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ABSTRACT 

The technology acceptance model (TAM) has been 

tested within a variety technological contexts. This 

research aims to extend TAM in a social networking 

context. As Web 2.0 tools become more prevalent, it 

becomes more important to examine how and why 

users are accepting these new technologies. Thus, we 

develop and test a conceptual model based in part on 

TAM as well as on literature from the marketing area 

to gain an understanding of why individuals consider 

using Web 2.0 tools. Results suggest that the usability 

of a Web 2.0 tool is significantly impacted by 

perceptions of the degree of interactivity it enables, 

as well as by the perceived usefulness of the website 

as mediated through perceived attitudes toward the 

Web 2.0 tool. 
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INTRODUCTION 

Over the last few years, Web 2.0 tools have exploded 

in their usage among Internet users. The popular 

press has documented this unprecedented growth, 

noting that overall usage for the Facebook social 

networking site alone has more than doubled from 

2008 levels to 175 million users in February 2009 

[14]. Other sites such as Bebo, Myspace, and 

Linkedin have also seen large increases in member 

enrollment. Growth in such sites can be attributed to 

increases in wireless users [11] and claims of 

increases in worker productivity [15], and the usage 

of social networking tools has surpassed e-mail use in 

popularity [7]. Furthermore, anecdotal evidence 

during and after the recent presidential election, 

during which President Obama consistently used 

Myspace, Facebook, and Youtube, demonstrates that 

social networking is quickly gaining a large 

following. Other examples include media outlets such 

as CNN using Facebook and Twitter to disseminate 

news directed to specific audiences.  

With most technologies, demographic penetration is 

usually limited to certain segments of the population. 

Specific audiences are usually targeted, and 

penetration of a technology is therefore limited to 

some degree [31] [32]. For example, technologies 

that are used for special needs such as blind, deaf, or 

autistic users may be targeted to specific audiences 

[31] [32]. Social networking websites, however, have

broken the mold in regard to demographic

penetration. Recent demographic data from Facebook

(as of 1/4/10) indicates that the number of new U.S.-

based users has grown by over 100% in the past 14

months, while all age groups have grown by at least

50%. Furthermore, the 35- to 54-year-old category

has grown more than any other category, seeing a

tenfold increase during the same 14-month time

period [5]. What‟s more, as of 1/4/2010, overall

growth has increased by 100% from 2009 levels,

while the 55-plus age group has increased by over

900% [6].

There are many reasons for this aggressive growth in 

the use of Web 2.0 tools, including entertainment 

value, connecting or reconnecting with friends, and 

socializing with new and existing friends and 

colleagues. Individual reasons and characteristics for 

joining a social networking site are similar to basic 

network effects [16]. As more people join a network, 

its website garners more value for the individual 

members. The more that people who know one 

another are on the website, the more likely they are to 

engage in online activity within the site for purposes 

of socializing. Furthermore, with an increased ability 

to personalize individual websites, there is a greater 

likelihood of a higher degree of ownership. Thus, the 

growth in social networking websites is subject to the 

same economic principles as other networks. 

Given the exponential growth in the popularity of 

these Web 2.0 tools, our aim is to extend the 

technology acceptance model (TAM) to better 

understand why individuals accept Web 2.0 tools. 

Therefore, we propose to provide a conceptual model 

depicting the relationship between perceptions of 

website usability (in a social networking context) and 

the antecedents to such usability revolving around 

technology acceptance. This paper is organized as 

follows: section 2 provides a literature review as the 

theoretical basis for our inquiry; section 3 introduces 

the model and constructs; section 4 introduces the 

model and hypothese; and section 5 presents a 
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discussion of the proposed study followed by the 

conclusion. 

 

LITERATURE REVIEW 

 

Behavior and intent to engage in a social relationship 

online is different from traditional face-to-face 

networking. Online behavior involves a more 

integrated approach that focuses on interaction with 

information, people, and technology. Many factors 

may lead to an individual visiting a social networking 

website. We suggest that an individual‟s behavior or 

intent to find a social networking site that they feel is 

usable may be related to perceptions associated with 

both technological- and emotional-based factors. The 

following literature review provides support for the 

conceptual model and will give an overview of the 

previous literature revolving around technology 

acceptance and interaction among individuals. 

 

  

 

Theory of Reasoned Action (TRA)—TRA provides 

support in explaining the social-psychological factors 

that may influence perceived interactivity and the use 

of a social networking website in terms of actual 

behavior and behavioral intentions. TRA is based on 

research and principles inherent in social psychology 

[9] which help make sense of and predict individual 

behavior in social settings. Ajzen [3] states that 

individual beliefs affect actual behavior or behavioral 

perceptions [9]
.
 Furthermore, TRA suggests that 

actual behavior relates to an individual‟s behavioral 

intentions (BIs). Behavioral intentions are influenced 

by: (a) individual attitude regarding the behavior; and 

(b) social norms, which are defined as individual 

perceptions of social demands or pressures. TRA has 

been used to help understand shopping behavior [28], 

consumer complaints and purchasing behavior [19, 

21], and information systems [8, 13, 24, 26, 27].  

 

Technology Acceptance Model (TAM)—The 

technology acceptance model (TAM), based in part 

on the theory of reasoned action, provides support in 

explaining the technological factors that may affect 

the use of a social networking website. TAM was 

developed [8] to help explain why people accept or 

reject computer technology. TAM is based upon the 

argument that the individual impact of perceived 

usefulness and ease of use of technology will 

influence the attitude of an individual when using a 

particular technology, and will also have an impact 

on their behavioral intent to use computer 

technology.  

 

Perceived Interactivity Theory (PI)—A key part of 

social networking involves interaction among 

different individuals in an online social setting. 

Social networking sites allow interaction or 

communication in a one-to-one or one-to-many 

online scenario using different website features. 

Usage may affect perceptions associated with the 

interaction with website features relating to 

communication and quality of the message. 

According to telepresence theory [23] and 

interactivity theory [20], the message and the 

mediated environment are associated with 

perceptions of interactivity. Telepresence theory 

suggests that an individual‟s relationship to a 

communication medium and its characteristics 

influences perceived interactivity [23]. Interactivity 

theory posits that the quality of the communication 

has a positive effect on perceived interactivity [20]. 

Interactivity can play an essential role in web-based, 

network-oriented environments [22]. Findings in the 

literature focus on two dimensions of perceived 

interactivity: (1) the individual‟s sense of efficacy; 

and (2) the individual‟s sense of the media system‟s 

interactivity [18], including an emphasis on the 

“direction of communication” [12, 20].  

 

Constructs 

 

Technology Acceptance—A large body of the 

information systems literature has revolved around 

technology usage and acceptance. For purposes of 

this study, two factors from the technology 

acceptance model—perceived usefulness and 

perceived ease of use—will be incorporated into the 

research model. Perceived usefulness is defined as 

“the prospective user‟s subjective probability that 

using a specific application system will increase his 

or her job performance within an organizational 

context” [8]. In relation to social networking, the 

application in question can be associated with the 

social networking website itself, and the context is 

the individual‟s personal view of usefulness. 

Perceived ease of use is defined as “the degree to 

which the prospective user expects the target system 

to be free of effort” [8]. In a social networking setting 

on the Web, ease of use is paramount to encourage 

individuals to spend time on the site and easily 

connect with others. This perception may be 

influenced by their attitudes toward social networks. 

Attitude is defined as “the degree to which a person 

has a favorable or unfavorable evaluation or appraisal 

of the behavior in question” [2]. Previous research 

demonstrates an association between attitude and 

perceptions about technology [8]. In regard to social 

networking, an individual‟s attitude toward social 
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networks may affect their perceptions regarding its 

usefulness and perceived ease of use.  

Perceived Interactivity—The degree to which an 

individual interrelates with a website is measured 

through an individual‟s perceived belief regarding the 

website‟s interactivity. Perceived interactivity is a 

combination of communication, control, and 

responsiveness [22]. Where „communication‟ refers 

to two-way communication via the website, „control‟ 

refers to the degree to which the individual user is in 

command of their web experience while on the site. 

Finally, „responsiveness‟ refers to the website‟s 

technical ability to respond in a timely manner to user 

input. 

 

Usability—The degree of usability in software and 

websites is a key indicator of how much users will 

continue to use the software or website. Usability for 

the Web specifically has been viewed as a key metric 

for evaluating the success or failure of an 

organizations‟ website [1]. With regard to this study, 

usability is operationalized as an overall measure of 

an individual‟s perceptions of how a Web 2.0 tool 

satisfies their user experience. This operationalization 

is more general than the TAM-related constructs 

(perceived usefulness and perceived ease of use), 

since they ask targeted questions revolving around 

ease of use and usefulness.  

 

Control Variables—Since it is plausible that 

individual differences might have some affect on the 

usage of Web 2.0 tools, factors such as age, gender, 

education, income, and ethnicity are plausible 

choices to be included in the research model.  

 

RESEARCH MODEL 

 

The research model depicted in figure 1 below will 

attempt to explain variance in website usage in a 

social networking context. The model is specifically 

put forth to answer the following research question:  

 

What factors significantly impact website usability in 

a social networking context? 

 

--- insert figure 1 here ---- 

 

The following will present the Hypotheses related to 

the research model. 

 

Perceived ease of use and perceived usefulness  
Consistent with prior technology acceptance 

literature, the perceived ease of use of a technology 

should lead to perceptions of its usefulness for users. 

In a Web 2.0 context, we hypothesize that the same 

should be true. If a Web 2.0 tool is perceived to be 

simple to use for the tasks a user would most likely 

perform, then the usefulness of the Web 2.0 tool 

should increase for the user. Therefore the following 

hypothesis is put forth: 

 

Hypothesis 1: Increases in perceptions of ease of use 

in a Web 2.0 tool should lead to increased 

perceptions of usefulness in a Web 2.0 tool. 

 

Perceived ease of use and attitude 

 

Consistent with the technology acceptance literature, 

the perceived ease of use of a technology should lead 

to a more positive attitude toward that technology. 

Within a Web 2.0 tool context, the easier an 

individual finds a particular technology, the more 

positive the individual should feel toward that 

technology. Therefore the following hypothesis is put 

forth: 

 

Hypothesis 2: Increases in perceptions of ease of use 

in a Web 2.0 tool should lead to more positive 

attitudes in a Web 2.0 tool. 

 

Perceived usefulness and attitude 

 

Previous researchers have studied attitude and 

technology from different perspectives such as trust 

[17] and usefulness [27, [28]. According to previous 

TAM-related research, attitudes or beliefs about 

usefulness can impact website use [25]. Ajzen [3] 

argues that individual beliefs impact behavioral 

perceptions toward usefulness and perceived ease of 

use. Beliefs about technology in terms of perceptions 

of usefulness have also been shown to influence 

attitude [30, 21, 23, 9]. Therefore, consistent with 

prior literature, an individual‟s perceived usefulness 

of a technology should impact the individual‟s 

attitude regarding a social networking site. Thus the 

following hypothesis is put forth: 

 

Hypothesis 3: Higher levels of perceived usefulness 

of a Web 2.0 tool will lead to a more positive attitude 

toward a Web 2.0 tool. 

 

Attitude and usability 

 

Attitude can impact how an individual feels about the 

usability of a social networking site.  Previous 

research provides evidence for the importance of 

attitudes in the perception of usability, which can 

encourage continuous use [8].  

Attitude will influence how a user feels about social 

network usability. Previous research on usability 

consistently supports the importance of attitude 

regarding technology use [10, 9, 26, 8]. When social 
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Figure 1. Research Model 

 

 

network users feel their interaction with the site is 

useful in terms of communication, knowledge 

sharing, and establishing or renewing contacts, then 

they will perceive the site as useful. This, in turn, will 

encourage them to continue to return to the social 

networking site. When social network users feel their 

interaction with the site is clear and understandable 

without requiring a high level of effort, they will 

perceive the site as being easy to use, which will 

encourage them to continue to return to the social 

networking site. Thus the following hypothesis is put 

forth: 

 

 Hypothesis 4: Positive attitudes will have a positive 

effect on the perceptions of usability of a Web 2.0 

tool.  

 

Perceived interactivity and usability 

 

The perceived interactivity of a website should have 

some impact upon what an individual perceives to be 

a usable website. Given the dimensions of perceived 

interactivity, when one feels in control of their 

experience—and also feels that the navigation of the 

website is very responsive to their needs—then there 

should be some feeling that there is a high degree of 

usability. Thus the following hypothesis is put forth: 

 

Hypothesis 5: A higher degree of perceived 

interactivity of a social networking website will have 

a positive impact on the usability of a social 

networking website. 

 

METHOD 

 

A pilot study was conducted with students at a 

midsized southeastern U.S. university. Potential 

respondents were solicited from five different 

undergraduate management information systems and 

accounting classes. The total potential survey 

population was 130 students. The survey was 

administered on the Internet using Survey Monkey as 

the hosting tool. All survey items were measured 

using seven-point likert scales. Survey items included 

TAM-related variables, as well as those related to 

perceived interactivity, usability, and demographics. 

Potential respondents were also asked to answer the 

questions with regard to the social networking site 

they used the most. Finally, potential respondents 

were given a list of social networking sites and were 

instructed to choose the site they used most. 

 

Sample characteristics 

 

A total of 84 student respondents provided complete 

and usable surveys. Therefore the response rate was 

65% (note the total number of surveys submitted was 

90, with 5 responses mostly incomplete and 

unusable). Sample characteristics were as follows. 

There were 47 male respondents (56%) versus 37 

female respondents (44%). 96% of the respondents 

were in the 18 to 24 age category. 78 (or 93%) of the 

respondents were African American. With regard to 

which social networking sites they used the most, the 

majority of the respondents (approximately 95%) 
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used Facebook, with the remaining respondents 

choosing Twitter. 

 

RESULTS 

 

Measurement model 

 

Due to the modest nature of the sample size, partial 

least squares (PLS) was used to evaluate the model. 

PLS assesses reliability and validity by calculating 

the internal composite reliability (ICR) and the 

average variance extracted (AVE).  The ICR is 

interpreted in the same manner as Cronbach‟s Alpha. 

An ICR of 0.7 is an indicator of sufficient reliability 
[10]

. ICRs (reported in table 1) indicate sufficient 

reliability for all constructs (lowest = 0.76). The AVE 

measures variance, as explained relative to 

measurement error. A valid construct has an AVE of 

greater than 0.50 [4], which indicates that the 

construct items consistently measure what is 

intended. Results in table 1 show that all of the 

constructs have AVEs of greater than 0.50, which is 

evidence of convergent validity.  

 

Discriminant validity requires that constructs be 

distinct from one another. The test for discriminant 

reliability requires that the square roots of the AVEs 

for two latent variables must each be greater than the 

correlations between those two variables 
[10]

. An 

examination of the correlations among the constructs 

in table 1 shows that the data pass this requirement, 

demonstrating adequate discriminant validity. 

 

Structural model 

 

The PLS structural model is interpreted like 

regression results. The path coefficients represent 

standard betas, while the R
2
 amount shown represents 

the variance explained. Given the research model, the 

following are the hypothesis testing results (figure 2). 

 

 

 

 

 

 

 

 

Table1. Correlation Martrix 

 
Mean S.D. ICR Attitude PEOU PICM PU Usability 

Attitude 5.20 1.00 0.86 0.81   
  

PEOU 6.30 1.34 0.74 0.30 0.81  
  

PICM 5.74 0.97 0.88 0.36 0.61 0.76 
  

PU 5.91 1.06 0.87 0.41 0.40 0.44 0.83  

Usability 5.87 0.86 0.92 0.41 0.52 0.64 0.68 0.89 

AVE    0.67 0.65 0.58 0.69 0.79 

Note: Diagonal elements are the square root of the average variance extracted (AVE). Means and standard 

deviations are calculated based upon seven-point likert scales. 
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Figure 2 

 

 

 

 

In general, the model is supported by the data. The 

following will give an overview of each hypothesis.  

  

Hypothesis 1  

 

Consistent with the TAM model, perceived ease of 

use is found to significantly impact perceived 

usefulness, where  β = .41, p<.001, R
2
 = .17. This 

finding suggests that users in a Web 2.0 environment 

are similar to those in other computing environments.  

 

Hypothesis 2 

 

Contrary to the TAM model, perceived ease of use is 

found not to significantly impact attitude, where β = 

.16, p<.01, R
2 

= .19. This finding suggests that a 

user‟s attitude in a Web 2.0 environment is not 

significantly impacted by a Web 2.0 tool that is 

perceived to be easy to use.  

 

Hypothesis 3  

 

Perceived usefulness, consistent with the TAM 

model, significantly impacts attitude, where β = .34, 

p<.001, R
2
 = .19. This finding suggests that users are 

concerned with what the Web 2.0 tool can possibly 

do for them with regard to social networking, 

gaming, or other activities.  

 

Hypothesis 4  

 

The attitude of the Web 2.0 user is found to 

significantly impact the usability of the website, 

where β = .57, p<.001, R
2
 = .46.  This is similar to 

TAM in the sense that behavior can be impacted by 

attitude. The results suggest that those individuals 

with positive attitudes toward the Web 2.0 tool also 

perceive the usability of the tool to be adequate. 

 

Hypothesis 5 

 

Perceived interactivity is found to have a significant 

impact on usability, where β = .57 p<.001, R
2
 = .46. 

This finding suggests that the degree to which a user 

can interact with another user is most appealing to 

them, as opposed to what other mechanisms make the 

Web 2.0 tool functionality easier to use.  

 

Control variables 

 

Although controls for education level, income, and 

ethnicity were also collected, the gender variable was 

the only variable with a substantial amount of 

variance present. Gender was included in the model 

and was found to be a mildly significant predictor of 

usability where β = .-13, p<.10, R
2
 = .46.  
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Surprisingly, the gender variable had a negative 

impact on usability  

Overall, the findings suggest that usability for social 

networking site users is primarily based upon 

interactions with others on the site, as well as other 

features that the site might be used for (i.e. gaming). 

Interactivity with other individuals, as opposed to the 

degree of functionality present in the Web 2.0 tool 

(given this data set), is a much better predictor of 

usability than one of the TAM variables (perceived 

ease of use). Arguably, perceived interactivity might 

plausibly be just as good of a predictor of website 

usability as the other TAM variable (perceived 

usefulness).  

 

DISCUSSION/CONCLUSION 

 

Limitations 

 

This study is limited in a number of ways. The first is 

that the sample size is quite small (84 respondents). 

Also, the respondent group is homogeneous in 

multiple categories such as race (the sample is 

primarily African American) and age (the sample 

included mainly young people aged 18 to 24 years 

old). Furthermore, since a single survey instrument is 

used at a single point in time, the results may be 

subject to common methods bias and ambiguity in 

causal direction. Nevertheless, the study does suggest 

that there are other factors (besides TAM-related 

variables) that significantly impact website usability, 

specifically in a Web 2.0 context. 

 

Research implications 

 

This study examines website usability by 

incorporating perceived interactivity from the 

marketing literature to gain a greater understanding 

of technology acceptance. Future research should 

concentrate on examining other variables—

specifically those outside of mainstream IS 

literature—to gain a greater understanding of why 

human actors decide and continue to use Web 2.0 

tools. Furthermore, this study incorporates the use of 

a demographic group (i.e. African American college 

students) that is not usually incorporated in many IS 

studies. 

 

Managerial implications 

 

Designers of Web 2.0 tools should continue to 

examine ways to improve how individual users can 

interact with one another. Regardless of how easy the 

website is to navigate (perceived ease of use), the 

results of this research suggest that users care more 

about perceptions of how they can interact with one 

another. 

In conclusion, and in response to the continuing 

growth in use of social networking sites, this research 

proposes a conceptual model as a first step in seeking 

to understand social network use and possible 

determinants of use.  
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