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Introduction: Social networking websites and applications are increasingly becoming significant cultural phenomena. However, the motivation driving individuals to utilize these platforms, particularly in the Middle East, remains unclear. While numerous studies have explored technology adoption, limited research has investigated social media usage in the UAE. Therefore, this study proposes and empirically analyzes a framework based on a modified version of the Technology Acceptance Model to understand the factors influencing users’ opinions, objectives, and actual usage of social media platforms, focusing on Facebook.

Methods: To investigate these factors, we employed structural equation modeling and smart PLS techniques on a sample of 540 participants. We aimed to identify predictors such as perceived usefulness, perceived ease of use, as well as a hedonic dimension encompassing perceived enjoyment, curiosity, and perceived connectedness, in shaping users’ attitudes towards Facebook usage. Additionally, we examined the relationship between social presence and users’ intentions to use Facebook.

Results: Our analysis revealed that perceived usefulness and perceived ease of use are significant predictors of users’ attitudes towards utilizing Facebook. Furthermore, the hedonic dimension, comprising perceived enjoyment, curiosity, and perceived connectedness, also plays a crucial role in shaping users’ attitudes. Moreover, social presence was found to have a significant association with users’ intentions to use Facebook.

Discussion: These findings contribute to our understanding of the factors influencing the adoption and usage of social media platforms, particularly in the context of the UAE. By highlighting the importance of both utilitarian and hedonic aspects, this research provides insights into the complex motivations behind individuals’ acceptance of dynamic applications like Facebook. Furthermore, our empirical model lays the groundwork for exploring additional factors that may influence the uptake of information systems and social media utilities, thereby advancing attitude-behavior theories in this domain.
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1 Introduction

The proliferation of features and applications on the web has facilitated the emergence of more interactive technology that no longer just delivers information to users but rather allows them to be primary contributors and disseminators of content (Garcia and Silva, 2017; Al-Qaysi et al., 2020). The term “Web 2.0” was initially introduced in 1999 to describe the increasing trend (O’reilly, 2005). According to O’reilly (2005), the phrase “Web 2.0” refers to the technical breakthroughs that enable people to generate material, share it with other users, design user-generated material, and engage with others. The emergence of a variety of social media platforms was a key part of the Web 2.0 phenomenon (Kaplan and Haenlein, 2010; Allam et al., 2020). Individuals often use the term “social media” to describe various types of technology infrastructure that focus on community and cooperation (Joosten, 2012; Allam et al., 2019). Additionally, the phrase “social media,” which is commonly substituted for “social software” and “Web 2.0,” refers to the social networking tools that serve as sources of social interaction, collaboration, and creative expression. Similarly, the term “social software” can be substituted for the phrase “Web 2.0” (Al-Qaysi et al., 2020).

Social media platforms such as Twitter, Facebook, Instagram, and LinkedIn have been described as a selection of internet-based applications that build on the ideological and technological foundations of Web 2.0 and enable the production and sharing of user-generated content (Kaplan and Haenlein, 2010; Rauniar et al., 2014). According to Webster’s online dictionary, social media is “a type of electronic communication (e.g., websites for social networking and microblogging) in which users form online communities to exchange information, ideas, personal messages, and other material (e.g., videos) (Mcafee, 2006). Kaplan and Haenlein (2010) identified social media as blogs (e.g., Open Diary and LiveJournal), social networking sites (e.g., Facebook, Twitter, and Google), virtual social worlds (e.g., Second Life and OpenSim), collaborative projects (e.g., Wikipedia), communities (e.g., YouTube and Flicker), and virtual game worlds (e.g., Second Life and OpenSim) (e.g., World of Warcraft).

When discussing user-generated content, people often mention popular Web 2.0 applications like Facebook, WhatsApp, Twitter, YouTube, LinkedIn, Pinterest, and Instagram. These apps have had a notable effect on various areas, including commercial activities, political issues, and venture capital (Greenwood and Gopal, 2015). Not just posts; these social media networks are flooded with photo and video uploads. Recent figures indicate that Snapchat receives approximately 5 billion snaps daily, with 347 million users sharing media daily and three million pictures every second (Statista, 2022). Moreover, 50 million active businesses advertise on Facebook, while 88% of companies use Twitter for promotional activities (Lister, 2017).

Facebook is the most populous and extensively used social networking site, with over 2.9 billion monthly participants as of February 2022 (Dixon, 2024). As seen in Figure 1, Facebook is the most popular social media platform, followed by YouTube, which has 2,562 million monthly users worldwide. It is justifiable to say that Facebook is the first IT application to ever attain this magnitude of fame, showing how swiftly and extensively social media apps are becoming popular. The inquiry of what factors may have an effect on information professionals’ determinations when utilizing new technologies such as Facebook is imperative since information professionals must realize that many of their targeted users employ Facebook as a prime channel of communication, and they must be able to use it to get to and affect their audience as well. Information personnel should also be cognizant that Facebook can be a great way to stay in touch with their colleagues and a spot to share expert updates (Aharony, 2013).

[image: Figure 1]

FIGURE 1
 Total social media users (in Millions of Monthly Active Users as of January 2024) (Dixon, 2024).


Users may construct a profile on Facebook and supplement it with images, text, and videos, as well as personal details and preferences. Facebook has an effective communication system and functions as a medium for information dissemination (Amala Jayanthi et al., 2018). Facebook’s social element allows individuals to form groups of like-minded people and utilize control capabilities to monitor the group’s conduct. Members of these communities can rapidly exchange and upload files, articles, links, data, and videos free of charge (Neill and Puettmann, 2013).

The burgeoning popularity of social media necessitates a re-search into uptake and user perspectives, particularly in Middle Eastern countries such as the UAE, where there is a dearth of data concerning user involvement with social platforms. It is worth noting that the United Arab Emirates comprises a number of nationalities and ethnicities, making it an opportune pick for a more thorough study on how customers embrace technology. Owing to the incessant updates of these technologies, there is still a need for empirical research on the social, psychological, and cognitive components that influence people’s adoption of SNSs. This is because there has not been much sustained, comprehensive research on what impels people to use SNSs, despite the swift increase in SNS users. The utilization and acceptance of technology by individuals have been the focus of a multitude of investigations. The Technology Acceptance Model (TAM) is one of the most common methods for understanding how people adopt and use new technologies (Davis et al., 1989). TAM implies that a person’s behavioral intention (BI) to utilize technology is determined by their attitude towards utilizing the technology and their perceived usefulness (PU) and perceived ease of use (PEOU). It is also believed that perceived usefulness is directly impacted by PEOU. Although TAM has been successful in predicting people’s technology adoption, it may not be as effective in the case of social media platforms, as TAM originated from static technology and social media technology is more interactive and dynamic. In this study, we will consider the dynamic, collaborative, and hedonic nature of the social media environment, such as perceived enjoyment (PE), curiosity, perceived connectedness (PC), perceived usefulness (PU), and social influence (SI).

The primary objectives of this research are twofold. Firstly, it will emphasize the applicability of TAM (Davis et al., 1989) to predict user behavior across multiple contexts, including the social media realm. Static systems have previously evaluated TAM because it meets the theoretical requirements of being straightforward (parsimony), amenable to data verification, and capable of predicting the usage and adoption of new technology across a multitude of disciplines (generalizability) (Rauniar et al., 2013). However, TAM has been criticized for only concentrating on organizational information systems and the tangible benefits that users will derive from them. Consequently, the second objective of this study is to incorporate more entertaining features into TAM and demonstrate that these features are critical in determining how users interact with social media platforms, specifically Facebook, in the UAE (Allam et al., 2020).

To accomplish the study’s aims, this paper has been structured as follows: The theoretical framework has been established and a conceptual model has been put forward; the conceptual model will be discussed in the subsequent section, as well as an analysis of Facebook as an example of an information system to which the proposed model could be applied and a description of the research setting. After formulating the hypotheses, which are emphasized in the subsequent parts, the methodology and research outcomes are stated. Next, we investigate the main results and relate them to earlier research findings. Finally, we discuss the essential study principles and limitations, along with potential future research opportunities.



2 Literature review


2.1 Social media and Facebook

Mark Zuckerberg unveiled ‘thefacebook.com’ on February 4, 2004, initially tailored to Harvard University students. This foundation has since grown into its current status as a ubiquitous social media platform with over two billion users globally. Daily, approximately 500 million individuals access the website and spend a collective 700 billion minutes on it in a single month (Duan et al., 2017). Every month, the website uploads three billion photographs, shares up to five billion items weekly, and creates 3.5 million events (Lee and Paris, 2016; Amala Jayanthi et al., 2018).

Countless studies have been conducted on the uptake of social media. Liebana-Cabanillas and Does-Santos (Liebana-Cabanillas and Alonso-Dos-Santos, 2017) studied the components that determined the uptake of Facebook commerce. Their findings revealed that social image, subjective norms, and usefulness ascertain the users’ end purpose. Moreover, they noticed significant disparities in Facebook usage depending on age. Shaalan (2019) researched factors influencing the adoption of Facebook in an educational setting. Their study found that perceived pleasure, usefulness, and ease of use had a positive effect on Facebook adoption. Amala Jayanthi et al. (2018) probed the sustainability of the aspects impacting Pakistani SMEs’ utilization of social media adoption, particularly Facebook. The study combined the renowned TAM with extra parameters that correspond to the Facebook environment. Particularly, they blended the TAM’s perceived usefulness with a more pragmatic notion of usefulness, displayed as increasing sales and customer factors. The empirical consequences of the study demonstrated a high correlation between Facebook usage and its perceived usefulness. Additionally, they found a strong connection between how frequently people used Facebook and how effortless they thought it was to use.

Unraveling the factors behind the widespread adoption of social media applications by billions of users is essential for better understanding and advancing any future hypotheses in the field of social media. The extensive utilization of these social media platforms demonstrates their success in terms of acceptance and implementation in users’ personal, social, and professional lives. This includes everyday engagement, photo sharing, self-presentation, and so on. Consequently, new research initiatives need to be directed towards the examination of internet-enabled media and platforms, as well as online socialization processes and activities. If the utilization of social media is mostly voluntary in nature, then the cause of this behavior must be attributed to the personal intentions and motives of individual users (Rauniar et al., 2014). As suggested by Fishbein and Ajzen (1975) and Doll and Torkzadeh (1988), such emotional dispositions and intents contribute to the actual use of the system. In this regard, Davis’s technology acceptance model (TAM) is a well-substantiated model that can be employed to evaluate the usage behavior of new technologies (Davis, 1986; Davis et al., 1989).



2.2 Model of technology acceptance

Beginning with Davis et al. (1989), the Technology Acceptance Model (TAM) suggests that consumers’ adoption of technology is affected by their perceived usefulness (PU) and perceived ease of use (PEOU). Both of these factors have an effect on users’ attitudes and intentions to use technology, and TAM proposes that these intentions have a positive influence on actual utilization. PU is described as “the extent to which an individual believes that utilizing a given system would boost their work performance,” while PEOU is “the degree to which a person believes that using a specific system would be straightforward” [17 p.]. Subsequent studies have incorporated other elements into TAM to assess the adoption of social media in different sectors (e.g., Allam et al., 2011, 2012; Kwon et al., 2014).

User acceptance denotes the eagerness of users to employ information technology for its proposed use (Dillon and Morris, 1996). Social media applications, like Facebook, Twitter, and Instagram, among others, have traits that set them apart from more traditional static technology. In accordance with Wattal et al. (2009), social media applications are regarded as bottom-up technologies, implying that users must be acquainted with them before their deployment within a business. Because they resemble generally used tools with which customers are already familiar, even non-technical users will have minimal difficulty utilizing these applications. Given the considerable disparities between social media tools and traditional technology tools in their reliance on users’ social interaction, it is reasonable to inquire whether formerly inspected socio-demographic characteristics applicable to earlier technologies will continue to apply to the adoption of social media tools (Wattal et al., 2009; Amala Jayanthi et al., 2018; Allam et al., 2019, 2020). Since researchers want not only acceptance but also successful sharing, contribution, and cooperation to gain the most from these tools, they need to move away from the traditional TAM to discover hidden dimensions that can be applicable to the nature of social media tools in particular. As evidenced in the previous section, this study applies TAM and supplements it with other sociological theories to take social variables pertinent to the setting of social media technologies into account. Recent studies suggest that TAM should be adjusted to reflect technological and user advancements. For instance, Legris et al. (2003) recommended that TAM’s original PU should be modified to encompass elements pertinent to human and social transformation processes.

TAM’s motivation theory is regularly employed to grasp user adoption of information technology, as noted by Deci et al. (2001). The uptake of technology by users is contingent on two types of motivation: extrinsic and intrinsic. As per Deci et al. (2001), extrinsic motivation alludes to the behaviors users take part in while interacting with IT systems to acquire a preferred outcome, such as enhancing job performance or increasing the efficiency of work-related tasks. Intrinsic motivation encompasses all acts done by users for non-extrinsic motives. Put differently, intrinsic motivation is any action that gives users a sense of satisfaction and pleasure from within, like aiding others or using an app, because it is delightful and nourishes curiosity and explorability.

By amalgamating the original TAM variables with other external components that could be successful with Facebook, this study focuses on evaluating the factors that shape face-book utilization. We include the hedonic and social aspects that match the ever-changing character of Facebook. Previous studies have alluded to the need to modify TAM to incorporate social factors that fit the dynamic nature of contemporary social media platforms. Previous research on the Technology Acceptance Model (TAM), for instance, has incorporated variables that are in line with the static nature and simplicity of older applications that do not necessitate users to socially interact with other users (Allam et al., 2019, 2020). As opposed to their fixed counterparts, today’s social media programs are animated with user interaction and have components intended to evoke feelings of pleasure and joy in today’s tech-savvy consumers. Moreover, TAM’s initial design was primarily focused on the characteristics of the system, thus omitting some crucial aspects of social interactions. Notably, TAM’s fundamental conception was that organizations leverage information technology to enhance employee efficiency. However, TAM fails to acknowledge the potential use of information systems for purposes beyond work, like leisure and pleasure. Additionally, TAM theory does not consider how other users may shape one’s opinion on social media and, consequently, how much they use it. This is a noteworthy issue, considering various psychological studies have demonstrated that people are swayed by the behavior of those around them (Rauniar et al., 2014). This proposed model of the study seeks to bridge the gap by adding contemporary elements that would give TAM a modernized makeover, so it can be applied to social media platforms such as Facebook.




3 Theory development and research model

Venkatesh et al. (2003) conducted an in-depth study of IT behavior that provides several valuable techniques and UTAUT deployment. Subsequent researchers could use this research as a basis to further validate and test their theories. The UTAUT model (Amala Jayanthi et al., 2018) can be used to evaluate the difficulties encountered while implementing a social media environment. According to Venkatesh et al. (2003), the UTAUT model serves as the primary theoretical framework to analyze the adaptive behavior of social media managers. Figure 1 displays the proposed research model of the factors that affect three latent variables: attitude to use (ATU), intention to use (IU), and actual use of Facebook (AU). As can be seen in Figure 2, the study hypothesizes that perceived ease of use (PEOU), perceived usefulness (PU), enjoyment (PE), curiosity (CU), and perceived connectedness (PC) have a significant impact on the attitude of Facebook users. Furthermore, the model postulates that users’ attitudes (ATU) positively affect their intention to use (IU), and that (IU) has a positive impact on the actual use (AU) of Facebook users. Every supposition will be examined, in conjunction with its pertinent literature, in the subsequent section.
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FIGURE 2
 Proposed model of the study.



3.1 Perceived ease-of-use

Perceived Ease-of-use is the extent to which a user perceives that utilizing a certain system will be easy (Davis et al., 1989; Venkatesh et al., 2000). Hence, we define it as the degree to which someone believes that employing the Facebook platform requires no effort. Davis et al. (1989) articulated that “an application seen as simple to use is more likely to be adopted by users” (p. 2). Our model, consequently, includes a relationship between perceived ease of use and the intent to use. Substantial connections between these two variables have been identified in numerous empirical investigations of the TAM (Moore and Benbasat, 1991; Allam et al., 2012, 2020, 2022) discovered a powerful correlation between users’ perception of the simplicity of social platforms and their attitudes toward tagging resources. Similarly, Li et al. (2024) revealed that a high level of PEOU correlates with a high degree of perceived usefulness and a strong preference for tagging systems among users. In their examination of users’ acceptance of a combination social platform approach in an online knowledge forum, Qin et al. Qin, Liu, Mou, and Chen (2019) demonstrated that the more convenient the system is, the more favorably users view it. Furthermore, by employing an expansion of the TAM, Al-Ghaith (2015) studied individuals’ investment intentions, and conduct on social networking sites; he revealed that PEOU had a noteworthy effect on users’ dispositions towards utilizing such sites. These results affirm the following postulation:


H1: Perceived ease of use will have a positive impact on users’ attitudes towards using Facebook.
 



3.2 Perceived usefulness

Perceived usefulness (PU) is a concept referring to the extent to which an individual believes that using a particular system would be beneficial in improving their job tasks (Davis et al., 1989). It has been found that a user’s view of an information system’s utility is strongly correlated to their intention to utilize technology, particularly in work-related situations Morschheuser, Hamari, Koivisto, and Maedche (2017). Recent research on the basis of TAM-based models, however, has established a connection between perceived usefulness and users’ attitude towards using social and hedonic systems Hamari and Keronen (2017) In the case of this study, “perceived usefulness” is used to describe how much a person believes that using Facebook can make it easier to find beneficial resources. In their exploration into why people utilize gaming systems Saleem, Noori, and Ozdamli (2022)uncovered a strong association between usage and the perceived benefits procured from playing games. Even though games are regularly seen as the quintessence of hedonistically-oriented platforms, the results demonstrate that both delight and utility are similarly critical in deciding their utilization (albeit their definitive job changes between game types). Subsequently, it tends to be inferred that game systems and social hedonic systems are stages that can be utilized for more than one reason and depend on hedonic parameters even when they are utilized for instrumental purposes. Consequently, we present the accompanying hypothesis:


H2: Perceived connectedness will have a positive impact on users’ attitudes towards using Facebook.
 



3.3 Perceived enjoyment

Van-der-Heijden (2004) defines perceived enjoyment as the extent to which utilizing social systems is thought to be enjoyable, regardless of its efficacy. Owing to its pleasurable nature, online users are more likely to take part in activities on social media platforms. Allam et al., 2012, 2020, 2022 and Van-der-Heijden (2004) have established a substantial link between perceived enjoyment and user adoption of technology with significant implications for hedonic systems. Additionally, Al-Azawei (2018) has discovered a robust link between perceived enjoyment and social users’ intent to make use of social media. Thus, it is hypothesized that perceived enjoyment will be related to users’ behavioral intention to utilize the tagging systems as well as positive attitudes. As a result, we posited:


H3: Perceived enjoyment will have a positive impact on users’ attitudes towards using Facebook.
 



3.4 Curiosity

We conceptualized curiosity as the notion that utilizing Facebook will satisfy one’s innate curiosity cravings. Allam et al. (2012) observed that curiosity is positively correlated with users’ attitudes toward using social media platforms, such as social tagging tools. Moreover, earlier studies have demonstrated that curiosity appears to enhance the quality of the search experience in terms of time and data resources, as well as lead to a more vigilant recall and understanding of new information (Menon and Soman, 2002; Allam et al., 2020). Moon and Kim (2001) also studied the concept of curiosity to describe the effect of perceived playfulness on the attitude of users towards utilizing online web applications. They suggested that the notion of playfulness could have many levels, one of which is curiosity, which motivates users to heighten their perceived enjoyment, which has a beneficial effect on their attitude toward utilizing online apps. Recent research on hedonic tagging systems by Allam et al. (2020) identified three dimensions of the pleasure concept. They empirically support a previously portrayed theoretical model of three-dimensional conceptions of hedonism with three components explaining the hedonistic state of people when interacting with social tagging tools: explorability, curiosity, and enjoyment. Utilizing structural equation modeling, the research suggests utilizing a more precise definition of pleasure to encompass a hedonic factor when examining intrinsic motivation by means of interactive social media applications. Specifically, they demonstrated that users click on the tags of others out of intrinsic interest to discover what resources have been labeled. Consequently, we suggest the following:


H4: Curiosity will have a positive impact on users’ attitudes towards using Facebook.
 



3.5 Social influence

According to Venkatesh et al. (2003), social influence is the degree to which one comprehends how others feel they should utilize a new information system. Past research suggests that social influence has a bearing on an individual’s readiness to accept and use novel technologies. Together with knowledge from UTAUT and preceding studies (Amala Jayanthi et al., 2018; Salloum et al., 2018), we acknowledge how social influence significantly affects behavioral intention to employ social media technology. A recent study by Allam et al. (2020) recently discovered a noteworthy connection between social influence and the intention of users to utilize social networking sites, particularly social tagging sites. Similarly, Amala Jayanthi et al. (2018) and Salloum et al. (2018) ascertained that students’ behavioral intentions to use Facebook in the UAE are impacted by the social influence of their acquaintances who also use the network. Consequently, the following hypothesis is tested:


H6: Social influence will have a positive influence on the intentions of Facebook users.
 



3.6 Attitude

Attitude is a person’s own assessment of how beneficial or damaging their actions may be (Ajzen and Fishbein, 1980). Therefore, a Facebook user’s attitude involves their judgment on whether or not the usage of such tools is advantageous and the degree to which they decide to apply them. Attitudes are shaped based on past experiences and accessible emotional and mental data, and it is believed that they influence people’s behavior toward a specific activity (Fishbein and Ajzen, 1975). According to TAM (Davis et al., 1989), a person’s goal to utilize a system is influenced by their attitude toward using that system. Attitude is considered a primary determinant of behavior and results in extensive IS users’ acceptance research, such as social tagging (Allam et al., 2011; Dhir, 2016; Amala Jayanthi et al., 2018), social networking services (Kwon et al., 2014), social world (Hamari and Keronen, 2017), and online purchase intention (Rana et al., 2016). Accordingly, we posit the following hypothesis:


H7: Users’ attitudes will have a positive impact on users’ attitudes towards using Facebook.
 



3.7 Intention to use

TAM postulates that beliefs or attitudes towards perceived usefulness dictate users’ intention to engage (IU) with the technology, resulting in actual usage (AU) of the technology (Davis et al., 1989; Venkatesh et al., 2000). In the context of our current research on social media, we conceptualize IU as the continuing determination to partake in social media-related activities using Facebook (Fishbein and Ajzen, 1975).

Additionally, we conceptualize AU as the frequency with which an individual interacts with Facebook. Notably, the connection between PU, IU, and AU in the TAM model was derived from the TRA theory (Ajzen and Fishbein, 1980). We posit, based on the TRA, that a social media user’s behavior on Facebook is determined by his or her intention to use it, which is dependent on his or her perceived benefit from the social media platform. Intention symbolizes a decision that a person has made on whether or not to execute a particular behavior and, thus, is established through a process of mental contemplation, conflict, and commitment that may take a considerable amount of time (Davis, 1986). Consequently, intention implies a more constant mental state of a user in terms of social media consumption behavior. IU Social media is the conscious and intentional portrayal of an individual’s eagerness to employ social media.

Consequently, in our extended technology acceptance model, we view IU social media use as the precursor of Facebook consumption. We posit that the selection of IU social media should be determined by the user’s evaluation of its advantages. The Theory of Reasoned Action states that, as a general rule, the more positive an individual’s opinion on an action, the more likely they are to indulge in that behavior. Different social media applications serve various functions. For example, LinkedIn, Twitter, Pinterest, and Digg are used for professional networking, while YouTube is utilized for sharing videos. Considering that social media is about user-generated and shared content, the amount of communication by people implies that they have a positive view of these websites. The countless Facebook posts that get comments, the millions of tweets that are retweeted, and the many YouTube videos that are uploaded and commented on demonstrate that users are participating in these activities due to their good perception of the sites. We suggest that social media users form opinions about PU derived from their experiences and actions on social media sites. The favorable outlook towards potential gain, as elucidated by Bandura (1977), Ajzen and Fishbein (1980), Davis et al. (1989), and Ajzen (1991), may thereby anticipate IU social media and stimulate its adoption. Recent studies have employed the Theory of Reasoned Action to foretell actual utilization of social media (e.g., Amala Jayanthi et al., 2018; Allam et al., 2019; Shafique et al., 2020). Hence, we propose the following hypothesis:


H8: Users’ intentions will have a positive impact on users’ attitudes toward using Facebook.
 




4 Results and analysis

To corroborate the suggested model, Structure Equation Modeling (SEM) was applied as the data analysis method (Chin, 1998), as the aim of the research was to analyze the connection and the effect of interactions between five dimensions. SEM is a technique employed to detect and estimate linear relationship models between tangible and latent variables (Fornell and Larcker, 1981; Gefen and Straub, 2005), who recommend using SEM to measure the intensity and direction of the correlation between the theoretical components. Smart PLS was the software utilized in our study to assess the measurement and structure.

Table 3 displays the findings of the measurement framework, including average variance extracted (AVE), composite reliability (CR), variance inflation Factors (VIF) as a multi-collinearity measure, Cronbach’s alpha, and item loading. To evaluate the convergent authenticity of reflective variables, AVE is taken into account. As Table 3 demonstrates, the AVE values in this study were higher than the 0.5 cutoff point, varying from 0.581 to 0.866 (Garver and Mentzer, 1999). Concerning all latent variables over the 0.7 cutoff, the composite reliability ranged from 0.831 to 0.928, while the internal consistency reliability ranged from 0.702 to 0.879 (Hulland, 1999). The VIF figures indicate that the multi-collinearity assumption was not breached. The reliability of a single item is investigated by measuring the outer loadings, which pertain to the loadings of the reflective items with their corresponding constructs. This is shown in Table 3. If an item’s loading is 0.7 or higher, it is deemed acceptable (Urbach and Ahlemann, 2010). All items in the research had external loadings that ranged from 0.718 to 0.931, with the exception of one item that had an external loading of 0.675.



TABLE 3 AVE, VIF, Cronbach’s alpha, external weighing, and estimates of loads derived from the measurement framework.
[image: Table1]


4.1 Testing for discriminant validity

The aim of the research was to analyze the connection and effect of interactions between five dimensions. Researchers employ SEM to detect and estimate linear relationship models between tangible and latent variables (Fornell and Larcker, 1981; Gefen and Straub, 2005), recommending its use to measure the intensity and direction of correlation between theoretical components. We used Smart PLS software in our study to evaluate the measurement and its structure.

Table 3 displays the findings of the measurement framework, including average variance extracted (AVE), composite reliability (CR), variance inflation factors (VIF) as a multi-collinearity measure, Cronbach’s alpha, and item loading. We consider AVE to evaluate the convergent authenticity of reflective variables. As Table 3 demonstrates, the AVE values in this study were higher than the 0.5 cutoff point, varying from 0.581 to 0.866 (Garver and Mentzer, 1999). Concerning all latent variables over the 0.7 cutoff, the composite reliability ranged from 0.831 to 0.928, while the internal consistency reliability ranged from 0.702 to 0.879 (Hulland, 1999). The VIF figures demonstrate that the multi-collinearity assumption remained intact. We investigate the reliability of a single item by measuring the outer loadings, which correspond to the loadings of reflective items with their respective constructs. This is shown in Table 3. If an item’s loading is 0.7 or higher, it is deemed acceptable (Urbach and Ahlemann, 2010). All items in the research had external loadings that ranged from 0.718 to 0.931, with the exception of one item that had an external loading of 0.675.



4.2 Testing for discriminant validity

Moreover, we assessed discriminant validity, which refers to the extent to which the measures for each latent variable deviate from the measures of other constructs. In simpler terms, it guarantees that the items in a construct do not inadvertently measure other constructs. According to Fornell and Larcker’s (1981) criteria, for a latent variable to be deemed valid, the square root of the AVE of the latent variable should have a stronger correlation with itself than with any other construct. Table 4 demonstrated that for each latent variable, the square root of AVE exceeded the estimations of intercorrelations with other pertinent constructs (Fornell and Larcker, 1981). No relationship was found between 0.85 and bigger constructs (Kline, 2011). Therefore, we can infer that the estimations of intercorrelation across all constructs seemed to be internally consistent, which confirms that all constructs are authentic.



TABLE 4 Discriminant validity of the research factors.
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4.3 Testing the structural model

Next, in the structural model evaluation process is the examination of path coefficients between latent variables. Recommendations for evaluating path coefficient correlations include three checks: algebraic sign, size, and significance. The magnitude of a path coefficient reflects the strength of the association between latent variables. Paths that show signs contrary to the theoretical model do not support the hypotheses of the model. Path coefficients must be significant at the 0.05 level or above (Hair et al., 2011). Recent research (Efron and Tibshirani, 1994; Hair et al., 2011) suggests employing resampling approaches such as bootstrapping to assess the relevance of the model (Hsu and Lin, 2008). The bootstrapping method is used to evaluate the significance of the t-value. Table 5 provides a summary of the path coefficients for the tag generation and sharing model, along with their associated t-values. This study adopted a bootstrapping method in assessing the t-value, utilizing 5,000 samples with 540 observations collected for the analysis. Figure 2 displays the structural model, which features three endogenous variables (i.e., attitude, intention, and actual Facebook usage behavior). The structural model is in accordance with all eight hypotheses, with the following values being statistically significant at the 0.001 level: 2.1, 2.6, 3.4, 3.02, 4.25.5.20, 6.54, and 5.6. The ATU’s R2 of 0.65 indicates that the influencing variables account for 65% of the variance in the attitude toward using Facebook, while the intention’s R2 of 0.72 implies that attitude and social presence together explain 72% of the variation in the intention construct. Lastly, the R2 for actual use was 0.68, revealing that intention to use explains almost 68% of the variance in actual Facebook usage (Figure 3).



TABLE 5 Results of structural model.
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FIGURE 3
 The research model with relation significance.





5 Research method


5.1 Instrument development

A theoretical model was devised to delve into the factors influencing the adoption behavior of Facebook users. To scrutinize this, a questionnaire was meticulously crafted to inquire about participants’ perceptions and experiences with Facebook. The questionnaire encompassed 28 measuring items. To align with the context of Facebook adoption, questions adapted from prior Information Systems (IS) research underwent minor adjustments. The items for Perceived Ease of Use (PEOU), Attitude (ATT), and Intention to Use (IU) were drawn from studies by Davis et al. (1989) and Liao et al. (2008). For the concept of Perceived enjoyment (PE), items based on Davis et al. (1989) and Adilla-Melendez et al. (2013) were developed. To assess perceived connectedness, items were slightly modified from Kwon et al. (2014). Additionally, items from the recent research of Allam et al. (2019) were utilized to measure the construct of Curiosity (CU). Ultimately, three items were formulated to quantify Actual Usage (AU), drawing from the works of Phang et al. (2009), Moon and Kim (2001), Hsu and Lin (2008), and Rauniar et al. (2013). The questionnaire employed a seven-point Likert scale, ranging from “Strongly Disagree” (1) to “Strongly Agree” (7), to evaluate each topic. A compilation of the specific constructs and item measurements is provided in Table 1.



TABLE 1 Constructs and detailed items with sources.
[image: Table4]



5.2 Data collection

We disseminated a link to the survey and a synopsis of the study over UAE Facebook groups to evaluate our proposed model. Invitees were asked to provide responses regarding their Facebook usage patterns in our online survey. To incentivize participation in the study, participants had the opportunity to enter a draw for one of 30 AED 25 Amazon gift cards. To avoid duplicate replies, we implemented browser cookies and strictly followed the survey’s progression. Email addresses were employed to detect duplicate entries, as individuals had to supply them to be in the draw. From the first announcement, a total of 559 answers were obtained. We re-posted the invitation and the survey link on the same Facebook group a week after the first announcement, resulting in an additional 170 answers. Over the 10 days that the survey link was active, 729 people responded. Hundred and eighty nine unfinished responses were excluded, leaving 540 completed, ready-to-analyze answers. Table 2 includes the attributes of the respondents in our sample.



TABLE 2 Descriptive statistics for variables impacting attitude, behavioral intention, and real Facebook utilization (N = 540).
[image: Table5]

Table 2 shows that 44% of survey respondents were male and 56% were female. Generally, the majority of users were in the age range of 31 to 40, followed by those aged 21 to 30. Regarding nationality, 28% were Indian, 24% were Egyptian, 18% were Pakistani, 15% were from Bangladesh, 8% were from Iraq, and 5% were from Jordan. Interestingly, despite the survey being conducted in the UAE, only 2% of Facebook users were UAE citizens. This could be attributed to Instagram or other social media platforms being more popular in the UAE than Facebook. When it comes to experience, 24 and 33% of respondents declared they had used Facebook for 3–5 years, respectively. This is likely due to the fact that most users are relatively new to Facebook. As for the average amount of time spent on Facebook, 44% of users said they use it between 1 and 2 h per day, while 35% said they use it for 2–3 h per day.




6 Discussion and implications

Facebook’s global ubiquity stems from its ability to foster interpersonal connections, facilitate communication, provide entertainment, and promote social interactions among its vast user base. In light of this, our research endeavors to identify the motivational drivers behind social media platform usage and explore their impact on user acceptance of Facebook. To achieve this, we have developed an integrated research model aimed at complementing the well-established Technology Acceptance Model (TAM) when applied in the dynamic context of social media.

By expanding the TAM model, our study seeks to elucidate crucial factors influencing users’ acceptance and usage behavior on social media platforms, particularly Facebook. Through empirical analysis, we have made significant theoretical advancements in understanding social media adoption and usage. Building upon prior research insights and frameworks (Rauniar et al., 2014; Al-Azawei, 2018; Allam et al., 2019, 2020; Al-Qaysi et al., 2020). our study represents a comprehensive investigation into user acceptance and actual utilization of social media within the unique context of the UAE.

The internal consistency and composite reliability of the constructs examined in our study indicate the robustness of our model and the soundness of the proposed hypotheses. As such, our research provides a solid foundation for future explorations into various social media platforms, offering valuable insights for academia and industry alike.

The proposed study posited that Perceived Ease of Use (PEOU), Perceived Usefulness (PU), Perceived Enjoyment (PE), Curiosity (CU), and Perceived Connectedness (PC) would exert a positive influence on Facebook users’ attitudes. Furthermore, the study hypothesized that users’ attitudes and social pressure would significantly impact Facebook usage, ultimately leading to increased application of Facebook. The outcomes of the factor analysis and the measurement model were instrumental in identifying the essential components of the new TAM model for social media. This represents a crucial contribution to the social media literature, enriching the TAM framework with emotional and hedonic elements tailored to the dynamics of social media platforms. The validated model holds the potential to serve as a benchmark for future researchers in this domain.

According to our research findings, perceived ease of use, usefulness, connectedness, enjoyment, curiosity, and connectedness all play significant roles in influencing the decision to utilize Facebook in the UAE. Notably, pleasure and curiosity emerged as more influential factors than perceived usefulness, contrary to previous TAM findings on static applications. Historically, research on technology acceptance has heavily emphasized utilitarian aspects, emphasizing practical advantages as the primary motivator for technology use. However, our findings suggest that the primary driver behind Facebook usage lies in hedonistic motives, such as seeking amusement and curiosity-driven exploration of novel content on other users’ profiles. This aligns with recent studies proposing hedonism as a key predictor of social media application usage, particularly when users engage with platforms out of enjoyment in browsing their content.

Additionally, our findings challenge the conventional notion that perceived ease of use is a decisive factor in determining Facebook acceptance. While users perceive social networking websites like Facebook as user-friendly and easy to navigate, our study suggests that other features such as enjoyment, curiosity, social impact, and perceived connectedness play more significant roles in motivating their usage. This aligns with previous research on Facebook and Twitter, indicating that users find these platforms easy to use due to their intuitive interfaces and basic functionalities, facilitating seamless adoption even among novices.

An intriguing discovery from our study is the prominence of perceived connectedness as a predictor of user attitudes towards using Facebook, surpassing the influence of perceived usefulness and perceived ease of use. This underscores Facebook’s role in fostering personal connections and highlights users’ inclination to utilize the platform for establishing and nurturing social relationships, ultimately leading to a sense of connectedness. For instance, features like Facebook’s “Find My Friends” functionality contribute to enhancing feelings of closeness by facilitating effortless location sharing among users, further reinforcing their social bonds.


6.1 Limitation and future direction

While our findings contribute significantly to our understanding of social network adoption, particularly on Facebook, there are notable limitations in our study that should be considered when planning future research on similar topics. Firstly, our study was confined to the setting of the United Arab Emirates. Therefore, conducting a more comprehensive investigation that includes a more diverse population would enrich the pool of knowledge on this subject. Secondly, our research model did not account for individual characteristics among survey respondents. Individual attributes such as age, gender, and experience are expected to have moderating effects on the process of technology adoption.

Hence, future research could explore additional motivational factors that were not addressed in our study. For instance, Kwon et al. (2014) suggest that perceived mobility is a significant driver of Facebook and Twitter user adoption. Additionally, Salloum et al. (2018) and Sangi et al. (2018) argue that performance expectancy is strongly correlated with users’ willingness to use Facebook in the UAE. It is important to note that, as defined by Venkatesh et al. (2003), “performance expectancy” refers to the extent to which an individual believes they can achieve benefits in their job performance with the assistance of an information system.”

Furthermore, as our proposed research model only explains 65%, 72%, and 68% of the variances in attitude, intention, and actual Facebook usage, respectively, incorporating additional elements such as perceived portability (Kwon et al., 2014) and performance expectation (Amala Jayanthi et al., 2018) may enhance the model’s ability to elucidate these phenomena.




7 Conclusion

This study delved into the perceptions of UAE users regarding the adoption of social media technology, focusing specifically on Facebook, employing the Technology Acceptance Model (TAM). Recognizing the dynamic nature of social media platforms, we extended the traditional TAM framework to comprehensively investigate the factors influencing Facebook usage among UAE users, drawing on insights from previous research in the realm of social media platforms.

To gather data for our quantitative study, we utilized the survey method, capturing the perspectives and behaviors of users in the UAE. Structural Equation Modeling (SEM) was employed to assess the predictive power of our research model, which aimed to elucidate the determinants of users’ attitudes towards Facebook, subsequently influencing their motivation and actual usage.

Our proposed model integrated several key variables deemed critical in shaping users’ attitudes and behaviors on Facebook. These variables included Perceived Ease of Use (PEOU), Perceived Usefulness (PU), Perceived Enjoyment (PE), Curiosity (CU), and Perceived Connectedness (PC). We posited that these factors collectively influence users’ attitudes, intentions, and ultimately their usage behavior on Facebook.

Moreover, recognizing the inherently social nature of social media platforms, our model also incorporated the influence of social factors, predicting that social influence would play a significant role in users’ intention to use Facebook. This aspect reflects the interconnectedness and influence of social relationships within the realm of social media platforms.

Through a comprehensive empirical validation process utilizing Structural Equation Modeling (SEM) and Smart PLS, our research model demonstrated considerable explanatory power. Specifically, our model accounted for 65% of users’ attitudes, 72% of users’ intentions, and ultimately 68% of actual Facebook usage among UAE users.

Our study underscores the versatility and applicability of the Technology Acceptance Model (TAM) in the context of social media platforms. By augmenting the traditional TAM framework with relevant social and hedonistic aspects tailored to the social media environment, we were able to provide valuable insights into users’ perceptions and behaviors on Facebook within the UAE context.
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Attitude to use ATU2 086 076 09 13 086
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Curiosity cuz 083 07 084 131 082
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PCl 083

Perceived connectedness | PC2 082 072 0.88 123 084
PC3 081
sp1 0.3

Social presence sp2 0.2 074 0.89 135 0.2
sP3 081
w1 085

Intention to use w2 0.7 07 09 13 085
s 081
AUl 0.5
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Construct Item Source

PUL: I think Facebook provides useful services and information to me.
Perceived usefulness
*v) PU2: I think Facebook enhances the effectiveness of my life in general. Davis et al. (1989)

PU3: T think Facebook is useful to my life.

PEOUI: Find using Facebook easy to do.
Perceived ease of use PEOU2: 1 find it easy to become skill- ful at creating posts on Facebook. Adapted from Davis et al. (1989) and Hsu
PEOU PEOUS3: I find learning to use Facebook easy. and Lin (2008)

PEOU: I think Facebook improves my job/task performance.

PELL I find using Facebook o be enjoyable
Perceived enjoyment

= PE2: The actual process of using Facebook is pleasant Adilla-Melendez et al. (2013)

PE3: The process of using Facebook is interesting

CUI: Using Facebook stimulates my curiosity

CU2: Following people’s posts on Facebook is interesting Allam et al. (2020)

(cv)

CU3: Using Facebook arouses my imagination
PCL: 1 feel nice when I can access Facebook at my convenience.

PC2: 1 feel like being connected to the real world because I can see and search for
Perceived connectedness

information that I want. Kwwon etal. (2014)
(PC)

PC3: 1 feel emotionally comforted because I can do something interesting with Facebook at

my convenience.

SP1: There is a sense of social interaction in the tagging tool(s).
Social presence

iy SP2: There is a sense of social collaboration in the tagging tool(s). Adapted from Allam et al. (2020)
SP3: There is a sense of sociability in the tagging tool(s),
AU I think using Facebook is beneficial to me.
Attitude
@ AU2:1 think using Facebook is a nice idea. Davis et al. (1989)
AU3: I think Facebook is helpful to our society.
U1: I will continue to use Facebook (or Twitter).
Intention to use
w0 1U2: 1 will recommend my friends to use Facebook (or Twitter). Davis etal. (1989)
1U3: Lintend to use Facebook (or Twitter) as much as possible.
Tofien use Facebook o create and share posts (Strongly) Disagree-(Strongly) Agree
AUL: How often per week do you visit your Facebook account? 0.86 (Never, rarely,
Actual use Developed based on Phang et al. (2009) and
occasionally, often, frequently)
(au) Rauniar et al. (2014)

AU2: How many hours do you use your Facebook account every week? 0.64 (8.68) (0-2,
2-4,4-6,6-8h, more than 8h)
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Gender Number

Male 239

Female 301 56%
Age 0%
Under 20 43 8%
21-30 160 30%
31-40 190 35%
41-50 95 18%
51-60 42 8%
Over 60 10 2%
Nationality

India 1512 28%
UAE 108 2%
Egypt 1296 24%
Pakistan 972 18%
Bangladesh 81 15%
Irag 432 8%
Jordan 27 5%

Number of Friends on Facebook

0-100 10 2%
101-150 70 13%
151-200 60 1%
201-250 80 15%
251-300 140 26%
>300 180 33%

How long have you been using Facebook?

Less than a year 40 7%
1-3years 180 33%
3-5years 130 24%
5-7years 100 19%
More than 7 years %0 17%

‘The average time used per day

Less than 1h 20 4%
1-2h 240 4%
2-3h 19 35%
3-4h 90 17%
4-5h 13 %
More than 6h 7 1%

Total 540 100%
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