 

1  2  3  4  5  6  7  

I intend to know more about Walmart. 1  2  3  4  5  6  7  
It is worthwhile to know more about Walmart. 1  2  3  4  5  6  7  
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14. The questions below are about your Intention to recommend use of the company 
after seeing its Facebook page. Please read each question carefully and click the 
appropriate box beside each statement (1= strongly disagree 7= strongly agree). 

 
Strongly                           Strongly      
Disagree                          Agree 

I will recommend others to use Walmart in the 
future. 

1  2  3  4  5  6  7  

I am most likely to recommend others to use 
Walmart after seeing its Facebook page. 

1  2  3  4  5  6  7 

Walmart’s Facebook page makes me recommend 
others to use Walmart. 

1  2  3  4  5  6  7  

I intend to recommend others to use Walmart. 1  2  3  4  5  6  7  
It is worthwhile to recommend the company’s 
products. 

1  2  3  4  5  6  7  

 

15. The questions below are about your Intention to promote the company to 
Facebook friends after seeing its Facebook page. Please read each question 
carefully and click the appropriate box beside each statement (1= strongly disagree 7= 
strongly agree). 

 
Strongly                           Strongly      
Disagree                           Agree 

I will promote Walmart to my Facebook friends in 
the future. 

1  2  3  4  5  6  7  

I am most likely to promote Walmart to my 
Facebook friends after seeing the company’s 
Facebook page. 

1  2  3  4  5  6  7 

The company’s Facebook page makes me 
promote Walmart to my Facebook friends. 

1  2  3  4  5  6  7  

I intend to promote Walmart to my Facebook 
friends. 

1  2  3  4  5  6  7  

It is worthwhile to promote Walmart to my 
Facebook friends. 

1  2  3  4  5  6  7  

 

16. Please either check the appropriate box or fill in the blank for the items below 
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How many hours do you use the Internet per a week? _____________ 

 

How many hours do you use Social Networking Sites per a week? _______________ 

 

How many hours do you use Facebook per a week? _______________ 

 

I am: ☐ Male        ☐Female 

 

I am: __________ years old 

 

My annual house hold income is: __________ 

        ☐ $9,999 or less             ☐ $10,000 ~ $39,999         ☐ $40,000 ~ $69,999       

        ☐ $70,000 ~ $119,999   ☐ $120,000 ~ $199,999     ☐ $200,000 or higher 

 

My highest level of education is: 

 ☐ Some high school      ☐ High school graduate        ☐ Some college 

 ☐ College graduate       ☐ Graduate degree                 ☐ Other__________ 

 

I am: 

 ☐ African-American     ☐ Asian-American    ☐ Caucasian/White 

 ☐ Native American     ☐ Hispanic          

 ☐ Other __________please specify: __________ 

 

Thank you for your participation 
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