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ABSTRACT 
Aim/Purpose This study aims at (1) extending an existing theoretical framework to gain a 

deeper understanding of  the technology acceptance process, notably of  the 
Facebook social network in an unexplored Middle East context, (2) investigating 
the influence of  social support theory on Facebook adoption outside the work 
context, (3) validating the effectiveness of  the proposed research model for en-
hancing Facebook adoption, and (4) determining the effect of  individual differ-
ences (gender, age, experience, and educational level) amongst Facebook users 
on the associated path between the proposed model constructs.  

Background Social networking sites (SNSs) are widely adopted to facilitate social interaction 
in the Web-based medium. As such, this present work contends that there is a 
gap in the existing literature, particularly in the Middle East context, as regards 
an empirical investigation of  the relationship between the social, psychological, 
individual, and cognitive constructs potentially affecting users’ intention to ac-
cept SNSs. The present research, therefore, attempts to address this deficit. The 
relevance of  this work is also considered in light of  the scarcity of  empirical 
evidence and lack of  detailed research on the effect of  social support theory 
with regard to SNS adoption in a non-work context. 

Methodology A quantitative research approach was adopted for this study. The corresponding 
analysis was carried out based on structural equation modelling (SEM), more 
specifically, partial least squares (PLS), using SmartPLS software. Earlier re-
search recommended the PLS approach for exploratory studies when extending 
an existing model or developing a new theory. PLS is also a superior method of  
complex causal modelling. Moreover, a multi-group analysis technique was 
adopted to investigate the moderating influence of  individual differences. This 
method divides the dataset into two groups and then computes the cause and 
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effect relationships between the research model variables for each set. The anal-
ysis of  an in-person survey with a sample of  Facebook users (N=369) subse-
quently suggested four significant predictors of  continuous Facebook use. 

Contribution This study contributes to the body of  knowledge relating to SNSs by providing 
empirical evidence of  constructs that influence Facebook acceptance in the case 
of  a developing country. It raises awareness of  antecedents of  Facebook ac-
ceptance at a time when SNSs are widely used in Arab nations and worldwide. 
It also contributes to previous literature on the effectiveness of  the unified the-
ory of  acceptance and use of  technology (UTAUT) in different cultural con-
texts. Another significant contribution of  this study is that it has reported on 
the relevance of  social support theory to Facebook adoption, with this theory 
demonstrating a significant and direct ability to predict Facebook acceptance. 
Finally, the present research identified the significant moderating effect of  indi-
vidual differences on the associated path between the proposed model con-
structs. This means that regardless of  technological development, individual 
gaps still appeared to exist among users. 

Findings The findings suggested four significant predictors of  continuous Facebook use, 
namely, (a) performance expectancy, (b) peer support, (c) family support, and 
(d) perceived playfulness. Furthermore, behavioral intention and facilitating 
conditions were found to be significant determinants of  actual Facebook use, 
while individual differences were shown to moderate the path strength between 
several variables in the proposed research model. 

Recommendations  
for Practitioners 

The results of  the present study make practical contributions to SNS organiza-
tions. For example, this research revealed that users do not adopt Facebook be-
cause of  its usefulness alone; instead, users’ acceptance is developed through a 
sequence of  variables such as individual differences, psychological factors, and 
social and organizational beliefs. Accordingly, social media organizations should 
not consider only strategies that apply to just one context, but also to other con-
texts characterized by different beliefs, perceptions, and cultures. Moreover, the 
evidence provided here is that social support theory has a significant influence 
on SNSs acceptance. This suggests that social media organizations should pro-
vide services to support this concept. Furthermore, the significant positive ef-
fect of  perceived playfulness on the intention to use SNSs implied that design-
ers and organizations should pay further attention to the entertainment services 
provided by social networks. 

Recommendations  
for Researchers  

To validate the proposed conceptual framework, researchers from different 
countries and cultures are invited to apply the model. Moreover, a longitudinal 
research design could be implemented to gather data over a longer period, in 
order to investigate whether users have changed their attitudes, beliefs, percep-
tions, and intention by the end of  the study period. Other constructs, such as 
individual experience, compatibility, and quality of  working life could be includ-
ed to improve the power of  the proposed model. 

Impact on Society Middle Eastern Facebook users regard the network as an important tool for 
interacting with others. The increasing number of  Facebook users renders it a 
tool of  universal communication and enjoyment, as well as a marketing net-
work. However, knowledge of  the constructs affecting the application of  SNSs 
is valuable for ensuring that such sites have the various functions required to 
suit different types of  user. 
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Future Research It is hoped that our future research will build on the results of  this work and 
attempt to provide further explanation of  why users accept SNSs. In this future 
research, the proposed research model could be adopted to explore SNSs ac-
ceptance in other developing countries. Researchers might also include other 
factors of  potential influence on SNSs acceptance. The constructs influencing 
acceptance of  other social networks could then be compared to the present 
research findings and thus, the differences and similarities would be highlighted. 

Keywords social media networks, Facebook acceptance, unified theory of  acceptance and 
use of  technology, (UTAUT), social support theory, perceived playfulness, indi-
vidual differences, Middle East 

INTRODUCTION  
The innovation of  social networks, also known as ‘relationship networks’, in the last decade has revo-
lutionized the way in which organizations, societies, and individuals interact and communicate with 
each other. According to Kaplan and Haenlein (2010, p. 61), social networking media are defined as 
“a group of  Internet-based applications that build on the ideological and technological foundations 
of  Web 2.0, and allow the creation and exchange of  user generated content.” However, the benefits 
of  such platforms are not restricted to a specific application; social networking services (SNSs) can in 
fact be used by individuals, organizations, and customers to create, participate, and exchange infor-
mation and/or ideas in a virtual environment (Ngai, Tao, & Moon, 2015). Based on the previous lit-
erature (Ellison, Steinfield, & Lampe, 2007; Starin, Baden, Bender, Spring, & Bhattacharjee, 2009), 
three different functions of  social networks were consequently identified. The first was that they fa-
cilitate and enhance personal communications both on- and offline. Moreover, such applications can 
help people establish new connections and relationships. Finally, social media offer other beneficial 
services, aside from merely exchanging messages; for example, users can share their personal ideas, 
make comments on other users’ posts, exchange information, and declare or discover common pref-
erences and interests.   

To elaborate on the above, several different social media platforms have emerged to help shape peo-
ple’s communication with each other, for example, Facebook, Twitter, and LinkedIn. However, Face-
book is reported as the most widely adopted (Baresch, Knight, Harp, & Yaschur, 2011; Kwon, Park, 
& Kim, 2014; Teo, 2016), as of  April 2018, based on its total active users (Statista, 2018). Recently, 
social networks have attracted considerable attention, not only as an important research topic, but 
more significantly, as a core and ubiquitous means of  digital and virtual communication for billions 
of  users worldwide (Dong, Cheng, & Wu, 2014). Facebook, for example, is gaining further popularity 
as an effective interaction and marketing network (Dong et al., 2014; Kwon et al., 2014), even in 
countries with poor information and communication technologies (ICTs). 

However, a serious reluctance to take up new technology still prevails (Marangunic & Granic, 2015). 
Hence, research examining SNS adoption and users’ perceptions is necessary, particularly in develop-
ing countries such as Iraq, where the overall level of  ICTs implementation is still at an early stage (Al-
Azawei, 2017). The uniqueness of  this research context is due to Iraq facing many obstacles to the 
widespread use of  ICTs, such as sanctions imposed by the United Nations (UN), poverty and low 
income, political conflict, and unstable security (Al-Azawei, 2017). In fact, until mid-2003, the Inter-
net was forbidden for public use by the Iraqi authorities. Hence, the population of  Iraq have only 
relatively recently started using SNSs. As a result, there is a persistent need for empirical research to 
investigate the social, psychological and cognitive antecedents that can determine SNSs acceptance. 
This is due to a lack of  consistent, detailed work on the constructs affecting SNSs acceptance, where 
previous research has shown mixed findings, even though the number of  SNSs users is significantly 
increasing.  
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Concretely, the core objectives of  this research were fourfold. First, it would attempt to highlight the 
ability of  the unified theory of  acceptance and use of  technology (UTAUT) to predict the use of  
SNSs, namely Facebook, in an unexplored cultural context in the Middle East, exemplified in Iraq. 
The other objective was to understand the extent to which social support theory could influence us-
ers’ behavior as regards SNS adoption in a non-work environment. Moreover, the research evaluated 
the integration of  UTAUT, social support theory, and intrinsic motivation theory to predict Face-
book acceptance. The philosophy behind this integration was that these three theories complement 
each other. To clarify, while UTAUT ignores the impact of  social support on human intention and 
behavior, social support theory considers this role and how the support obtained by users from their 
families and/or peers can affect their decision over whether or not to perform a particular behavior. 
Additionally, UTAUT fails to consider the influence of  intrinsic motivation, particularly for technol-
ogies such as social media networks. In contrast, perceived playfulness can fill this gap and identify 
how users adopt SNSs based on the fun and enjoyment that they perceive while interacting with such 
sites. To the best of  the researcher’s knowledge, these theories have not been integrated or examined 
in the previous literature. Finally, the present study highlighted the importance of  individual differ-
ences in research on Facebook acceptance, as it investigated the moderating influence of  gender, age, 
experience of  using Facebook, and educational level on the associated path between the proposed 
model constructs.    

To meet the research objectives, the study proceeded as follows. The theoretical background was es-
tablished, and a conceptual model proposed, which is presented in the next section; delving into Fa-
cebook as an example of  an information system to which the proposed model could be applied and 
identifying the research context. A set of  hypotheses were then formulated, which are highlighted in 
subsequent sections, followed by the methodological features and research findings. The main out-
comes are then discussed and connected to earlier studies. Finally, the primary research concepts and 
limitations are put forward, along with possible directions for future research.  

THEORETICAL BACKGROUND AND THE CONCEPTUAL 
FRAMEWORK 

FACEBOOK 
On February 4th, 2004, Mark Zuckerberg launched a new application called ‘thefacebook.com’, for 
the use of  Harvard University students. From these beginnings, it grew to its current position of  
prominence as a global social media network, with over two billion registered users worldwide. Out 
of  over 500 million of  these users, around 50% use Facebook daily and spend approximately 700 
billion minutes a month pursuing this activity (Chang, Liu, & Shen, 2017). Moreover, over three bil-
lion pictures are uploaded onto the site each month, while more than five billion unique pieces are 
shared weekly, and 3.5 million events are created monthly (Lee & Paris, 2016).  

Given Facebook’s salability, it has recently been introduced into developing nations such as Iraq. 
However, Iraq has had low Internet penetration, with only 1% of  the population enjoying access to 
the Internet until the end of  2009 (Internet World Stats, 2016). Currently, around 35% of  the Iraqi 
population have Internet access (Internet World Stats, 2018). There have been numerous obstacles 
leading to this late introduction and expansion of  ICTs in Iraq, which include, but are not limited to, 
a lack of  ICTs infrastructure, insufficient financial support, a lack of  technical support, poor ICTs 
literacy, and low awareness and interest amongst users (Al-Azawei, Parslow, & Lundqvist, 2016). 
Nevertheless, around 14 million Iraqi users had a Facebook account by the end of  2017 (Internet 
World Stats, 2018). Facebook is also the dominant social media network in Iraq, with a rate of  use 
amounting to 20.5%, compared to, for example, Twitter at 2.27% and Instagram at 0.23% 
(GlobalStats, 2018).  
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SOCIAL SUPPORT THEORY  
Social support theory is defined as “an exchange of  resources between two individuals perceived by 
the provider or the recipient to be intended to enhance the wellbeing of  the recipient.” (Shumaker & 
Brownell, 1984, p. 11). Weng, Tsai, and Weng (2015, p. 181) also define social support theory as “the 
perceived combined instrumental support, emotional support, and informational support received 
from different sources, such as family [and] peers”, in which there are associated benefits and values 
for both participants.  

This theory has attracted significant attention in the social psychology literature for its theoretical 
influence on predicting individual wellbeing, while earlier research supported its positive effect on 
users’ intention to demonstrate a particular behavior (Shumaker & Brownell, 1984). Social support 
manifests between individuals who are usually members of  the same network. Harris, Winskowski, 
and Engdahl (2007) reported that peer, supervisor, and family support can increase individuals’ re-
sistance to any obstacles that they might face and reduce anxiety and depression. Moreover, Sultan 
and Rashid (2015) suggest that social support can partially mediate the relationship between user sat-
isfaction and perceived stress.  

Although most of  the literature mentioned above has considered the association between social sup-
port and job satisfaction, the intention in this present research is to examine the relationship between 
perceived social support and the adoption of  social media networks, especially Facebook. To the best 
of  the author’s current knowledge, this area of  research has not yet been studied. In line with our 
assumption, Weng et al. (2015) found that family support was a predictor of  the behavioral intention 
to adopt a Web-based learning system, whereas peer support was not. Hence, this study suggests the 
following hypotheses, in light of  the nature of  the proposed relationships: 

H1: Perceived peer support is a significant predictor of  the behavioral intention to accept Fa-
cebook. 

H2: Perceived family support is a significant predictor of  the behavioral intention to accept 
Facebook. 

PERCEIVED PLAYFULNESS  
It is clear that Facebook is used to communicate and interact with others, send and receive infor-
mation, and buy or sell products (Dong et al., 2014; Kwon et al., 2014). It is also used for the purpose 
of  entertainment and enjoyment, including the search for humorous videos and sites based on per-
sonal interests and hobbies (Pillai, 2014). Accordingly, it is important to ascertain whether the per-
sonal perception of  fun and playfulness has an effect on the decision to participate in social media 
networks, such as Facebook.  

Perceived playfulness is based on accomplishing a task or activity purely for the fun and enjoyment 
of  that task or activity (Atkinson & Kydd, 1997). As such, it is defined as “the perceived hedonic val-
ue amplified by fun, excitement, creativity and pleasure accruing from use of  the system” (Çelik, 
2011, p. 393). However, previous theories of  technology adoption, such as the technology acceptance 
model (TAM), its parents (including the theory of  reasoned action), and its branches (for example, 
TAM2 and UTAUT) ignored the role of  the hedonic value obtained by users from pleasure, enjoy-
ment, and excitement. Conversely, there is evidence from previous research that this construct signif-
icantly affects technology adoption and usage. For example, Venkatesh (2000) confirmed that more 
‘playful’ users are more likely to use a particular technology than others who display less ‘playfulness’, 
and often underestimate the issues and difficulties likely to accompany its use.  

Playfulness has been dealt with either as a temporary state or a personality trait (Barnett, 1990; 
Webster, Trevino, & Ryan, 1993), but in either case, it is an influential variable in a user’s decision to 
accept a particular technology (Atkinson & Kydd, 1997; Çelik, 2011). Based on flow theory, Moon 
and Kim (2001) extended TAM by including perceived playfulness to capture users’ feelings of  
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pleasure; caused by ‘cognitive spontaneity’ when these users interact with a system. Other studies 
have also supported its effect on Facebook acceptance (Lee & Paris, 2016; Rosen & Sherman, 2006; 
Pillai, 2014). Accordingly, this research hypothesizes that: 

H3: Perceived playfulness (PP) is a significant predictor of  the behavioral intention to accept 
Facebook. 

UNIFIED THEORY OF ACCEPTANCE AND USE OF TECHNOLOGY (UTAUT) 
Venkatesh, Morris, Davis, and Davis (2003) reviewed eight of  the best-known technology adoption 
theories; concluding that there was a persistent need to enhance the predictive power of  the available 
theories. They consequently proposed UTAUT, suggesting that performance expectancy, effort ex-
pectancy, and social influence are direct determinants of  behavioral intention, whereas intention to 
use and facilitating conditions are determinants of  actual use. Furthermore, it was expected that gen-
der, age, experience, and voluntariness would moderate these relationships.  

According to Venkatesh et al. (2003), each variable in the UTAUT model has a specific meaning. For 
example, performance expectancy refers to the positive outcome perceived by users as a result of  
performing a behavior, namely the adoption of  Facebook in this context. In general, effort expectan-
cy has been found to be a significant predictor of  technology adoption (Akinbobola & Adeleke, 
2016). In relation to Facebook acceptance, empirical analysis revealed that this variable is a significant 
antecedent (Kwon et al., 2014). Moreover, effort expectancy measures the mental effort required to 
use a technology. Previous research identified a significant relationship between effort expectancy 
and the continuous intention to use Facebook (Chang et al., 2017). Third, subjective norms account 
for the social pressure to either perform or fail to perform a specific behavior. One study conducted 
by Oliveira, Karina, Huertas, and Lin (2016) clearly identified that social norms were an antecedent 
of  Facebook adoption. Sin, Nor, and Al-Agaga’s (2012) findings indicate that performance expectan-
cy, effort expectancy, and subjective norms are predictive variables of  users’ intention to make pur-
chases via social media networks. Another study suggested that social influence has a significant ef-
fect on Facebook acceptance (Chang et al., 2017), whereas Dumpit and Fernandez (2017) demon-
strated that ‘perceived ease of  use’ (equivalent to effort expectancy), ‘perceived usefulness’ (equiva-
lent to performance expectancy), subjective norms, and perceived playfulness are predictors of  social 
media network acceptance.  

Venkatesh et al. (2003) evaluated UTAUT using data from one group of  215 participants and another 
of  399 participants at different periods. Overall, the results indicated that the model explained 69% 
and 70% of  variance, respectively, with regard to technology acceptance. However, Dwivedi, Rana, 
Chen, and Williams (2011) reviewed 27 papers that empirically and quantitatively evaluated UTAUT. 
Their outcomes showed that the model under-performed in comparison to the original study, where 
the variance of  behavioral intention explained by the model in different contexts ranged from 30% 
to 70%. Moreover, Mtebe, Mbwilo, and Kissaka (2016) used extended UTAUT to identify teachers’ 
acceptance of  multimedia content; successfully explaining 40.2% of  the variance for behavioral in-
tention. In the present research, the following were proposed based on UTAUT: 

H4: Performance expectancy is a significant predictor of  the behavioral intention to accept 
Facebook. 

H5: Effort expectancy is a significant predictor of  behavioral intention to accept Facebook. 

H6: Subjective norms are significant predictors of  the behavioral intention to accept Face-
book. 

Behavioral intention is defined as a user’s cognitive representation of  the willingness to perform a 
certain behavior (Ajzen & Fishbein, 1980). According to the theory of  reasoned action (Ajzen & 
Fishbein, 1980), it plays a vital role in predicting actual behavior, which has also been confirmed in 
the research study conducted by Davis, Bagozzi, and Warshaw (1989). In the context of  social media, 
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Dumpit and Fernandez (2017) found behavioral intention to be a strong predictor of  actual SNSs 
use. This result corroborated another research study conducted by Lallmahomed, Zairah, Rahim, 
Ibrahim, and Rahman (2013), who ascertained that the behavioral intention to adopt Facebook was a 
significant determinant of  its actual use. Finally, the facilitating conditions explain the extent to which 
a user believes that the organizational and technical infrastructure required to support technology use 
exists. In fact, Venkatesh et al. (2003) proved that facilitating conditions can significantly determine 
actual technology use, and this assumption has been supported by other studies on information sys-
tems (Alshehri & Drew, 2012; Tarhini, El-Masri, Ali, & Serrano, 2016). Based on UTAUT, Hanson et 
al. (2011) also illustrated a relationship between facilitating conditions and the use of  social media 
networks. Therefore, it is suggested here that: 

H7: The facilitating conditions construct is a significant predictor of  actual Facebook use. 

H8: The behavioral intention to accept Facebook is a significant predictor of  its actual use.  

Figure 1 depicts this model and the relationship between its constructs and moderators. 

 
Figure 1: The Unified Theory of  Acceptance and Use of  Technology (Venkatesh et al., 2003)  

INDIVIDUAL DIFFERENCES 
The main criticism directed towards earlier theories on the acceptance of  information systems was 
that these models ignored the influence of  individual differences on technology adoption. For exam-
ple, TAM, proposed by Davis (1986), is one of  the most frequently cited and implemented models in 
the field of  information systems. However, it does not account for cultural or individual differences 
(Al-Azawei, 2017; Bagozzi, 2007). Therefore, other models based on TAM have been developed to 
consider such differences. For example, the revised TAM included the factors of  experience and vol-
untariness as moderators (Venkatesh & Davis, 2000). UTAUT encompasses these individual charac-
teristics, as well as gender and age (Venkatesh et al., 2003). Another research study conducted by 
Akinbobola and Adeleke (2016) extended TAM to include gender, educational level, and computer 
experience as direct determinants of  effort expectancy.   

Aside from the above, the influence of  users’ individual characteristics on technology acceptance has 
been theoretically justified and empirically supported to demonstrate that men and women have dif-
ferent concerns over the role of  performance expectancy, effort expectancy, and/or social influence 
in technology adoption (Alkhaldi, 2017; Gefen & Straub, 1997; Hilao & Wichadee, 2017; Terzis & 
Economides, 2011; Venkatesh et al., 2003). Other studies have suggested a relationship between 
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more advanced age with difficulty in processing information and using software systems (Tarhini, 
Hone, & Liu, 2014; Venkatesh et al., 2003). Users’ experience of  a particular innovation or technolo-
gy has likewise indicated a significant moderating influence on the path strength between different 
latent variables to predict technology acceptance (Tarhini et al., 2014; Venkatesh et al., 2003).  

In the present research, the moderators proposed in UTAUT were adopted. However, the moderat-
ing effect of  ‘voluntariness’ was not investigated, because this variable needs to be considered in a 
longitudinal research design, where the use of  a technology is either mandatory or voluntary over a 
period of  time (Venkatesh et al., 2003). Additionally, another moderator was included in this study, 
namely, educational level, since its moderating effect on technology adoption has been suggested in 
the previous literature (Tarhini et al., 2014). Hence, the proposed model included nine constructs and 
four moderators (see Figure 2).  

Figure 2: The proposed conceptual model 

METHODS 

THE PARTICIPANTS 
The research participants were recruited from various locations in central governorates in Iraq, 
whereby approximately 500 questionnaires were distributed. The participants were selected based on 
their Facebook use, leading to 369 valid questionnaires being returned. All of  the research subjects 
gave their consent to take part in the study. It was explained in the cover letter accompanying the 
questionnaire that the data would be used for academic research only and no personal information 
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would be published or passed to another party for any reason. Out of  the 369 participants, 180 
(48.8%) were male and 189 (51.2%) were female. Regarding the age group, 253 (68.6%) were aged 
between 18 and 30, with 116 (31.4%) being over 30 years old. In terms of  educational background, 
179 (48.5%) did not hold a bachelor’s degree, but 189 (51.2%) had obtained a bachelor’s or postgrad-
uate degree. Amongst the participants overall, 185 (50.1%) described their experience of  Facebook as 
low, whereas 184 (49.9%) described themselves as being highly experienced Facebook users.  

MATERIALS 
The completed survey consisted of  items designed to measure users’ continuous intention to adopt 
Facebook, namely behavioral intention, peer support, perceived family support, performance expec-
tancy, effort expectancy, subjective norms, facilitating conditions, perceived playfulness, and actual 
Facebook use. All items in the survey were scored using a long, five-point Likert scale, ranging from 
1= ‘strongly disagree’ to 5= ‘strongly agree’. The order of  the questions was retained in all the sur-
veys distributed and completed, without direct supervision from the researcher. The questionnaire 
was sent out to Facebook users with the voluntary assistance of  a number of  Computer Science stu-
dents living in different governorates across central Iraq. These volunteers further distributed the 
survey to any family members or friends who had a Facebook account. Subsequently, 369 valid ques-
tionnaires were collected and returned to the researcher. These data were gathered in January 2018 
over a period of  around three weeks.  

MEASURES 
The proposed research model contained nine constructs from three different theories, as well as four 
moderators. With regard to social support theory, two variables were included, namely, peer support 
and perceived family support. To measure users’ perceptions of  the support received from peers 
when they came to use the Facebook social media network, a four-item scale was used, adapted from 
Weng et al. (2015). This scale measured the encouragement and praise received by users from friends 
as regards Facebook use, as well as the extent of  the technical support provided by peers. The meas-
urement indicated that this scale was reliable (Cronbach’s alpha=0.770). Perceptions of  family sup-
port were also measured in relation to Facebook use, with the creation of  a three-item scale adapted 
from Weng et al. (2015). The items measured the extent to which family members encouraged and 
praised users in their Facebook use, as well as the technical support received when the users faced 
problems. The reliability measurement showed that this scale was also reliable (Cronbach’s al-
pha=0.818). 

Pertaining to UTAUT’s constructs, performance expectancy, effort expectancy, subjective norms, 
facilitating conditions, behavioral intention, and actual Facebook use were evaluated. To measure us-
ers’ perceptions of  Facebook’s usefulness (performance expectancy), a four-item scale was defined, 
using items adapted from Al-Azawei, Parslow, and Lundqvist (2017a) and Venkatesh and Davis 
(2000). These items measured how far Facebook use assisted in improving communication with oth-
ers, as well as the ‘usefulness’ of  this network, whereby the above scale proved to be reliable 
(Cronbach’s alpha=0.795). In addition, effort expectancy was measured using three items adapted 
from Al-Azawei et al. (2017a) and Venkatesh and Davis (2000) to measure how well participants 
could use Facebook functions and perform different tasks with ease. The resulting scale likewise 
proved to be reliable (Cronbach’s alpha=0.703). To investigate the effect of  social influence on Face-
book use – the subjective norm – a scale was subsequently developed, encompassing three items 
adapted from Tarhini (2013) to measure the importance of  a participant’s Facebook use to his or her 
family and friends, whereby the analysis showed this scale to be reliable (Cronbach’s alpha=0.803). 
The facilitating conditions were also designed using three items adapted from Tarhini (2013), which 
measured the technical help and assistance received by users from any quarter when they came to use 
Facebook. This scale was likewise indicated as reliable (Cronbach’s alpha=0.702). Meanwhile, to 
measure users’ willingness to adopt Facebook, namely, their behavioral intention, a five-item scale 
was adapted from Al-Azawei et al. (2017a) and Tarhini (2013). This scale measured users’ intention to 
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adopt Facebook in the near future and the likelihood of  them recommending Facebook to others, 
with the reliability of  this scale likewise being confirmed (Cronbach’s alpha=0.879). Finally, a scale 
was developed to measure actual Facebook use, consisting of  three items adapted from Venkatesh et 
al. (2003) and Tarhini (2013), except with the omission of  one item due to its low loading. The above 
three items evaluated Facebook usage based on daily use or frequency, with the analysis proving the 
reliability of  this scale (Cronbach’s alpha=0.845). 

The other theory integrated with the proposed model was intrinsic motivation theory, in which per-
ceived playfulness was included. The hedonic value (fun, pleasure, and enjoyment) of  using Facebook 
was, therefore, measured with a seven-item scale adapted from Atkinson and Kydd (1997) and Eom 
and Ashill (2016). However, three items were excluded from the analysis, because of  their weak load-
ing. This scale measured the fun experienced by users when using Facebook and the change in their 
exploration and curiosity, with the reliability of  the scale being supported (Cronbach’s alpha=0.759) 
(see the Appendix for the reported research survey items). 

Users’ individual differences such as gender, age, experience of  Facebook, and educational level were 
proposed as moderators of  the association between the constructs of  the proposed research model. 
They were evaluated based on dichotomic questions and adapted from Venkatesh et al. (2003) and 
Tarhini et al. (2014). The following questions were used to define these characteristics (for example, 
‘Gender: 1-Male, 2 -Female’; ‘Age: 1-Less than or equal to 30 years old, 2-Over 30 years old’; ‘Experi-
ence of  Facebook use: 1-I have a low level of  experience, 2- I have a high level of   experience’; ‘Aca-
demic qualification: 1-I have less than a bachelor’s degree, 2-I have a bachelor’s degree or higher’). 

THE FINDINGS 
The aim of  this study was to (1) highlight UTAUT’s ability to determine Facebook acceptance in an 
under-represented Arab context, namely Iraq, (2) understand the effect of  social support theory on 
Facebook adoption in a non-work context, (3) validate the effectiveness of  the integrated conceptual 
model, and (4) assess the moderating effect of  individual differences on the path hypothesized be-
tween the proposed model constructs. The key steps followed to meet these objectives were (1) the 
reporting of  descriptive statistics and a traditional test of  the hypotheses, (2) an analysis of  unidi-
mensionality, (3) evaluation of  the measurement model, (4) structural equation modelling (SEM), and 
(5) the application of  a multi-group analysis technique.  

DESCRIPTIVE STATISTICS AND ANALYSIS OF THE PRELIMINARY 
HYPOTHESES 
Table 1 depicts the descriptive statistics of  the research model variables; encompassing mean scores, 
standard deviation, skewness, and kurtosis. While skewness refers to “an indication of  the symmetry 
of  the distribution”, kurtosis provides “information about the ‘peakedness’ of  the distribution” 
(Pallant, 2013, p. 59). It is suggested that skewness and kurtosis values “above +3 and below -3 are a 
good indication that the variable is not normally distributed” (Peat & Barton, 2005, p. 31). The re-
sults in Table 1 clearly indicate that the current dataset was normally distributed. To check for the 
association between the proposed model constructs and their relationship with the behavioral inten-
tion to use Facebook, a correlation matrix was generated based on Pearson’s correlation coefficient. 
As expected, Table 2 shows that each variable was significantly associated with the behavioral inten-
tion to accept Facebook and in turn, this provided preliminary support for the proposed hypotheses.  

ANALYSIS OF UNIDIMENSIONALITY 
In an SEM technique, it is important to examine the unidimensionality of  each factor in the concep-
tual model. A variable is supported as unidimensional when the reliability of  its internal consistency 
(usually a Cronbach’s alpha value) and composite reliability values are greater than or equal to 0.7 
(Garver & Mentzer, 1999; Hair, Black, Babin, Anderson, & Tatham, 2006). As illustrated in Table 3, 
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for all nine variables in the proposed research framework, the Cronbach’s alpha values ranged from 
0.702 to 0.879 and the composite reliability (CR) ranged from 0.831 and 0.928, thus exceeding the 
recommended threshold.  

ANALYSIS OF THE MEASUREMENT MODEL 
The findings from the measurement framework are reported in Tables 3 and 4: encompassing aver-
age variance extracted (AVE), composite reliability (CR), variance inflation factors (VIF) as a multi-
collinearity measure, Cronbach’s alpha, outer weight, item loading, and discriminant validity. AVE is 
accounted for to investigate the convergent validity of  reflective variables. As listed in Table 3, the 
AVE scores in the present research ranged from 0.581 to 0.866, exceeding the threshold of  0.5 
(Fornell & Larcker, 1981). Meanwhile, the composite reliability varied from 0.831 to 0.928 and inter-
nal consistency reliability ranged from 0.702 to 0.879 for all latent variables passing the threshold of  
0.7 (Garver & Mentzer, 1999).  

The assumption of  multi-collinearity was not violated, as supported by the VIF values. Table 3 illus-
trates that the outer loadings – referring to the loadings of  the reflective items with their respective 
construct – are measured to investigate the reliability of  an individual item. It is recommended that 
the loading of  an item is acceptable, if  it is equal to or higher than 0.7 (Hulland, 1999). In this re-
search, the outer loadings for all items ranged from 0.718 to 0.931, except for one, where the loading 
was 0.675. Table 4 depicts the discriminant validity of  the research measurement, which is established 
if  the square root of  the AVE for each model variable exceeds the associations between the variable 
itself  and other factors in the research model (Fornell & Larcker, 1981).  

Table 1: Descriptive statistics for factors determining behavioral intention  
and actual Facebook use (N=369) 

Factors M SD Skewness Kurtosis 
Gender 1.51 .501 -.049 -2.009 
Age 1.31 .465 .803 -1.363 
Peer Support (PS) 3.29 .795 -.535 -.238 
Family Support (FS) 3.21 .965 -.382 -.607 
Perceived Playfulness (PP) 3.34 .776 -.491 .238 
Performance Expectancy (PE) 3.80 .633 -1.315 .253 
Effort Expectancy (EE) 3.57 .725 -.621 .727 
Subjective Norm (SN) 3.13 .930 -.208 -.839 
Facilitating Conditions (FC) 3.76 .745 -1.115 1.574 
Behavioral Intention (BI) 3.71 .791 -1.054 1.577 
Actual Use (AU) 3.49 .953 -.647 .028 

Table 2: Pearson’s correlation analysis 

 EE SN FC PS FS PP BI AU 
PE .228** .159** .261** .275** .147** .261** .458** .268** 
EE  .205** .305** .229** .106* .215** .217** .212** 
SN   .122* .415** .339** .232** .247** .137** 
FC    .327** .215** .227** .216** .200** 
PS     .476** .356** .378** .198** 
FS      .226** .286** .109* 
PP       .396** .435** 
BI        512** 

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed). 
Notes: AU=Actual use; EE=Effort expectancy; FC=Facilitating conditions; FS=Family support; BI=Behavioral intention; PS=Peer 
support; PP=Perceived playfulness; PE=Performance expectancy; SN=Subjective norm 
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Table 3: AVE, CR, VIF, Cronbach’s alpha, outer weight and loadings  
of  estimates made using the measurement framework 

Latent Variable Manifest 
Variable 

AVE CR VIF Cronbach’s 
Alpha 

Outer 
Weight 

Loadings 

Peer Support (PS)  0.591 0.852 1.625 0.770   
 PS1     0.365 0.786 
 PS2     0.337 0.807 
 PS3     0.268 0.737 
 PS4     0.328 0.742 
Family Support (FS)  0.733 0.892 1.354 0.818   
 FS1     0.416 0.829 
 FS2     0.349 0.876 
 FS3     0.405 0.863 
Perceived Playfulness 
(PP) 

 0.581 0.847 1.232 0.759   

 PP1     0.363 0.829 
 PP2     0.310 0.777 
 PP3     0.263 0.675 
 PP4     0.370 0.760 
Performance Expec-
tancy (PE) 

 0.620 0.867 1.159 0.795   

 PE1     0.296 0.803 
 PE2     0.338 0.844 
 PE3     0.324 0.738 
 PE4     0.311 0.761 
Effort Expectancy 
(EE) 

 0.622 0.831 1.136 0.703   

 EE1     0.296 0.748 
 EE2     0.496 0.838 
 EE3     0.467 0.778 
Subjective Norm 
(SN) 

 0.714 0.882 1.306 0.803   

 SS1     0.466 0.884 
 SS2     0.429 0.878 
 SS3     0.275 0.767 
Facilitating Condi-
tions (FC) 

 0.622 0.831  0.702   

 FC1     0.514 0.847 
 FC2     0.438 0.807 
 FC3     0.300 0.705 
Behavioral Intention 
(BI) 

 0.677 0.913 1.050 0.879   

 BI1     0.251 0.852 
 BI2     0.231 0.842 
 BI3     0.226 0.850 
 BI4     0.251 0.718 
 BI5     0.260 0.843 
Actual Use (AU)  0.866 0.928 1.050 0.845   
 AU1     0.539 0.931 
 AU2     0.536 0.930 
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Table 4: Discriminant validity of  the research factors 

  AU EE FC FS BI PS PP PE SN 
AU 0.931         
EE 0.224 0.789        
FC 0.215 0.331 0.788       
FS 0.089 0.100 0.199 0.856      
BI 0.506 0.213 0.218 0.287 0.823     
PS 0.198 0.236 0.330 0.482 0.382 0.769    
PP 0.466 0.225 0.233 0.240 0.403 0.374 0.762   
PE 0.267 0.251 0.268 0.151 0.464 0.281 0.267 0.788  
SN 0.109 0.219 0.120 0.351 0.259 0.436 0.242 0.169 0.845 
Notes: AU=Actual use; EE=Effort expectancy; FC=Facilitating conditions; FS=Family support; BI=Behavioral intention; PS=Peer 
support; PP=Perceived playfulness; PE=Performance expectancy; SN=Subjective norm 

STRUCTURAL MODELLING AND RESULTS 

Structural modelling of  the original UTAUT 
To achieve the first research objective, the original relationships in the UTAUT model were tested 
first (see Table 5). It was thus revealed that performance expectancy (βperformance expectancy behavioral inten-

tion=0.418, P<0.001) and subjective norms (βsubjective norm behavioral intention=0.172, P<0.01) had a positive 
and significant association with behavioral intention; whereas effort expectancy (βeffort expectancy behavioral 

intention=0.071, P=0.254) was a weak predictor. Overall, these constructs explained 25.3% (R2=0.253) 
of  the variance of  behavioral intention.  

The research analysis also confirmed that both facilitating conditions (βfacilitating conditions actual Facebook 

use=0.110, P=0.023) and behavioral intention to use Facebook (βbehavioral intention actual Facebook use=0.481, 
P<0.001) were determinants of  actual Facebook use, whereby they explained 26.6% (R2=0.266) of  
its variance. Thus, four hypotheses out of  five in UTAUT were confirmed. 

Table 5: The structural model findings for UTAUT 

Path Path coefficient (β) P-value t-value Hypothesis finding 
PEBI 0.418 <0.001 8.703 Supported 
EEBI 0.071 0.254 1.142 Not Supported 
SNBI 0.172 <0.01 3.471 Supported 
FCAU 0.110 0.023 2.288 Supported 
BIAU 0.481 <0.001 10.439 Supported 
Notes: AU=Actual use; EE=Effort expectancy; FC=Facilitating conditions; BI=Behavioral intention; PE=Performance expectancy; SN: 
Subjective norm 

Structural modelling of  the social support theory constructs 
This analysis was performed to cover the second research objective. Both constructs of  social sup-
port theory, namely peer support and family support were significant determinants of  the intention 
to accept Facebook. The findings confirmed that peer support was positively and significantly associ-
ated with the behavioral intention to accept Facebook (βpeer support behavioral intention=0.320, P<0.001). 
Family support was likewise found to be a predictor of  users’ intention to accept Facebook (βfamily 

support behavioral intention=0.135, P=0.008). These two factors explained 16.2% (R2=0.162) of  the variance 
of  Facebook adoption. 
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Structural modelling of  the proposed framework 
The third objective highlighted in this research was to identify the ability of  the proposed model to 
predict the adoption of  SNSs. Thus, the structural model was measured, which assessed the cause 
and effect associations between the latent variables of  the proposed framework. This analysis derived 
the path coefficient for the model’s latent constructs and R-square values (these structural model 
findings are reported in Table 6 and Figure 3).  

The level of  significance in this analysis was set at a P-value of  less than 0.05. The empirical findings 
corroborated the fact that peer support was positively and significantly associated with the behavioral 
intention to accept Facebook (βpeer support behavioral intention=0.126, P=0.040). Another variable from so-
cial support theory, which was included in the current research model, was family support. It was 
similarly found to be a significant predictor of  the behavioral intention to accept Facebook (βfamily 

support behavioral intention=0.101, P=0.049). Furthermore, perceived playfulness was another variable ex-
tended in the research model and this was likewise found to be a determinant of  Facebook ac-
ceptance (βperceived playfulness behavioral intention=0.223, P<0.001). Thus, all variables integrated into the pro-
posed model were confirmed as significant predictors of  the behavioral intention to accept Face-
book. 

With reference to the UTAUT variables, performance expectancy had a positive and significant asso-
ciation with the continued intention to accept Facebook (βperformance expectancy behavioral intention=0.339, 
P<0.001). However, contrary to the assumption that effort expectancy is significantly associated with 
the continued intention to use Facebook, the results revealed it to be a weak predictor (βeffort expectancy 

behavioral intention=0.027, P=0.618). Finally, the subjective norm was not a determinant of  behavioral in-
tention (βsubjective norm behavioral intention=0.051, P=0.293). Overall, hypotheses H1, H2, H3 and H4 postu-
lated in the present research were confirmed, whereas H5 and H6 were rejected. The model variables 
explained 34.3% of  the variance of  the behavioral intention to accept Facebook (R2=0.343). 

To predict actual Facebook use, facilitating conditions and behavioral intention were the predictive 
variables (βfacilitating conditions actual use=0.109, P=0.024, βbehavioral intention actual use=0.483, P<0.001). Accord-
ingly, hypotheses H7 and H8 were supported; explaining 26.8% of  actual Facebook use (R2=0.268). 

Table 6: The structural model findings of  the proposed model 

Path Path coefficient (β) P-value t-value Hypothesis finding 
H1: PSBI 0.126 0.040 2.053 Supported 
H2: FSBI 0.101 0.049 1.970 Supported 
H3: PPBI 0.223 <0.001 3.825 Supported 
H4: PEBI 0.339 <0.001 6.922 Supported 
H5: EEBI 0.027 0.618 0.499 Not Supported 
H6: SNBI 0.051 0.293 1.051 Not Supported 
H7: FCAU 0.109 0.024 2.259 Supported 
H8: BIAU 0.483 <0.001 10.239 Supported 
Notes: Actual use; EE=Effort expectancy; FC=Facilitating conditions; FS=Family support; BI=Behavioral intention; PS=Peer support; 
PP=Perceived playfulness; PE=Performance expectancy; SN: Subjective norm 
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Figure 3: The structural model findings 

Analysis of  the moderators  
A multi-group analysis technique was applied to meet the fourth research objective, namely to meas-
ure the differences between groups and analyze their moderating effect on the relationship between 
the research model constructs. Table 7 shows a significant difference in path strength based on indi-
vidual differences. That is to say, the users’ features had a modifying effect on the path strength be-
tween the research model’s latent constructs. Among these influences, three characteristics influenced 
peer support and behavioral intention path coefficients; two affected the family support and behav-
ioral intention path coefficients; two influenced the perceived playfulness and behavioral intention 
path coefficients, and one characteristic affected the subjective norm and behavioral intention path 
coefficient. 

Table 7: The effect of  moderators on path strength between the research model constructs 

Hypothesis 
Path 

 
 

The moderating effect of  individual differences 
Gender Age Experience Academic Level 

Male Female <=30 >30 Low Expe-
rience 

High ex-
perience 

Less 
than 
BSc 

BSc or 
Higher 

H1: PS BI 0.199* 0.032   0.080 0.223** -0.012 0.213* 

H2: FS BI   0.145* 0.034   0.049 0.172* 

H3: PP BI 0.179* 0.289***   0.278*** 0.185*   
H4: PE BI         
H4: EE BI         
H6: SN BI -0.131 0.189**       
H7: FC AU         
H8: BI AU         
*significant at the 0.05 level, **significant at the 0.01 level, ***significant at the 0.001 level 

Notes: AU=Actual use; EE=Effort expectancy; FC=Facilitating conditions; FS=Family support; BI=Behavioral intention; PS=Peer 
support; PP=Perceived playfulness; PE= Performance expectancy; SN: Subjective norm 
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DISCUSSION 
The findings successfully supported the research objectives, with this study pursuing four goals. The 
first was to understand the effect of  UTAUT on predicting Facebook acceptance in an unexplored 
Middle Eastern country, Iraq. The influence of  social support theory on Facebook acceptance in a 
non-work environment was also investigated, where people use SNSs to meet their own needs with-
out any pressure from a particular employer or organization. Moreover, this research integrated 
UTAUT with the social support and intrinsic motivation theories, in order to gain an understanding 
of  users’ attitudes towards Facebook adoption. Finally, it measured the moderating influence of  indi-
vidual differences on the path strength between the model constructs. This section delves into the 
findings derived for each goal.  

THE ORIGINAL UTAUT 
The outcomes supported the adoption of  UTAUT to investigate Facebook acceptance in a hitherto 
unexplored Middle Eastern country, namely, Iraq. The model’s efficiency was established according 
to three elements. The first of  these was that the original hypotheses in UTAUT were statistically 
upheld, except for the influence of  effort expectancy (see Table 5), indicating that a change in the 
determinant values was related to changes in response values (The Minitab Blog, 2013). The results 
showed that the strongest predictor was performance expectancy, in agreement with previous re-
search (Williams, Rana, & Dwivedi, 2015). The findings obtained from this analysis also provided an 
acceptable level of  explanatory power through the variance explained by the model (25.3% of  behav-
ioral intention and 26.6% of  actual Facebook use). Although these values are not high, such explana-
tion is acceptable in studies seeking to predict human behavior. Overall, the research findings provid-
ed support for the conclusion drawn by Dwivedi et al. (2011) that UTAUT under-performs in differ-
ent cultures and contexts. Third, the model constructs and their reliability and validity were support-
ed, which further advocates the use of  this framework in different cultural contexts.  

SOCIAL SUPPORT THEORY AND THE INTEGRATED CONCEPTUAL MODEL 
The proposed model successfully explained 34.3% of  the variance of  behavioral intention, whereas 
the original UTAUT explained 25.3%. Four variables were found to be significant predictors of  be-
havioral intention, namely, peer support, family support, perceived playfulness, and performance ex-
pectancy (see Table 6 and Figure 3).  

This research, therefore, provided empirical evidence of  the association between social support theo-
ry and Facebook acceptance. It was perhaps the most important result here, with previous studies 
failing to investigate this relationship in the context of  SNSs, although it has been widely assessed in 
work contexts. For example, both peer and family support were significant antecedents of  the behav-
ioral intention to accept Facebook. These findings also corroborated previous research into the influ-
ence of  social support on trainees’ decisions to use e-learning systems (Weng et al., 2015). A rational 
explanation for such outcomes could be that the users’ behavioral intention to use an SNS (Face-
book) was directly affected by their social environment, where shared ideas, general comments, and 
positive encouragement all motivated them to perform a certain behavior. Thus, social support from 
family and friends could have helped mitigate individuals’ negative attitudes to SNSs. In this regard, 
Arab culture strongly resists any social change, especially to the way in which people communicate 
and interact with each other. The current research findings, however, indicated that family members 
and friends can play a key role in directing the use of  SNSs in a positive way, where users perceive 
that their relatives or close friends do not have a negative attitude to these sites. Hence, it is suggested 
that the more social support that users receive when accessing SNSs, the more likely it is that they 
will continue reaping the benefits of  SNSs in future. In earlier literature, it was discussed that family 
support could also assist people in balancing their time commitments and reducing work-family con-
flict. As we are living in the digital age, most people are concerned about forming traditional relation-
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ships, which could affect their decision to use modern communication technologies. However, this 
negative belief  can be changed through social support. In brief, although SNSs offer several benefits, 
further attention must be given to the unintended outcomes that modern technologies can produce.  

The other strong predictor to emerge was perceived playfulness. Corresponding to these findings, 
Pillai (2014) also found it to be a significant determinant of  Facebook acceptance. The results of  the 
present study suggested that a high level of  perceived playfulness could reduce cognitive burden and 
in turn, lead to users overcoming the obstacles to using Facebook. As a result, users would be more 
willing to continue using the technology, possibly because the current design of  SNSs ensures that 
the amount of  effort required for information processing is minimized and that users’ experience 
enjoyment and fun. In SNSs, a variety of  multimedia resources are deployed and navigational control 
is supported. Such features facilitate the playful use of  SNSs. Thus, it appeared that Facebook users 
still perceived SNSs as a medium of  fun, enjoyment, and leisure.  

In the present study, performance expectancy was found to be the best determinant of  behavioral 
intention, and these findings were consistent with those of  previous research (Akinbobola & 
Adeleke, 2016; Al-Azawei et al., 2017a; Kwon et al., 2014; Sin et al., 2012; Venkatesh et al., 2003). 
This positive effect of  performance expectancy on the intention to use Facebook suggested that the 
more users believed that Facebook was useful for enhancing their online communication, the more 
likely it was that they would intend to accept it. For example, if  SNSs do not help improve online 
interaction and communication, users will go back to using traditional communication methods or 
look for other tools. Nevertheless, the social networks have the additional benefit of  providing new 
information, enabling purchases to be made online, and providing entertainment. It is, therefore, evi-
dent that services of  this nature, provided free of  charge on Facebook, promote the enhancement of  
users’ perceptions of  the network’s benefits.  

Unlike our hypothesis, effort expectancy was not found to be a predictor of  the behavioral intention 
to use Facebook and this was therefore consistent with other studies carried out by Lallmahomed et 
al. (2013) and Al-Azawei, Parslow, and Lundqvist (2017b). The effect of  effort expectancy depends 
greatly on the maturity of  a particular technology. For example, if  users are highly experienced in 
using it, the effect of  effort expectancy will be reduced. As discussed previously, Facebook is the 
most commonly SNSs adopted by Iraqi users and, as a result, they are likely to be familiar with its 
design, features, and services. The previous literature also agrees that the level of  experience in using 
a technology is closely associated with the effect of  effort expectancy (Al-Azawei & Lundqvist, 2015; 
Al-Azawei et al., 2017b). 

In addition, contrary to the findings of  other studies (Çelik, 2011; Dumpit & Fernandez, 2017), this 
present study indicated an insignificant relationship between subjective norms and the behavioral 
intention to accept Facebook. This may indicate that Facebook users in Iraq do not consider the per-
spectives or opinions of  others (for example, family and friends) when they decide to use SNSs. Ac-
cording to Venkatesh et al. (2003), people alter their individual belief  structure according to the effect 
of  social pressure through identification in the case of  voluntary technology use, whereas social sta-
tus plays a vital role in individual decision-making when technology use is mandatory. This argument 
may explain our findings as to why social pressure was not a predictive factor in the present study. 
Another possible explanation is that social norms have a significant influence on SNS adoption in 
Iraq, as shown in the analysis of  the original UTAUT (see Table 5). However, the other integrated 
variables in the proposed model had a stronger influence on behavioral intention, thus reducing the 
overall effect of  social pressure.  

Finally, this research supports Venkatesh et al.’s (2003) assumption that both facilitating conditions 
and behavioral intention are significant determinants of  actual use of  a system. Our analysis indicat-
ed that the availability of  an ICTs infrastructure, the stability of  the Internet bandwidth, and pres-
ence of  technical support are significant in predicting users’ willingness to accept SNSs. The strong 
relationship between people’s behavioral intention to perform a certain behavior and the actual per-
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formance of  that behavior was upheld in this study. It is a finding that is consistent with the socio-
psychological theory proposed by Ajzen and Fishbein (1980). The significant relationship between 
these two constructs (behavioral intention and actual behavior) is also stable across studies (Davis et 
al., 1989; Venkatesh et al., 2003).    

THE MODERATING EFFECT OF INDIVIDUAL DIFFERENCES 

Gender 
Following the moderating effect of  the gender divide, the results in Table 7 depict that gender divide 
moderates the relationship between peer support and behavioral intention (PS_BI), perceived play-
fulness and behavioral intention (PP_BI), and subjective norms and behavioral intention (SN_BI). 
Overall, other research on Facebook adoption also demonstrates that gender plays a significant role 
in the relationship between different variables (Shen & Khalifa, 2010). 

The association between PS_BI was stronger for men than for women. This may have been due to 
cultural restrictions to women’s public interaction (Ameen & Willis, 2018; UN Iraq, 2013). Therefore, 
male users may have received stronger support for Facebook use from their male friends and peers 
than was experienced by their female counterparts. Furthermore, the ratings for computer self-
efficacy amongst male users of  computers and technology were reported as higher than for female 
users (Terzis & Economides, 2011). This may indicate that men were more likely than women to 
share their experience with peers, as they had more ability to use the technology. Another research 
study conducted by Broos (2005) reported negative attitudes to technology and Internet use, high 
computer anxiety, and less experience with technology amongst women, compared to male users. 
Similarly, according to Li and Kirkup (2007), a higher level of  technology skills and behavioral inten-
tion to use technology was reported for Chinese and British males than for their female counterparts. 
Moreover, research on social style and psychological differences between men and women has sug-
gested that male friendships are more instrumental, with a greater tendency to share activities and 
work together on projects, whereas female friendships are usually emotional, with a greater tendency 
to share feelings (Moore, 1990; Riggio, 2014; Vigil, 2007). Aside from this, based on the dominant 
culture in Arab nations, friendships are reserved for people of  the same gender and therefore, male 
peers are more likely than female peers to provide further support to their friends and share their 
personal knowledge of  Facebook use. Hence, our results were consistent with such theoretical as-
sumptions and empirical findings.  

Gender also revealed a moderating effect on the relationship between PP_BI and SN_BI, with this 
being stronger for female than for male users. For the PP_BI association, Terzis and Economides 
(2011) point out that men can be more affected than women by perceived playfulness, because typical 
male characteristics correspond more closely to features of  computer games. However, our findings 
were inconsistent with this assumption, because it was indicated that female Facebook users were 
more concerned than men about perceived playfulness. A rational explanation for this result is that 
Arab culture inhibits women from participating in public enjoyment and fun. Therefore, they are 
more likely to find this hedonic pleasure in SNSs. Pertaining to the SN_BI relationship, however, our 
findings agree with most of  the earlier literature, where women were shown to be more likely than 
men to be affected by social pressure and to accept behavior that is confirmed by other people 
(Tarhini et al., 2014; Venkatesh et al., 2003; Wang, Wu, & Wang, 2009). This behavior that is fre-
quently displayed by women could be due to their susceptibility to be influenced by feelings and a 
greater tendency to depend on the opinions of  others, particularly in Arab culture (Said-Foqahaa, 
2011).  

Age 
Looking at Table 7, age was found to moderate the relationship between family support and behav-
ioral intention (FS_BI), whereby it affected young users (aged 30 years or under) more than others. 
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This means that family support was a more salient construct for younger Facebook users than it was 
for older users to predict their willingness to adopt SNSs such as Facebook. These results possibly 
indicated that younger users were still being driven by their positive perceptions of  family support 
and encouragement. In consideration of  the context of  this study, young Iraqis are guided heavily by 
their families, unlike their counterparts in the West and this may provide rational support for our 
findings. Other studies also confirm the moderating effect of  age on the relationships between dif-
ferent constructs and users’ intention to accept a technology (Tarhini et al., 2014; Venkatesh et al., 
2003).  

Experience of  using Facebook  
As suggested in other studies, experience of  using technology can moderate the relationship between 
different constructs (Tarhini et al., 2014; Venkatesh & Davis, 2000; Venkatesh et al., 2003). Experi-
ence of  using Facebook had two moderating effects on the associated path between the model varia-
bles. The first was on the relationship between peer support and behavioral intention (PS_BI), which 
was stronger for users with a high level of  Facebook experience. This suggests that support received 
by users from their peers can play a significant role in improving their technology experience and 
their decision to continue using SNSs in the future. On the contrary, less experienced users would 
develop their intention to use Facebook according to the hedonic pleasure that they gained from us-
ing it (PP_BI). Less experienced Facebook users were also more likely to use the social network, if  
they perceived it as fun and enjoyable, given that perceived playfulness was a strong predictor of  the 
behavioral intention to use Facebook.  

Academic level 
The analysis showed that academic level moderated the relationship between peer support and be-
havioral intention (PS_BI), as well as between family support and behavioral intention (FS_BI), 
which was stronger for Facebook users with a BSc or postgraduate degree. These are new findings 
for the research on social media networks, as previous literature has not investigated this relationship. 
It was assumed that this influence would be stronger for educated users, because they had already 
perceived support from their families and peers, whereas less educated users were still seeking sup-
port. Another possible explanation for these outcomes is that family members or friends with a lower 
level of  education may also have a low level of  experience in using such technologies and, therefore, 
would be unable to provide adequate support for their relatives and peers. In general, educational 
level plays a significant role in moderating the relationship between several variables in technology 
acceptance theories (Venkatesh et al., 2003). 

IMPLICATIONS AND LIMITATIONS 
This study makes a number of  contributions to theory and practice. Regarding the former, it has 
aimed to develop a conceptual research framework that will facilitate a thorough understanding of  
Facebook acceptance. This was based on UTAUT, social support theory, and intrinsic motivation 
theory, as well as studying the influence of  a set of  moderators (gender, age, experience of  using Fa-
cebook, and educational level). This study also contributes to the previous literature on the effective-
ness of  UTAUT in different cultural contexts, although it appeared to under-perform, compared to 
its original results (Venkatesh et al., 2003). Thus, in contrast to most of  the studies in the West that 
have considered the behavioral intention to accept Facebook, our research supports the reliability 
and validity of  UTAUT in the Arab world. Another significant implication of  this study is its report-
ing of  the relevance of  social support theory to Facebook adoption. Previous research has not pro-
vided evidence of  the effect of  this theory in the context of  Facebook acceptance, whereas it has 
been extensively applied in work contexts and in terms of  customer satisfaction. Therefore, this pre-
sent study is the first to take into consideration the impact of  family and peer support on the behav-
ioral intention to use Facebook, in which both were found to be predictive variables of  this intention. 
Moreover, this research adds to the few studies that have considered the effect of  individual differ-
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ences on the path proposed between the model constructs, while at the same time reporting signifi-
cant differences.  

The results of  the present study make a practical contribution to organizations that provide SNSs. 
SNSs are developed in the West and this research shows that users will not adopt Facebook purely 
because of  its usefulness; users’ acceptance is in fact formed through a sequence of  values, such as 
individual differences, psychological factors, and social and organizational beliefs. Consideration of  
these variables can assist in obtaining a complete picture of  the phenomenon under-investigation. 
Accordingly, social media organizations should not only consider strategies that apply to a single con-
text; other contexts and countries where there are different beliefs, perceptions, and cultures should 
also be considered. Based on another practical perspective, the evidence provided here is that social 
support theory has a significant influence on SNSs acceptance. This may suggest that social media 
organizations should provide services to support this concept. Finally, perceived playfulness showed 
a significant impact on the intention to use SNSs and, in turn, this implied that designers and organi-
zations should pay further attention to the entertainment services provided by social networks, in 
order to motivate users and improve their willingness to accept such technologies.  

Regardless of  many significant outcomes obtained in the present research, it was not without limita-
tions. First, the study’s subjects were Iraqi Facebook users. Therefore, caution needs to be exercised 
in generalizing the research outcomes to other cultures and contexts. Moreover, this was a cross-
sectional study, with the data being collected at a specific point in time. In contrast, a longitudinal 
research design could be applied to gather data from the research sample over a longer time period to 
see if  attitudes, beliefs, perceptions, and intentions change over the course of  the study. Another lim-
itation was that the measurement of  the actual use of  Facebook was based on users’ self-assessment, 
whereas collecting data on actual use from SNSs would yield a more accurate representation of  Fa-
cebook use. Finally, the overall R-square explained in the present study may indicate a need to include 
other constructs, such as individual experience, compatibility, and quality of  working life for a more 
accurate prediction of  the behavioral intention to adopt Facebook. Such limitations could invite fur-
ther research.  

CONCLUSION 
The key aims of  this research were to (1) understand UTAUT’s ability to determine Facebook adop-
tion, (2) highlight the role of  social support theory (family support and peer support) in Facebook 
adoption within a non-work context, (3) examine the effectiveness of  the proposed model on SNS 
acceptance, and (4) investigate how a combination of  individual features (age, gender, experience of  
using Facebook, and educational level) could influence the acceptance of  Facebook use in Iraq.  

The main findings pointed to UTAUT as an effective theoretical model for extending our under-
standing of  users’ willingness to accept Facebook in a Middle Eastern country. Although the findings 
confirmed all original relationships of  the associated path between the model constructs, except for 
effort expectancy, the overall analysis revealed only an acceptable explanation of  the variance of  be-
havioral intention and Facebook use. This provides further support for integrating other constructs 
to enhance the ability of  this theoretical model to predict Facebook adoption.    

Social support theory and perceived playfulness generated evidence of  the power of  these two theo-
ries to predict technology use. More specifically, the findings upheld the significant effect of  social 
support theory on Facebook acceptance in a non-mandatory or non-work context. This represents 
the key contribution of  the present research in comparison to the earlier literature. Social support 
theory has been widely studied in work contexts. However, this research focused on its impact on 
technology adoption in a voluntary context.  

The empirical findings also highlighted a significant moderating effect of  the proposed moderators 
on the associated paths between several constructs and the behavioral intention to use Facebook. By 
including the proposed variables in UTAUT and considering the impact of  individual differences, it 
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became possible to understand how users decide to adopt Facebook. It is hoped that future research 
will build on the results of  this work and try to provide further explanations of  why users accept 
SNSs.  

REFERENCES 
Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behaviour. Englewood Cliffs: Prentice-

Hall, Inc.,. 

Akinbobola, O. I., & Adeleke, A. A. (2016). External variables as antecedents of  users’ perception in virtual 
library usage. Interdisciplinary Journal of  Information, Knowledge, and Management, 11, 73-87. 
https://doi.org/10.28945/3450   

Al-Azawei, A. H. S. (2017). Modelling e-learning adoption: The influence of  learning style and universal learning theories 
(Doctoral thesis). University of  Reading, UK. 

Al-Azawei, A., & Lundqvist, K. (2015). Learner differences in perceived satisfaction of  an online learning: An 
extension to the technology acceptance model in an Arabic sample. Electronic Journal of  E-Learning, 13(5). 

Al-Azawei, A., Parslow, P., & Lundqvist, K. (2016). Barriers and opportunities of  e-learning implementation in 
Iraq: A case of  public universities. International Review of  Research in Open and Distance Learning, 17(5), 126-
146. https://doi.org/10.19173/irrodl.v17i5.2501 

Al-Azawei, A., Parslow, P., & Lundqvist, K. (2017a). Investigating the effect of  learning styles in a blended e-
learning system: An extension of  the technology acceptance model (TAM). Australasian Journal of  
Educational Technology, 33(2). https://doi.org/10.14742/ajet.2741  

Al-Azawei, A., Parslow, P., & Lundqvist, K. (2017b). The effect of  Universal Design for Learning (UDL) 
application on e-learning acceptance: A structural equation model. International Review of  Research in Open 
and Distance Learning, 18(6). https://doi.org/10.19173/irrodl.v18i6.2880  

Alkhaldi, A. N. (2017). An empirical examination of  customers’ mobile phone experience and awareness of  
mobile banking services in mobile banking in Saudi Arabia. Interdisciplinary Journal of  Information, Knowledge, 
and Management, 12, 283-308. https://doi.org/10.28945/3887 

Alshehri, M., & Drew, S. (2012). The effects of  website quality on adoption of  e-government service : An 
empirical study applying UTAUT model using SEM. In 23rd Australasian Conference on Information Systems 
(pp. 1-13). Geelong, 3-5 December: Website Quality and E-Government Service  

Ameen, N., & Willis, R. (2018). Towards closing the gender gap in Iraq: Understanding gender differences in 
smartphone adoption and use. Information Technology for Development, 1102, 1-26. 
https://doi.org/10.1080/02681102.2018.1454877 

Atkinson, M., & Kydd, C. (1997). Individual characteristics associated with world wide web use: An empirical 
study of  playfulness and motivation. Data Base for Advances in Information Systems, 28(2), 53-62. 
https://doi.org/10.1145/264701.264705  

Bagozzi, R. P. (2007). The legacy of  the Technology Acceptance Model and a proposal for a paradigm shift. 
Journal of  the Association for Information Systems, 8(4), 244-254. https://doi.org/10.17705/1jais.00122 

Baresch, B., Knight, L., Harp, D., & Yaschur, C. (2011). Friends who choose your news: An analysis of  content 
links on Facebook. 12th International Symposium on Online Journalism, Austin, TX, April, 2011, 1-24.  

Barnett, L. (1990). Playfulness : Definition, design, and measurement. Play & Culture, 3, 319-336. 

Broos, A. (2005). Gender and information and communication technologies (ICT) anxiety: Male self-assurance 
and female hesitation. CyberPsychology & Behavior, 8(1), 21-31. https://doi.org/10.1089/cpb.2005.8.21 

Çelik, H. (2011). Influence of  social norms, perceived playfulness and online shopping anxiety on customers’ 
adoption of  online retail shopping: An empirical study in the Turkish context. International Journal of  Retail 
& Distribution Management, 39(6), 390-413. https://doi.org/10.1108/09590551111137967 

Chang, S. E., Liu, A. Y., & Shen, W. C. (2017). User trust in social networking services: A comparison of  
Facebook and LinkedIn. Computers in Human Behavior, 69, 207-217. 
https://doi.org/10.1016/j.chb.2016.12.013  

https://doi.org/10.28945/3450
https://doi.org/10.19173/irrodl.v17i5.2501
https://doi.org/10.14742/ajet.2741
https://doi.org/10.19173/irrodl.v18i6.2880
https://doi.org/10.28945/3887
https://doi.org/10.1080/02681102.2018.1454877
https://doi.org/10.1145/264701.264705
https://doi.org/10.17705/1jais.00122
https://doi.org/10.1089/cpb.2005.8.21
https://doi.org/10.1108/09590551111137967
https://doi.org/10.1016/j.chb.2016.12.013


Predicting the Adoption of  Social Media 

254 

Davis, F. D. (1986). A Technology Acceptance Model for empirically testing new end-user information systems: Theory and 
results (Doctorol thesis). Wayne State University, Detroit, Michigan, USA.  

Davis, F. D., Bagozzi, R., & Warshaw, P. R. (1989). User acceptance of  computer technology: A comparison of  
two theoretical models. Management Science, 35(8), 982-1003. https://doi.org/10.1287/mnsc.35.8.982 

Dong, T. P., Cheng, N. C., & Wu, Y. C. J. (2014). A study of  the social networking website service in digital 
content industries: The Facebook case in Taiwan. Computers in Human Behavior, 30, 708-714. 
https://doi.org/10.1016/j.chb.2013.07.037   

Dumpit, D. Z., & Fernandez, C. J. (2017). Analysis of  the use of  social media in higher education institutions 
(HEIs) using the Technology Acceptance Model. International Journal of  Educational Technology in Higher 
Education, 14(5), 1-16. https://doi.org/10.1186/s41239-017-0045-2  

Dwivedi, Y. K., Rana, N. P., Chen, H., & Williams, M. D. (2011). A meta-analysis of  the Unified Theory of  
Acceptance and Use of  Technology (UTAUT). In M. Nüttgens, A. Gadatsch, K. Kautz, I. Schirmer, & N. 
Blinn (Eds.), Governance and sustainability in information systems. Managing the transfer and diffusion of  IT (pp.155-
170). https://doi.org/10.1007/978-3-642-24148-2 

Ellison, N. B., Steinfield, C., & Lampe, C. (2007). The benefits of  Facebook “friends:” Social capital and college 
students’ use of  online social network sites. Journal of  Computer-Mediated Communication, 12(4), 1143-1168. 
https://doi.org/10.1111/j.1083-6101.2007.00367.x 

Eom, S. B., & Ashill, N. (2016). The determinants of  students’ perceived learning outcomes and satisfaction in 
university online education: An update. Decision Sciences Journal of  Innovative Education, 14(2), 185-215. 
https://doi.org/10.1111/dsji.12097 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and 
measurement error. Journal of  Marketing Research (JMR), 18(1), 39-50. https://doi.org/10.2307/3151312 

Garver, M. S., & Mentzer, J. T. (1999). Logistics research methods: Employing structural equation modeling to 
test for construct validity. Journal of  Business Logistics, 20(1), 33. 

Gefen, D., & Straub, D. W. (1997). Gender differences in the perception and use of  e-mail: An extension to the 
technology acceptance model. MIS Quarterly: Management Information Systems, 21(4), 389-400. 
https://doi.org/10.2307/249720 

GlobalStats. (2018). Retrieved March 30, 2018, from http://gs.statcounter.com/social-media-stats/all/iraq  

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data analysis (6th ed.). 
Upper Saddle River, NJ: Pearson Prentice Hall. 

Hanson, C., West, J., Neiger, B., Thackeray, R., Barnes, M., & Mcintyre, E. (2011). Use and acceptance of  social 
media among health educators. American Journal of  Health Education, 42(4), 197-204. 
https://doi.org/10.1080/19325037.2011.10599188 

Harris, J. I., Winskowski, A. M., & Engdahl, B. E. (2007). The types of  workplace social support in the 
prediction of  job satisfaction. The Career Development Quarterly, 56, 150-156. 
https://doi.org/10.1002/j.2161-0045.2007.tb00027.x 

Hilao, M. P., & Wichadee, S. (2017). Gender differences in mobile phone usage for language learning , attitude, 
and performance. Turkish Online Journal of  Distance Education, 18(2), 68-80. 
https://doi.org/10.17718/tojde.306558  

Hulland, J. (1999). Use of  partial least squares (PLS ) in strategic management research: A review of  four recent 
studies. Strategic Management Journal, 20(2), 195-204. https://doi.org/10.1002/(SICI)1097-
0266(199902)20:2<195::AID-SMJ13>3.0.CO;2-7 

Internet World Stats. (2016). Retrieved February 3, 2016, from http://www.internetworldstats.com/stats5.htm  

Internet World Stats. (2018). Retrieved March 16, 2018, from https://www.internetworldstats.com/stats5.htm  

Kaplan, A. M., & Haenlein, M. (2010). Users of  the world, unite! The challenges and opportunities of  Social 
Media. Business Horizons, 53(1), 59-68. https://doi.org/10.1016/j.bushor.2009.09.003  

https://doi.org/10.1287/mnsc.35.8.982
https://doi.org/10.1016/j.chb.2013.07.037
https://doi.org/10.1186/s41239-017-0045-2
https://doi.org/10.1007/978-3-642-24148-2
https://doi.org/10.1111/j.1083-6101.2007.00367.x
https://doi.org/10.1111/dsji.12097
https://doi.org/10.2307/3151312
https://doi.org/10.2307/249720
http://gs.statcounter.com/social-media-stats/all/iraq
https://doi.org/10.1080/19325037.2011.10599188
https://doi.org/10.1002/j.2161-0045.2007.tb00027.x
https://doi.org/10.17718/tojde.306558
https://doi.org/10.1002/(SICI)1097-0266(199902)20:2%3c195::AID-SMJ13%3e3.0.CO;2-7
https://doi.org/10.1002/(SICI)1097-0266(199902)20:2%3c195::AID-SMJ13%3e3.0.CO;2-7
http://www.internetworldstats.com/stats5.htm
https://www.internetworldstats.com/stats5.htm
https://doi.org/10.1016/j.bushor.2009.09.003


Al-Azawei 

255 

Kwon, S. J., Park, E., & Kim, K. J. (2014). What drives successful social networking services? A comparative 
analysis of  user acceptance of  Facebook and Twitter. Social Science Journal, 51(4), 534-544. 
https://doi.org/10.1016/j.soscij.2014.04.005  

Lallmahomed, M. Z. I., Zairah, N., Rahim, A., Ibrahim, R., & Rahman, A. A. (2013). Predicting different 
conceptualizations of  system use: Acceptance in hedonic volitional context (Facebook). Computers in 
Human Behavior, 29, 2776-2787. https://doi.org/10.1016/j.chb.2013.07.018  

Lee, W., & Paris, C. M. (2016). How your emotions on Facebook can drive your attitudes and intentions to go 
to the special event? Tourism Travel and Research Association: Advancing Tourism Research Globally, 17. Retrieved 
from http://scholarworks.umass.edu/ttra/2010/Oral/17 

Li, N., & Kirkup, G. (2007). Gender and cultural differences in Internet use: A study of  China and the UK. 
Computers & Education, 48, 301-317. https://doi.org/10.1016/j.compedu.2005.01.007 

Marangunic, N., & Granic, A. (2015). Technology acceptance model: A literature review from 1986 to 2013. 
Universal Access in the Information Society, 14(1), 81-95. https://doi.org/10.1007/s10209-014-0348-1  

The Minitab Blog. (2013). Regression analysis: How do I Interpret R-squared and assess the goodness-of-fit? Retrieved 
April 18, 2018, from http://blog.minitab.com/blog/adventures-in-statistics-2/regression-analysis-how-do-
i-interpret-r-squared-and-assess-the-goodness-of-fit  

Moon, J., & Kim, Y. (2001). Extending the TAM for a World-Wide Web context. Information & Management, 
38(4), 217-230. https://doi.org/10.1016/S0378-7206(00)00061-6 

Moore, G. (1990). Structural deteminants of  men’s and women’s personal networks. American Sociological Review, 
55(5), 725-735. https://doi.org/10.2307/2095868 

Mtebe, J. S., Mbwilo, B., & Kissaka, M. M. (2016). Factors influencing teachers’ use of  multimedia enhanced 
content in secondary schools in Tanzania. The International Review of  Research in Open and Distributed Learning 
(IRRODL), 17(2). https://doi.org/10.19173/irrodl.v17i2.2280  

Ngai, E. W. T., Tao, S. S. C., & Moon, K. K. L. (2015). International Journal of  Information Management 
Social media research: Theories , constructs, and conceptual frameworks. International Journal of  Information 
Management, 35(1), 33-44. https://doi.org/10.1016/j.ijinfomgt.2014.09.004  

Oliveira, D., Karina, M., Huertas, Z., & Lin, Z. (2016). Factors driving young users’ engagement with Facebook: 
Evidence from Brazil. Computers in Human Behavior, 54, 54-61. https://doi.org/10.1016/j.chb.2015.07.038 

Pallant, J. (2013). SPSS Survival Manual: A step by step guide to data analysis using IBM SPSS (5th ed.). Maidenhead, 
UK: McGraw-Hill Education, Open University Press: McGrawHill. 

Peat, J. K., & Barton, B. (2005). Medical statistics: A guide to data analysis and critical appraisal, (1st ed.). UK: 
Blackwell. https://doi.org/10.1002/9780470755945 

Pillai, A. (2014). User acceptance of  social networking websites in India: Orkut vs. Facebook. International 
Journal of  Indian Culture and Business Management, 5(4), 405-414. 
https://doi.org/10.1504/IJICBM.2012.047412 

Riggio, R. E. (2014). How are men’s friendships different from women’s? Retrieved April 28, 2018, from 
https://www.psychologytoday.com/us/blog/cutting-edge-leadership/201410/how-are-men-s-friendships-
different-women-s  

Rosen, P. A., & Sherman, P. (2006). Hedonic information systems: Acceptance of  social networking websites. 
Proceedings of  the Twelfth Americas Conference on Information Systems, Acapulco, Mexico August 04th-06th 2006. 
1208-1213. Retrieved from 
https://pdfs.semanticscholar.org/bca4/ce59d9a312955c7d226550db9e9ec017d9c1.pdf  

Said-Foqahaa, N. (2011). Arab women: Duality of  deprivation in decision-making under patriarchal authority. 
Journal of  Women of  the Middle East and the Islamic World, 9, 234-272. 
https://doi.org/10.1163/156920811X578539 

Shen, K. N., & Khalifa, M. (2010). Facebook usage among Arabic college students: Preliminary findings on 
gender differences. International Journal of  E-Business Management, 4(1), 53-65. 
https://doi.org/10.3316/IJEBM0401053 

https://doi.org/10.1016/j.soscij.2014.04.005
https://doi.org/10.1016/j.chb.2013.07.018
http://scholarworks.umass.edu/ttra/2010/Oral/17
https://doi.org/10.1016/j.compedu.2005.01.007
https://doi.org/10.1007/s10209-014-0348-1
http://blog.minitab.com/blog/adventures-in-statistics-2/regression-analysis-how-do-i-interpret-r-squared-and-assess-the-goodness-of-fit
http://blog.minitab.com/blog/adventures-in-statistics-2/regression-analysis-how-do-i-interpret-r-squared-and-assess-the-goodness-of-fit
https://doi.org/10.1016/S0378-7206(00)00061-6
https://doi.org/10.2307/2095868
https://doi.org/10.19173/irrodl.v17i2.2280
https://doi.org/10.1016/j.ijinfomgt.2014.09.004
https://doi.org/10.1016/j.ijinfomgt.2014.09.004
https://doi.org/10.1016/j.chb.2015.07.038
https://doi.org/10.1002/9780470755945
https://doi.org/10.1504/IJICBM.2012.047412
https://www.psychologytoday.com/us/blog/cutting-edge-leadership/201410/how-are-men-s-friendships-different-women-s
https://www.psychologytoday.com/us/blog/cutting-edge-leadership/201410/how-are-men-s-friendships-different-women-s
https://pdfs.semanticscholar.org/bca4/ce59d9a312955c7d226550db9e9ec017d9c1.pdf
https://doi.org/10.1163/156920811X578539
https://doi.org/10.3316/IJEBM0401053


Predicting the Adoption of  Social Media 

256 

Shumaker, S. A., & Brownell, A. (1984). Toward a theory of  social support: Closing conceptual gaps. Journal of  
Social Issues, 40(4), 11-36. https://doi.org/10.1111/j.1540-4560.1984.tb01105.x 

Sin, S. S., Nor, K. M., & Al-Agaga, A. M. (2012). Factors affecting Malaysian young consumers’ online purchase 
intention in social media websites. Procedia - Social and Behavioral Sciences, 40, 326-333. 
https://doi.org/10.1016/j.sbspro.2012.03.195  

Starin, D., Baden, R., Bender, A., Spring, N., & Bhattacharjee, B. (2009). Persona: An online social network with 
user-defined privacy categories and subject descriptors. Sigcomm’09 Proceedings of  the ACM SIGCOMM 2009 
Conference on Data Communication, 135-146. https://doi.org/10.1145/1592568.1592585  

Statista. (2018). (Web portal). Most famous social network sides worldwide. Acessed July 20, 2018, at 
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/  

Sultan, S., & Rashid, S. (2015). Perceived social support mediating the relationship between perceived stress and 
job staisfaction. I-Manager’s Journal on Educational Psycholog,y 8(3), 36-42. 

Tarhini, A. (2013). The effects of  cultural dimensions and demographic characteristics on e-learning acceptance. Brunel 
University. 

Tarhini, A., El-Masri, M., Ali, M., & Serrano, A. (2016). Extending the UTAUT model to understand the 
customers’ acceptance and use of  internet banking in Lebanon: A structural equation modeling approach. 
Information Technology & People, 29(4), 830-849. https://doi.org/10.1108/ITP-02-2014-0034 

Tarhini, A., Hone, K., & Liu, X. (2014). The effects of  individual differences on e-learning users’ behaviour in 
developing countries: A structural equation model. Computers in Human Behavior, 41, 153-163. 
https://doi.org/10.1016/j.chb.2014.09.020 

Teo, T. (2016). Modelling Facebook usage among university students in Thailand: The role of  emotional 
attachment in an extended technology acceptance model. Interactive Learning Environments, 24(4), 745-757. 
https://doi.org/10.1080/10494820.2014.917110  

Terzis, V., & Economides, A. A. (2011). Computer based assessment: Gender differences in perceptions and 
acceptance. Computers in Human Behavior, 27(6), 2108-2122. https://doi.org/10.1016/j.chb.2011.06.005  

UN Iraq. (2013). Women in Iraq factsheet. Retrieved March 30, 2018, from 
http://www.uniraq.org/index.php?option=com_k2&view=item&task=download&id=3_a0648978643576
b1765216c6562b256b&lang=en  

Venkatesh, V. (2000). Determinants of  perceived ease of  use: Integrating control, intrinsic motivation, and 
emotion into the Technology Acceptance Model. Information System Research, 11(4), 342-365. 
https://doi.org/10.1287/isre.11.4.342.11872 

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of  the Technology Acceptance Model: Four 
longitudinal field studies. Management Science, 46(2), 186-204. https://doi.org/10.1287/mnsc.46.2.186.11926  

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of  information technology: 
Toward a unified view. MIS Quarterly, 27(3), 425-478. https://doi.org/10.2307/30036540  

Vigil, J. M. (2007). Asymmetries in the friendship preferences and social styles of  men and women. Human 
Nature, 18, 143-161. https://doi.org/10.1007/s12110-007-9003-3  

Wang, Y. S., Wu, M. C., & Wang, H. Y. (2009). Investigating the determinants and age and gender differences in 
the acceptance of  mobile learning. British Journal of  Educational Technology, 40(1), 92-118. 
https://doi.org/10.1111/j.1467-8535.2007.00809.x  

Webster, J., Trevino, L. K., & Ryan, L. (1993). The dimensionality and correlates of  flow in human-computer 
interactions. Computers in Human Behavior, 9(4), 411-426. https://doi.org/10.1016/0747-5632(93)90032-N  

Weng, C., Tsai, C., & Weng, A. (2015). Social support as a neglected e-learning motivator affecting trainee’s 
decisions of  continuous intentions of  usage. Australasian Journal of  Educational Technology, 31(2), 177-192. 
https://doi.org/10.14742/ajet.1311 

Williams, M. D., Rana, N. P., & Dwivedi, Y. K. (2015). The unified theory of  acceptance and use of  technology 
(UTAUT): A literature review. Journal of  Enterprise Information Management, 28(3), 443-488. 
https://doi.org/10.1108/JEIM-09-2014-0088  

https://doi.org/10.1111/j.1540-4560.1984.tb01105.x
https://doi.org/10.1016/j.sbspro.2012.03.195
https://doi.org/10.1145/1592568.1592585
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://doi.org/10.1108/ITP-02-2014-0034
https://doi.org/10.1016/j.chb.2014.09.020
https://doi.org/10.1080/10494820.2014.917110
https://doi.org/10.1016/j.chb.2011.06.005
http://www.uniraq.org/index.php?option=com_k2&view=item&task=download&id=3_a0648978643576b1765216c6562b256b&lang=en
http://www.uniraq.org/index.php?option=com_k2&view=item&task=download&id=3_a0648978643576b1765216c6562b256b&lang=en
https://doi.org/10.1287/isre.11.4.342.11872
https://doi.org/10.1287/mnsc.46.2.186.11926
https://doi.org/10.2307/30036540
https://doi.org/10.1007/s12110-007-9003-3
https://doi.org/10.1111/j.1467-8535.2007.00809.x
https://doi.org/10.1016/0747-5632(93)90032-N
https://doi.org/10.14742/ajet.1311
https://doi.org/10.1108/JEIM-09-2014-0088


Al-Azawei 

257 

APPENDIX: THE RESEARCH SURVEY 
Peer Support (PS) 
PS1 When I am using Facebook services, my peers encourage and praise me. 
PS2 When I face problems with Facebook, my peers listen and provide the emotional 

support I need. 
PS3 While using Facebook services, if  there are any problems with the computer or sys-

tem, my peers come to help right away. 
PS4 My peers encourage me to use Facebook services. 
Family Support (FS) 
FS1 When I am using Facebook services, my family encourage and praise me.  
FS2 When I face problems with Facebook, my family listen and provide the support I 

need. 
FS3 When I use Facebook services, my family share their experience of  Facebook with 

me, as well as any important information I need to know 
Perceived Playfulness 
PP1 Using Facebook is fun for me.  
PP2 Using Facebook stimulates my curiosity. 
PP3 Using Facebook leads to my exploration. 
PP4 Using Facebook keeps me happy. 
Performance Expectancy (PE) 
PE1 I believe Facebook is a useful tool of  communication. 
PE2 I believe that communication via Facebook is useful. 
PE3 I believe Facebook improves interaction with other people. 
PE4 I believe Facebook is useful. 
Effort Expectancy (EE) 
EE1 I find that all functions are easy to use, even with limited experience of  using Face-

book. 
EE2 I find that Facebook can be used easily. 
EE3 I find it is easy to do what I want on Facebook. 
Subjective Norm (SN) 
SN1 My friends think that I should participate in Facebook. 
SN2 My family think that I should participate in Facebook. 
SN3 Generally speaking, I do what friends and family members think I should do. 
Facilitating Conditions (FC) 
FC1 I have the necessary knowledge to use Facebook. 
FC2 When I need any help in using Facebook, guidance is available to me. 
FC3 When I need any help in using Facebook, a specific person is available to provide 

assistance. 
Behavioral Intention (BI) 
BI1 I tend to use Facebook. 
BI2 I am likely to use Facebook in the near future. 
BI3 Assuming I have access to Facebook, I intend to use it. 
BI4 I strongly recommend others to use Facebook. 
BI5 Given that I have access to Facebook, I predict that I will use it. 
Actual Facebook Use (AFU) 
AFU1 I use Facebook on a daily basis. 
AFU2 I frequently use Facebook. 
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