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Abstract. Social networking sites (SNS) have been growing to be an increasingly major instrument for 

young people to work with their peers. Despite social networking sites rapid acceptance in universities 

around the world, the studies on the adoption of social networking sites for students are not yet fully 
discussed in the Kingdom of Saudi Arabia. This study highlighted on the adoption factors of social 

networking sites among Saudi university students from the technology acceptance model perspective. 

This study used the quantitative approach and conducted a survey among Saudi university students 

through an online survey. It was conducted through an online survey of 225 Saudi university students 

who used social networking sites. In addition, it showed that perceived usefulness, perceived ease of 

use, perceived enjoyment, perceived privacy, and attitude toward the use of social network sites were 

statistically significant and could affect the adoption of social networking sites among Saudi university 

students. The results of this study found that perceived enjoyment factor has the most significant effect 

on the adoption of social networking sites. 

 

Keywords: social networking sites, perceived usefulness, perceived ease of use, perceived enjoyment, 

perceived privacy.  

1 INTRODUCTION 

Many researchers defined social networking sites as companies with universal interests, bring people 

jointly for communication and make significant content that holds the value for them (Redford, 2009 

Murray and Waller, 2007 Furness Keenan and Shiri, 2009). The users can simply publish their own 

blogs on any topic they choose for the people to see. It expands and develops virtual social 

communications in the virtual world of the Internet such as Facebook, Twitter, YouTube, MySpace or 

LinkedIn, Google Plus, Friendster, Bebo, and Zorpia. These websites give a stage for people to talk 

about their approach and attitude. Through interactive technology, people can develop new 

relationships with new friends (Yu et al., 2010).  The good appearance of social networking sites is 
very at one with the number of users who use and interact with the social networking sites (Chiu et al., 

2008).  The number of Internet users global attained 2.27 billion in 2011 (Internet World Stats, 2011). 

With over 6 million active Facebook users, million active Twitter users, 840,000 active LinkedIn users, 

the SNSs adoption rate in Saudi Arabia is very high (The Social Clinic, 2013). According to The Social 

Clinic (2013) Saudi Arabia has the highest rate of Facebook users in the Gulf Cooperation Council 

(GCC). 

 

The use of social networking sites give students a huge chance for educational researchers (Lenhart & 

Madden, 2007; Madge et al., 2009a, 2009b; Salaway & Caruso, 2008). Although recent studies indicate 

that most of the students regularly use social networking sites, and we still know very little about this 

phenomenon impacts on the students' experience, and how it affects the social integration of students in 
university life (Bryant, 2007; Hamat et al., 2012; Madge et al., 2009a). Accordingly, there is a need for 

a study to explore the adoption factors of social networking sites among Saudi university students. The 

current study proposed a TAM model as the main theoretical framework to describe the determinants 

of SNS and an extended version of TAM with four external variables that are perceived usefulness, 

perceived ease of use, perceived enjoyment, and perceived privacy.  

 

2 THEORETICAL BACKGROUND 

Davis introduced the Technology Acceptance Model (TAM) in 1986. The model was designed to 

clarify behavior in relation to the use of information system. The current study was designed to extend 
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TAM to form a composite model, including perceived enjoyment (PE), perceived privacy (PP), and 

explore user's acceptance of SNS. The direct and indirect effects of each construct were hypothesized 

and discussed. Each hypothesis described as follows:   

 

Many previous empirical studies showed that perceived usefulness (PU) has a positive influence on 

intention to use of social network sites (Chang & Chin, 2011; Chen et al., 2011; Harden et al., 2012; 

Leng et al., 2011; Nasri & Charfeddine, 2012; Sledgianowski & Kulviwat, 2009). Past research has 

also confirmed the direct effect of perceived usefulness on behavioral intention (Michelle, 2009; Moon 

& Kim, 2001; Nassuora, 2013). Muñoz (2008) and Cha (2010) obtained a positive and significant 

relation between perceived usefulness constructs and intention to use construct within SNS. Nassuora 
and Al-Mushasha (2012)found that perceived usefulness has a positive influence in the attitude toward 

usage. On this basis, it would seem that a user who perceives a social network sites to be easier to use 

and more useful will have stronger usage intentions. 

 

A person might be assigned to the various activities in which he or she is responsible by a limited 
source called effort. According to Davis (1989), the application that applied perceived ease of use 

(PEOU) concept is more likely to be accepted by users than the other. Leng et al. (2011) and Nasri and 

Charfeddine (2012) stated that perceived ease of use positively affects on the attitude towards use of 

SNS. Furthermore, many research studies reported that perceived ease of use influenced the perceived 

enjoyment of social networking sites (Chang & Chin, 2011; Chen et al., 2011; Harden et al., 2012; 

Michelle, 2009; Sledgianowski & Kulviwat, 2009; Yoon, 2008). Past researches have also confirmed 

the direct effect of perceived ease of use on behavioral intention (Cha, 2010; Luarn & Lin, 2005; Wu & 
Wang, 2005).  

 

Davis et al. (1992) concluded that perceived enjoyment (PE) is conceived as the extent to which the 
activity of using computers is perceived to be enjoyable in its own right, apart from any performance 

consequences that may be anticipated. Besides, recent related studies also demonstrated that perceived 

enjoyment plays a vital role in the attitude toward usage (Kargin & Basoglu, 2007; Leng et al., 2011; 

Wei et al., 2009). When a technology is fun and enjoyable to use, users will be basically motivated to 

adopt it (Lu et al., 2009). Users are looking for fun and enjoyment of using SNS (Harden et al., 2012; 

Hu et al., 2011; Nasri & Charfeddine, 2012; Sledgianowski & Kulviwat, 2009; Yoon, 2008). Michelle 

(2009) found that behavioral intention is directly and positively influenced by perceived enjoyment. 

Perceived enjoyment has a major consequence on perceived usefulness (Nasri & Charfeddine, 2012). 
In other words, if an individual SNS can give joy and happiness to a user, then he or she will feel good 

about it. The researcher proposed that perceived enjoyment positively influence the attitude towards 

using of social networking sites and on behavioral intention to use social networking sites. Thus, 

involving perceived enjoyment into the model is the best solution so far. 

 

The level at which users can control their perceived privacy (PP) settings remains a hot topic 
(Christofides et al., 2009). Users have a strange relationship with their privacy settings on most SNS 

(Dwyer et al., 2007; Griffith & Liyanage, 2008; Van & Rossouw, 2011). The online privacy debate has 

existed since the creation of the Internet (Roberts, 2010). With social networking sites, privacy 

concerns have also been an issue since user shares their information and preferences such as their 

personal details, images, statues, hobbies and so on. Perceived privacy plays a vital role in the attitude 

toward usage (Chew, 2006; Jahangir & Begum, 2008). Privacy  has affected on the attitudes towards 
the use of social network sites such as Facebook (Yaakop et al., 2012). Figure 1 presents a hypotheses 

research model. 

 

Thus it can be had the hypotheses as follows: 

 

H1: Perceived usefulness has a positive influence on the intention to use social network sites 

 

H2: Perceived usefulness has a positive influence on the attitude toward the use of social network 

sites 
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H3: Perceived ease of use has a positive influence on the attitude towards using of social network 

sites 

 

H4: Perceived ease of use has a positive influence on the perceived usefulness to use social network 

sites. 

 

H5: Perceived ease of use has a positive influence on the intention to use social network sites. 

 

H6: Perceived enjoyment has a positive influence on the attitude towards using of social network 

sites 

 

H7: Perceived enjoyment has a positive influence on the intention to use social network sites. 

 

H8: Perceived enjoyment has a positive influence on perceived usefulness to use of social network 

sites. 

 

H9: Perceived privacy has a positive influence on the attitude towards using of social network sites 

 

H10: Attitude toward the use of social network sites has a positive influence on the intention to use 

social network sites. 

 

 
 

Fig: Hypotheses Research Model 

3 METHODOLOGY 

In this study, primary data were collected. The study was conducted during the month of April 2013. 

Most elements of measurement have been adapted from previous research with minor changes 

according to the context of the research. The questionnaires were spread among the respondents using 
the convenience sample method. A total of 250 responses were received, 225 were usable. A series of 

tests such as analysis validity and reliability, correlation analysis of variables, and principal axis 

factoring were done. 

4 STUDY FINDINGS 

Profile of respondents: According to the findings, females outnumbered males in term of gender 

distribution. Out of 225 respondents (57.5%) were females. The remaining (42.5%) were males. 

(40.6%) of the respondents were between 20-30 years old and (38.8 %) were between 31-40 years old.  

The majority of respondents had a bachelor degree (53.1%), (20.0%) had a diploma, (15.6%) had a 

master, and (11.3%) had a high school. The majority of respondents (90.6%) where access internet at 
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home, and (42.5%) at office. In addition, the results show that Facebook is most popular social 

networking sites (90.6%), followed by the Friendster  (21.8%), MySpace (15.6%), and LinkedIn 

(15.0%). In terms of using social networking sites over the past one month, (28.1%) of respondents 

were using social networking sites several times a day, and (25.6%) were used social networking sites 

about once a day. The greater part of the respondents (30.0%) spent between 30 – 1 hour each time 

using social networking sites. (68.7%) of respondents had familiar with the social networking sites and 

had used it more than 3 years. 

 

Analysis Validity and Reliability: The internal consistency reliability and construct validity using 

SPSS was assessed by computing the Principal Axis Factoring with Varimax rotations and Cronbach’s 
alpha coefficients (α) ranged from 0.733 to 0.881 that is shown in Table 1. Hair et al. (2010) pointed 

out that the weakest value of the Cronbach Alpha in a reliability analysis is less than 0.6. All items 

measured in this study achieved reliability of internal consistency and valid instrument to form study. 

 

Table 1: Reliability Statistics for Independent and Dependent Variable 

 

Measure Items Mean SD Cronbach's Alpha (α) 

Perceived Usefulness (PU) PU1 2.432 1.126 .812  

 PU2   

 PU3   

Perceived Ease of Use (PEOU) PEOU1 3.010 0.981 .792 

 PEOU2    

 PEOU3    

Perceived Enjoyment (PE) PE1 2.981 1.003 .838 

 PE2    

 PE3    

Perceived Privacy (PP) PP1 3.218 1.121 .733 

 PP2    

 PP3    

Attitude (ATT) ATT1 3.314 0.934 .881 

 ATT2    

 ATT3    

Behavior Intention (BI) BI1 2.991 1.010 .876 
 BI2    
 BI3    

 

The sample data of 225 responses was extracted using Principal Axis Factoring (PAF) and 

orthogonally rotated by Varimax. All items loaded on the appropriate factor with loading typically 

above .60 (greater than the recommended .50 minimum). Factors were interpreted as 55.325 % of the 

variance in the dataset. Table 2 summarizes the factor loadings for a condensed 16-items instrument. 

 

Correlation Analysis of Variables: Pearson correlations were calculated to identify the correlations 
between the five variables: perceived usefulness, perceived ease of use, perceived enjoyment, 

perceived privacy, attitude, and behavior intention. It is also used to describe the relationship of the 

dependent variable and the outcome. All the major variables were correlated together using the 

correlation test. According to Hair et al. (2010), the correlation coefficient value (r) range from 0.10 to 

0.29 is considered weak, franges.30 to 0.49 is considered medium and from 0.50 to 1.0 is considered 

strong. Table 2 illustrated the Correlations between PU, PEOU, PE, PP, ATT, and BI. 

 

Correlation Analysis of Variables: Pearson correlations were calculated to identify the correlations 

between the five variables: perceived usefulness, perceived ease of use, perceived enjoyment, 

perceived privacy, attitude, and behavior intention. It is also used to describe the relationship of the 

dependent variable and the outcome. All the major variables were correlated together using the 

correlation test. According to Hair et al. (2010), the correlation coefficient value (r) range from 0.10 to 
0.29 is considered weak, franges.30 to 0.49 is considered medium and from 0.50 to 1.0 is considered 

strong. Table 2 illustrated the Correlations between PU, PEOU, PE, PP, ATT, and BI. 
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Table 2: Exploratory Factor Loadings 

 

Model 
Factor 

1 2 3 4 5 6 

PU1 .755       

PU3 .673      

PEOU1  .861     

PEOU2  .727     

PEOU3  .652     

PE2   .791    

PE3   .677    

PP1    .831   

PP2    .791   

PP3    .653   

ATT1     .729  

ATT2     .611  

ATT3      .732  

BI1       .681 

BI2      .872 

BI3      .786 

Cumulative variance explained (%) 55.325, Extraction method: Principal Axis Factoring, 
Rotation method: Varimax with kaiser normalization, Kaiser-Meyer-Olkin measure of 
sampling adequacy: 0.781 

Table 3: Correlations between PU, PEOU, PE, PP, ATT, and BI 

 

 PU PEOU PE PP ATT BI 

Perceived Usefulness (PU) 1      

Perceived Ease of Use (PEOU) 0.458 1     

Perceived Enjoyment (PE) 0.461 0.611 1    

Perceived Privacy (PP) 0.325 0.381 0.566 1   

Attitude (ATT) 0.582 0.577 0.601 0.544 1  

Behavior Intention (BI) 0.612 0.482 0.584 0.411 0.624 1 

 

5 DISCUSSION AND MANAGERIAL IMPLICATIONS 

Based on the TAM model, the research model was successfully applied in the SNS context. As 

hypothesized, perceived usefulness, perceived ease of use, perceived enjoyment, perceived privacy, 

and attitude perceived privacy were important predictors for the adoption of social networking sites of 

the university student. The perceived usefulness factor had a positive influence on intention to use of 

social network sites (r = .612, p<0.01) (high correlation). This result is consistent with other studies 

such as (Harden et al., 2012; Leng et al., 2011; Nassuora, 2013). The perceived usefulness factor had a 

positive influence on the attitude toward the use of social network sites (r = .582, p<0.01) (high 

correlation).  This result is in agreement with other studies such as (Delafrooz et al., 2009; Nassuora & 

Al-Mushasha, 2012). In other words, if a user is aware of the usefulness of a demanding SNS, then 
he/she will feel well about it and more ready to use it. Perceived ease of use had a positive influence on 

the attitude toward the use of social network sites (r = .577, p<0.01) (high correlation).  This result is 

compatible with other studies such as (Leng et al., 2011; Nasri & Charfeddine, 2012). Perceived ease 

of use had a positive influence on the perceived usefulness of social network sites (r = .458, p<0.01) 

(medium correlation). This result is reliable with other studies such as (Cha, 2009). Perceived ease of 

use had a positive influence on usage intentions of social network sites ( r = .482, p<0.01) (medium 

correlation).  This result is consistent with other studies such as (Alarcoon-del-Amo et al., 2012; 

Habboush et al., 2011; Hu et al., 2011; Nassuora, 2013). In other words, if a user feels that a particular 

SNS is easy to use, then he or she will be seeing it as useful. Perceived enjoyment has a positive 

influence on the attitude toward the use of social network sites (r = .601, p<0.01) (high correlation).  

This result is consistent with other studies such as (Alarcoon-del-Amo et al., 2012; Hu et al., 2011). 

Perceived enjoyment has a positive influence on usage intentions of social network sites (r = .584, 
p<0.01) (high correlation). This result is reliable with other studies such as (Leng et al., 2011; Wei et 

al., 2009). Perceived enjoyment has a positive influence on the perceived usefulness of social network 

sites (r = .461, p<0.01) (medium correlation). This result is compatible with other studies such as (Ernst 

et al., 2013; Nasri & Charfeddine, 2012). In other words, the higher positive perceived enjoyment 
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students have the more behavioral intention to use of social network sites. In addition, if a particular 

SNS can give enjoyment and happiness to a user, then he or she will be feeling good about it. Perceived 

privacy has a positive influence on the attitude toward the use of social network sites (r = 0.325, 

p<0.01) (medium correlation). This result is at one with other studies such as (Cha, 2010; Lampe et al., 

2008).  Attitude toward the use of social network sites has a positive influence on usage intentions of 

social network sites (r = 0.624, p<0.1) (high correlation). This result is in harmony with other studies 

such as (Lennon & Curran, 2012; Peslak et al., 2011). In other words, if a user feels good about a 

particular SNS, then he or she will be more willing to use it.  

 

6 CONCLUSION AND LIMITATIONS 

The study highlighted on the adoption factors of social networking sites among Saudi university 

students from the technology acceptance model perspective. It showed that perceived usefulness (PU), 

perceived ease of use (PEOU), perceived enjoyment (PE), perceived privacy (PP), and attitude (ATT) 

were statistically significant and can affect the adoption of social networking sites among Saudi 

university students. In general, the model explained 55.3% for the adoption of social networking sites 

of the university student, but there were still 44.7% of the variance not captured by this theoretical 

framework. Additional research should be conducted to recognize the factors that could cause the 

adoption of social networking sites among Saudi university students.  
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