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ABSTRACT 

Day after day, location based social networking (LBSN) services are becoming increasingly more popular 
and rapidly adopted on a global scale by attracting millions of users. Many of LBSN users have integrated 
these services into their daily practices. Furthermore, mobile LBSN adoption and   use differs greatly across 
national contexts and the impact of cultural factors on the LBSN use is considered as an interesting issue to 
be addressed. Therefore, this research in progress proposes a   new concept model for mobile 
LBSN adoption and usage that is based on three models:  Triandis’s Model, the Technology Acceptance 
Model (TAM), and Hofstede’s cultural model. This proposed research model explores the structural 
relationships among mobile LBSN actual usage on mobile phones and the LBSN enablers: perceived 
enjoyment, facilitating conditions, and social factors. Further, the relationships between the proposed 
research model’ constructs are moderated by Hofstede’s cultural dimensions. It also discusses how this 
research model will be tested across two different cultures (Western vs. Non Western) in different nations 
(Tunisia, Morocco, Kuwait, and Italy). It is expected that this comparative study will contribute to efforts 
of identifying the role of contextual cultural factors in macro-level LBSN adoption and diffusion on mobile 
phones and will have potential benefits to advance research and practice of social networking services 
(SNSs) and LBS. 

Keywords: Location Based Social Networking (LBSN), Mobile Phones, Cross-Cultural Comparison, 
Triandis’s Model and Facebook. 

INTRODUCTION 

Location based social networking (LBSN) has a crucial role as part of networks, and as a result, these 
services cannot be used isolated from other potential patterns of use. Kraemer et al. [45] argued that 
variations in innovation outcomes in different countries are even greater if the innovation is a consumer 
technology. Thus, it can be assumed that LBSN adoption and use differs greatly across national contexts and 
the effect of cultural factors on the LBSN use is considered as an interesting issue to be addressed. In other 
words, since the ubiquitous nature of the Internet is facilitating LBSN activities on mobile phones across 
nations, thus, a cross-cultural approach to research on attitudes and adoption of LBSN is both justified and 
necessary. Indeed, these activities demand a new conceptualization of LBSN users behaviour that transcends 
national boundaries and takes into consideration cross-cultural effects. Furthermore, Kim et al. [44] provide a 
concise summary of the extant literature, and find evidence for significant variations between countries in 
adoption rates and usage patterns of IT applications.  

To better understand what drives LBSN across cultures, this paper aims, first, to outline national differences 
in LBSN use patterns and second, to add validation to technology acceptance theories and models from a 
cultural perspective to capture behavioural adoption and usage of LBSN on mobile phones in different 
dissimilar countries: Tunisia, Morocco, Kuwait and Italy. In order to enhance our understanding on the 
cultural effect, we draw upon the work of Hofstede [32] and use his measures of cultural dimensions to 
examine the link between cultural context and LBSN adoption and use on mobile phones.  

Despite this breadth of research on behavioural use of LBSN, larger scale research is still needed to reach 
significant results in area of evaluating cross-cultural issues in social networking services across the world 
[25]. Accordingly, the question of how culture might moderate LBSN’ users behaviour remains largely 
unanswered. Therefore, technology acceptance theories and models need additional validation from a cultural 
perspective. 

https://doi.org/10.48009/2_iis_2013_109-118
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In order to address these gaps in the literature, we aim to answer the following issues: 

RQ1. Does culture play a significant role on the adoption and usage of LBSN on mobile phones across 
different cultural contexts (Arabic and Western cultures)? If so, RQ2. To what extend do Hofstede’s cultural 
dimensions impact the LBSN adoption across these cultures?  

RESEARCH BACKGROUND AND THEORETICAL FRAMEWORK 

This section will briefly describe the main literature streams that are relevant for this study.  

Theoretical models of technology acceptance and adoption 

Many competing theoretical models co-exist in the technology acceptance and adoption literature, each with 
different focus and tested in different contexts (e.g. E-commerce, E-learning, Social Networking, Internet 
Usage, etc.). For the purposes of this study, we focus on previous results based on the technology acceptance 
model (TAM) and the Triandis’s model in the innovative technology context. 

Technology Acceptance Model (TAM). The TAM  suggests that users formulate a positive attitude toward 
the technology when they perceive it to be useful and easy to use. Furthermore, user adoption and usage of a 
new information system can also be determined by the beliefs and attitudes toward the information systems 
[20]. In this sense, prior researches [36, 42] used TAM to investigate the acceptance and the intention to use 
of Information Technology (IT).  

Despite the wide use of TAM by researchers and practitioners to predict and explain user acceptance of IT, 
researchers have also recognized that the generality of TAM fails to supply more meaningful information on 
user’s opinions about a specific system [50].  

Further, Dillon et al.[23] argued the major theoretical limitation of TAM is the “exclusion of the possibility 
of influence from institutional, social, and personal control factors”. Therefore, some authors provided a 
refined view to assess the appropriateness of the model for predicting general individual acceptance, since 
the main TAM constructs do not fully reflect the specific influences of technological and usage-context 
factors that may alter user acceptance [43].  

Triandis’s Theory of Interpersonal Behaviour (TIB). The TIB is considered as a theory of social behaviour 
that complements the Theory of Reasoned Action (TRA) and provides the norms through which human 
social behaviour can be understood [71]. Triandis’s model argued the probability of performing a given 
behaviour is determined by a number of factors and considers habit, social factors (similar to subjective 
norms), affect, perceived consequences, and facilitating conditions (similar to perceived behavioural control) 
for understanding human behaviour of intention and actual behaviour.  

In this study, we focus on a subset of Triandis’s framework which is similar to the one adopted in Thompson 
et al. [74], and W. Chueng et al. [16], because it is relevant to this study. 

Related work to Location-Based Social Networking (LBSN) 

What are LBSN? The LBSN phenomenon has also been named Locative Mobile Social Networks. De Souza 
et al.[21] defined LBSN as commercial applications, available through a cell phone, that help build networks 
of mobile nodes (in this case moving people) by displaying the geographic position of users on a map. Users 
are enabled to locate each other in physical space and interact with one another depending on the relative 
distance. Furthermore, Fusco et al.[29] defined LBSN “as the converge between location-based services 
(LBS) and online social networking (OSN)”. Further, they argued that LBSN applications offer users the 
ability to look up the location of another “friend” remotely using a smart phone, desktop or other device any 
time anywhere. For the purpose of our study, we adopt the LBSN definition of Fusco et al. [29].  

Moreover, Lu et al.[51] argued that LBSN are becoming increasingly popular on a global scale. Further, they 
deemed that full bloom of LBS depends not only on technology improvement and development but as well as 
user acceptance. 
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Why LBSN? LBSN allows users to interact relative to their current locations, for instance, to match users 
with a place, event or local group to socialize in or facilitate users’ decision on a meeting activity within the 
users group. Popular LBSN applications like Foursquare, Facebook, and Gowalla use LBS capabilities via 
mobile device Internet connection to let users notify others of their locations by “checking in” to that 
location.  Such social networking sites (SNSs) since the moment of their introduction have attracted millions 
of users, many of whom have integrated these sites into their daily practices [10]. In this sense, Chow et al. 
[18] argued that social networking applications have become one of the most important web services (e.g., 
Facebook and Twitter), which provide Internet-based platforms for users to interact with other people that are 
socially relevant to them (e.g., their friends). In the last years, the growth of Facebook’ users number affirms 
that LBS are becoming more popular, rapidly adopted, and incorporated systems such as social networking 
sites that are already extensively. In this sense, statistics made by Shields (2010) reported that Facebook has 
confirmed that more than 150 million people “actively” use Facebook on their mobile device. 

Research into social networking usage patterns in the social relationship context suggests that Facebook is 
used and adopted primarily to maintain contact with offline connections rather than to develop new 
relationships [26]. In this sense, Lampe et al. [46] found that Facebook is used by students for purposes 
related to “social searching” rather than for “social browsing”. Accordingly, these studies indicate that 
Facebook serves a “sociability function” that enables users to maintain relationships with offline connections 
both near and far. 

In addition to the research on the social ties of social networking usage, researches focused on the privacy 
issue of LBSN usage on mobile phones. Ajami et al. [3] addressed the privacy issues in mobile social 
networking applications considering the users’ points-of-view and their acceptance of such applications. 
Further, they elucidated some of the suggested mechanisms to endorse users’ trust in social interactions. 

Culture perspective 
 
Leung et al. [49] argued “the view that social behaviour is partly a product of dominant values and ideologies 
of a culture has gained increasing acceptance in academic psychology”. In earlier research, there have been 
enormous efforts to examine human cultures and their cultural differences in several fields such as 
anthropology and cross-cultural psychology [1, 32, 66, 67, 76]. In spite of this, Straub et al. [70] argued 
cross-cultural study has not received as much attention as necessary in IS research areas because of its 
difficulties in explicitly defining and measuring the concept of culture. Further, Rouibah [65] argued very 
few studies have focused on IT/ICT in the Arab world compared to those in North America and Europe. 
Therefore, this study attempts to investigate the influence of the Arabic culture comparing to the Western 
culture on the LBSN usage on mobile phones.  

Hofstede’s cultural dimensions. Hofstede [34] defines culture as patterns of thinking, feeling and potential 
acting, which have been learned throughout a lifetime, and which are likely to be used repeatedly and 
unlikely (or difficult) to be changed by the individual.  

Hofstede [34] describes culture using five dimensions: Power Distance (PDI), Uncertainty Avoidance (UAI), 
Individualism vs. Collectivism, Long-Term Orientation (LTO), and Masculinity (MAS).  

Regardless of the considerable criticism of Hofstede’s work over the years [55, 76], Hofstede’s framework 
had a widespread use in social science research for defining and measuring cultural differences [68], and it 
has also received strong empirical support [69]. Despite, Hofstede’s cultural dimensions were provided as the 
most influential culture theory among social science research [57], there are still few studies [12, 78, 82] 
focusing on the exploitation and application of such cultural dimensions in explaining LBSN behaviour 
usage across-cultures.  

Characteristics of Arab culture. Arab culture puts an emphasis on social relationships, is based on oral 
communication, and has its priority on face-to-face interactions. With the emergence of new ICT, Arab 
people found new channels to disguise their real identity, to talk free of any social norm [65]. These 
characteristics may explain why and how Arabs engage in social network sites in general and LBSN in 
particular, especially after the critical roles of SNSs in so-called Arab Spring [6].  

Characteristics of Western culture. Western culture is characterized by the freedom of speech and freedom of 
association-the values of classical democracy [50]. Further, it puts an emphasis on the individual person who is 
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independent and self-reliant. In this sense, individuals, in the Western culture, should be able to act on their own 
reason without interference from others. Yong [81] argued westerners tend to think more analytically, as befits 
their philosophical heritage of reductionism, utilitarianism and so on. 

 

CONCEPTUAL DEVELOPMENT 

LBSN usage on mobile phones are currently considered as young phenomenon in growth, we believe social 
pressure plays an important role in explaining their use from a social relationship perspective. Further, the 
facilitating conditions (such as the availability of internet connection on the mobile phone, screen dimension 
etc.) are considered also an important element in analysing such phenomenon. For these reasons, we decided 
to adopt a more comprehensive social psychological model, the Triandis’s model [75], which includes both 
the social factors and facilitating conditions constructs, to explain LBSN usage on mobile phones in this 
study.  However, in our research, we applied the Triandis’s model to predict LBSN actual usage on mobile 
phones for social relationship context. The direct effects of facilitating conditions, social factors, affect, and 
attitude on actual behaviour (LBSN usage on mobile phones) are investigated in this study. Since we were 
interested in the prediction of actual behaviour, “intention” was excluded from the research model similar to 
the work of W. Chueng et al [16], Kim and Lee [71] and Bergeron et al [9]. Instead, we studied the direct 
effects of social factors, affect, and attitude on current behaviour. Often habit is assessed by using a 
measurement of past behaviour or behavioural frequency [15], as is the case with the Triandis’s model. In 
our investigation the construct “Habit” was also dropped from our research model because in a cross-
sectional study measurements for habit and actual behaviour are the same. For the same reasons, some prior 
studies applied the Triandis’s model and were interested in the prediction of actual behaviour excluded 
“habit” construct [14, 16, 74]. 

Furthermore, the Triandis’s model has been successfully used in a number of technology adoption studies 
[9,71,16]. However, certain important relationships were neither included nor tested using this model. 
Nevertheless, these relationships, such as how cultural dimensions affect the LBSN adoption and usage on 
mobile phones. Therefore, we attempt to incorporate Hofstede’s cultural dimensions into the Triandis’s 
model to form a new research framework for the investigation of factors affecting the use of LBSN on 
mobile phones and to contribute to the LBSN literature. The results may prove insightful also for 
telecommunication operators hoping to encourage more use of these social networking services on the 
mobile phones. 

Summing up, we developed our research model and hypotheses (Figure 2) by modifying and combining 
some relevant constructs for the research from TAM and the TIB to enhance our understanding of the 
determinants and the antecedents of LBSN usage on mobile phones across Western and Arabic cultures. 
Accordingly, based on previous results of Pavlou and Chai [58] study, we incorporate three of Hofstede’s 
[34] cultural dimensions: individualism vs. collectivism (IND), high vs. low power distance (DPI), and long 
vs. short orientation term (LOT), into the research model as key moderators of the model’ constructs, aiming 
to explain LBSN use on mobile phones across cultures.  
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Figure 2.  Proposed Research Model and Hypotheses 

 

Hypotheses 

1.1 Direct Effect 

Attitude. Attitude towards behaviour “is a person’s inclination to exhibit a certain response toward a concept 
or object” [24]. 

Further, attitude toward an innovation is a critical intervening variable in the innovation adoption decision 
[64]. Thus, attitude toward a specific information technology is conceptualized as a potential user's 
assessment of the desirability of using that technology [20, 60] and, according to the TAM, predicts an 
individual’s use of technology. Therefore, we would expect that: 

H1. There is a positive relationship between an individual’s attitude toward LBSN and his/her actual 
use of LBSN on mobile phones. 
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Social Factors. Social factor is defined as “an individual’s internalization of the reference group’s subjective 
culture, and specific interpersonal agreements that the individual has made with others, in specific social 
situations” [75]. In other words, LBSN’ users may believe that their family, colleagues and peers would 
approve certain LBSN behaviours, and this belief plays an important role in influencing their behaviour.  

Further, when the Triandis’s model [75] was used as a guiding framework, a number of studies found a 
positive relationship between what the subject thought others wanted him/her to do and the usage of various 
IS [9, 30]. Therefore, consistent with previous empirical findings based on Triandis’s model, we would 
predict that: 

H2: There is a positive relationship between the social factor and the actual LBSN usage on mobile 
phones. 

Facilitating Conditions. Facilitating conditions are the ‘objective factors, ‘out there’, in the environment, 
that several judges or observers can agree make an act easy to do [75]. This construct is related to the 
perceived behavioural controls concept in the TPB [59]. Triandis [75] explains that an objective 
environmental condition can function as an important variable that prevents the behaviour from occurring, 
even despite a strong intention to engage in the behaviour. Therefore, we predict that: 

H3: There is a positive relationship between facilitating conditions and the actual LBSN usage on 
mobile phones. 

Perceived enjoyment. Perceived enjoyment may be defined as the extent to which the activity of using the 
computer is perceived to be enjoyable in its own right, apart from any performance consequences that may be 
anticipated [13, 22, 53]. Hence, individuals who experience immediate pleasure and joy from using the 
computer per se will be more likely to use it more extensively than others [73]. By extending these results to 
the context of LBSN, we can therefore, postulate that: 

H4: There is a positive relationship between perceived enjoyment and the actual LBSN usage on 
mobile phones. 

1.2 Moderator Effect 

Power Distance (PDI). With respect to social factors, the first relevant cultural difference between Arabic 
nations (Tunisia, Morocco, and Kuwait) and Western nations (Italy) is power distance (PDI) dimension, 
which refers to the extent that people accept a hierarchical system with an unequal power distribution [32]. 
High power distance means that less powerful individuals accept large status differences. Superiors tend to 
be autocratic and paternalistic, and subordinates willingly do as they are told [33]. Therefore, we can 
postulate that: 

H2a: The positive relationship between social factors and the actual LBSN usage on mobile phones is 
stronger in nations with high level of power distance.  

Individualism vs. Collectivism. In addition to (PDI), we note a second important cultural difference related to 
social factors between Arabic nations and Western nations: individualism vs. collectivism. Members of 
individualistic societies prefer self-sufficiency, while those in collectivistic cultures acknowledge their 
interdependent natures and obligations to the group [32]. Previous studies have replicated Hofstede’s cultural 
dimension of collectivism, finding that it places relatively greater importance on the group’s needs and norms 
than individualism [76]. Because Arabic nations are highly collectivist and Western nations are highly 
individualistic, we expect a cultural difference in the effect of social factors on the actual LBSN usage on 
mobile phones. Therefore, we postulate: 

H2b: The positive relationship between social factors and the actual LBSN usage on mobile phones is 
stronger in collectivist than in individualist nations. 

Further, we can note that the cultural component is relevant to the relationship between attitude toward 
LBSN on mobile phones and actual usage. Collectivist nations (e.g. Tunisia, Morocco, and Kuwait) have 
strong relations within the “in-group”, in other words, peers, the extended family and familiar acquaintances 
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have a key role in impacting the individual’s behaviour [35]. In-group relations focus on maintaining 
harmony by going along with the group’s wishes and promoting long-term relationships. Therefore, 
Hofstede’s cultural dimension of individualism vs. collectivism has also an impact on the attitude toward 
using LBSN on mobile phones with the actual behaviour, thus, we expect that:   

H1b: The positive relationship between attitude and the actual LBSN usage on mobile phones is 
stronger in collectivist than in individualist nations.  

Long-Term Orientation (LTO). Cultural differences between Arabic and Western nations are also relevant to 
the relationship between the facilitating conditions and the actual behaviour. According to Hofstede [34], 
Arabic countries are extremely high on long-term orientation which is a cultural dimension reminiscent of 
the teachings of Confucius. In essence, this gives such people more control over their actions. In contrast to 
Arabic countries, Western countries in particular, Italy has low scores on long-term orientation dimension. 
For this reason, we would expect Arabic users to require more control of their LBSN use on mobile phones 
than Italian users, and rely on this control in their LBSN adoption behaviour. 

H3a: The positive relationship between facilitating conditions and the actual LBSN usage on mobile 
phones is stronger in nations characterized by long versus short-term orientation. 

RESEARCH METHODOLOGY 

1. Research context 
The research setting we would like to investigate is the LBSN usage on mobile phones in the social context 
across different cultures. The proliferation of LBSN provides the ubiquity, convenience, localization, and 
personalization for users participating in mobile communications and service activities. Therefore, it is 
required to any LBSN providers, in order to respond to critical issue in social networking sites around the 
world, to pay attention to how they fit their social networking services to the differences across-culture and 
not putting their efforts just on language translation and other visible aspects when entering a foreign market. 
Indeed, LBSN has a ubiquitous nature, hence, a cross-cultural approach to research on adoption and usage of 
LBSN is essential.  

Kuwait, Tunisia, Morocco, and Italy are chosen for this study because they represent areas with apparently 
analogous information communication technology infrastructures but with nearly reverse positions on three 
important Hofstede’s cultural dimensions.  

2. Research design 
A survey methodology will be used for this study. A questionnaire will be developed, tested and 
administered to each sample of these four populations.  

Moreover, Structural Equation Modelling (SEM) could be used as the main statistical technique. In addition, 
Confirmatory factor analysis will be performed to examine the reliability and validity of the measurement 
model.  

 Sample. Samples will be drawn from Kuwaiti, Tunisian, Moroccan, and Italian’ undergraduate 
university students. The present research will use a matched samples technique which is considered as a good 
approach advocated by cross-cultural research methodologists, where the samples of cultural groups to be 
compared are made as similar as possible in their demographic characteristics [79]. 

 Questionnaires. Questionnaires will be developed in English, Italian, and Arabic based on the research 
model and an exhaustive literature review. Furthermore, the questionnaires’ items will be taken from existing 
studies on the use of Triandis’s model [75] applied to IT use [16] and on the use of TAM [60].  Finally, we 
will use the CVSCALE [82], which is a psychometric measurement tool that assesses Hofstede’s cultural 
dimensions. However, questionnaires will be adapted to fit LBSN users behaviour. 

 Pre-test. A pre-test will be performed and tested on several undergraduate students who are familiar 
with Facebook application on mobile phone. Actually, the main purpose of the pre-test is to measure and 
validate the feasibility of the questionnaire and also obtain some qualitative feedback. Based on this 
feedback, adjustments will be made to the proposed model accordingly. 
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 Pilot test. A pilot test of the questionnaire will be conducted on a convenience sample of mobile LBSN’ 
users (Undergraduate students) and adequate modification will be made to the questionnaire’s structure (form 
and wording and phrasing of some questions) if it is necessary. 

CONCLUSIONS 

From a theoretical point of view, the comparative analyse presented in this work in progress will contribute 
to efforts of identifying the role of contextual factors in individual-level adoption and diffusion processes of 
LBSN on mobile phones. Further, this study places an emphasis on theory and aims at additional validation 
of the Triandis’s model, attempting to integrate Hofstede’s cultural dimensions into the model. Thus, it 
enlarges the picture of the relationship of LBSN and culture, still restricted in recent research.  

For practices, the study suggests that investigating the LBSN users adoption on mobile phones over time 
with attention to the effect Hofstede’s cultural dimensions at users behaviour are appropriate starting points 
when dealing with cultural diversity in LBSN environments.  

In our days, LBSN providers and practitioners need to acquire a deeper understanding of the impact of users 
characteristics and their behaviour on the LBSN usage on mobile phones in different cultural contexts. 
Therefore, the proposed research model will give LBSN’ providers insights to predict user’s willingness to 
accept and use LBSN on mobile phones, and finally to develop corrective steps.  
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