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Abstract. The functionalities of most Social Networking Sites allow users to
enjoy practical benefits like maintaining important social and business rela-
tionships, communicating with others, and getting feedback on important shared
information. However, the place of SNSs as a source of entertainment and
enjoyment is also well-documented. The purpose of the paper is to identify the
factors that predict continuance use of social networking sites from the per-
spective of mobile value. Data was collected from 452 students in three leading
universities in Ghana and analyzed with Partial Least Square-Structural Equa-
tion Modeling. Results from the study revealed that both hedonic value and
utilitarian value were significant predictors of continuance intention. Satisfaction
was also found to be a significant predictor of continuance intention. In all, the
model accounted for 55.6% of the variance in continuance intention. The study
also provides important contributions to the literature, by demonstrating the
significance of both utilitarian and hedonic value in leading to satisfaction with
the usage of mobile SNS services. The implications and limitations of the
current study are discussed and directions for future research proposed.
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1 Introduction

The motivations for consumption have been evolving in recent years. Whereas con-
sumers previously made consumption decisions based on utilitarian considerations [1],
customers now contemplate less functional and straightforward solutions to their needs
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[2], favoring instead those value offerings which attend to their needs in a manner that
entertains and addresses their emotional concerns also [3]. Such shifting values have
spurred a flurry of research on what has been termed ‘hedonic’ values of consumers [4],
with academics studying the effects of such motivations on traditional outcomes like
loyalty [2], purchase intention [5], and quality perceptions [6], among others. This
dichotomy of desired value has also been considered in the online context, with some
researchers examining how utilitarian and hedonic motivations affect the usage of
online services [7].

Moreover, the advent of social networking sites (SNS) has provided a unique
context in which such perceptions of value can be assessed. López and Ruiz [8] and
van der Heijden [9] propose that users on social media are motivated by both utilitarian
and hedonic factors. For instance, the functionalities of most SNSs allow users to enjoy
practical benefits like maintaining important social and business relationships [10],
communicating with others [11], and getting feedback on important shared information
[12]. However, the place of SNSs as a source of entertainment and enjoyment is also
well-documented in the literature [13]. More relevantly, an increasing number of
consumers access SNSs on mobile devices [14], and academics like Zhou et al. [15]
opine that such mobile SNS is distinct from traditionally-accessed SNSs. This provides
an important gap in the literature for researchers who seek to comprehend how such
mobile application of an existing phenomenon may result in different consumer
responses.

2 Literature Review

2.1 Continuance

One of the more important results of brands’ marketing efforts is continued patronage
from their customers. Sufficient evidence from existing literature indicates that it is
much more expensive for organizations to serve and satisfy existing customers than for
them to find new ones [16]. As such, it has been important for organizations to retain
their consumers and encourage them to continue their purchase and/or engagement
behavior. Antecedents of such continuance behavior have been studied in the literature,
and include a number of constructs like, most pertinently, perceived value and cus-
tomer satisfaction. For instance, Patterson and Spreng [17] and Pura [18] found a direct
relationship between consumers’ perceived value and their intention to continue the
usage of services. Again, the role of satisfaction in leading to continuance intention has
been observed by researchers in electronic contexts like self-service technology [19],
mobile payment services [20], and the usage of Web 2.0 services [21], among others.
Studies specific to mobile applications of social networking sites are still nascent,
though, and there therefore remains significant gaps to be filled in the literature.

2.2 Mobile Value

Mobile technology has become a focal issue in both research and practice as it has gained
a foothold among consumers of various brands. Kim [22] observed that a large proportion
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of users now access internet services using mobile devices. This has been made possible
by the increasing quality of mobile devices which provide immersive experiences that
even larger screens and devices may not offer [15]. Indeed, prior literature has established
that users’ satisfaction with mobile internet usage and intention to continue use is largely
dependent on their perceptions of its quality [6]. It is little wonder then that research from
the consumer perspective has sought to identify and understand the perceived value
gained from the usage ofmobile internet services [23]. This has been referred to asmobile
value, and Kim and Hwang [6] observe that in the consumer behavior literature, users
typically enjoy two forms of mobile value: hedonic value, and utilitarian value [1]. These
value perceptions have been found to be important predictors of consumer behavior, such
as mobile internet adoption [24] and customer satisfaction [25].

3 Hypotheses Development

3.1 Hedonic Value (HV)

One form of mobile value, as has been previously mentioned, is hedonic value, which
the literature identifies as “consumers’ enjoyment of the shopping experience itself” [2].
Such value is motivated by the desire to be immersed in the world of the brand or
activity, such that pleasure is derived from the entire process of interacting with the
brand. Within the information systems literature, such perceived hedonic value is a
strong motivator for the usage of entertaining information systems [9]. Interestingly,
Pöyry et al. [7] identify that users with hedonic motivations may participate more on a
brand’s Facebook page, but have much less intention to purchase than utilitarian users
who are silent browsers. Thus, it is evident that hedonic value can and does affect
consumer behavior, but there remains the need for how the relationships work in various
contexts. Hence, though Eroglu et al. [26] found that hedonic value is a stronger pre-
dictor of satisfaction than utilitarian value, and Chiu et al. [27] found that hedonic value
is a significant indicator of consumer continuance intention, these results have not been
substantiated in the mobile SNS context. Thus, the current study puts forth that:
H1: Hedonic value significantly predicts satisfaction
H2: Hedonic value significantly predicts user continuance intention.

3.2 Utilitarian Value

On the other hand, utilitarian value has been described in the literature as merely
functional, attained from consumer attitude and behavior which may even “be thought
of as work” [28]. It stems from the pursuit of a specific outcome in participating in an
interaction with the brand or activity in question. Utilitarian perspectives have been
used to explain user behavior for several years, and while the literature has pointed out
its inability to comprehensively explain consumption patterns [1], its importance in
predicting user variables remains uncontested. Anderson et al. [2], for instance, found
that utilitarian motivations are an important part of users’ participation in retail pages
on Facebook, citing specific motivations like time savings and information access.
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Interestingly, Babin et al. [4] and Ryu et al. [28] both found utilitarian value to be
stronger than the hedonic in resulting in satisfaction. In leading to continuance inten-
tion, also, and Ryu et al. [28] found utilitarian value to be greater than hedonic in the
restaurant sector. As there is little evidence within the mobile SNS context, however,
the current study proposes that:
H3: Utilitarian value significantly predicts satisfaction
H4: Utilitarian value significantly predicts user continuance intention.

3.3 Satisfaction (SAT)

Satisfaction is a crucial element of marketing because of its prediction of several other
desirable metrics for marketers [29]. Basically understood as the consumer’s evaluation
of the actual product or service as compared to their expectations of it [30], satisfaction
begins and ends with the consumer, and is necessarily based on their perceptions of the
value they have benefitted from. Satisfaction is often linked to continuance intention in
the literature e.g. [29, 31], as a user is most likely to return to a product or service only
when they are confident that it provides the value they seek for the sacrifices they made
for it [17]. Researchers like Ryu et al. [28] and Namkung and Jang [32] concur on the
importance of such a relationship. In the mobile SNS literature, however, the link has
not often been confirmed. Moreover, the place of satisfaction as a possible mediator in
the perceived value-continuance intention relationship remains murky.

The current study therefore hypothesizes that:
H5: Satisfaction significantly predicts continuance intention.

4 Methodology

The items for the latent variables used in this study were drawn from previous studies
and the questions were reworded to fit the social networking context. Items for hedonic
value and utilitarian value were derived from Lin and Lu [33]. Satisfaction and con-
tinuance intention on the other hand were derived from Bhattacherjee [34]. The
measurement instrument had 18 items in all. Items were presented in English and
measured using a 5-point Likert scale anchored between 1 (Strongly Disagree) and 5
(Strongly Agree). Survey data was collected over a period of 5 days from students in
three universities in Ghana using paper-based questionnaires. Data from 452 responses
were used for the analysis. Of this number 209 were male and 243 were females.

5 Results and Analysis

Data were analyzed using the Partial Least Square-Structural Equation Modeling.
Using the two-step process recommended by Chin [35], we first analyzed the mea-
surement model and then went on to test the measurement model.
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5.1 Measurement Model Assessment

The measurement model was assessed with reliability, convergent validity and dis-
criminant validity. As recommended by Henseler et al. [36] it can be seen from Table 1
that all the latent variables are reliable since the values of both Cronbach’s alpha and
composite validity are compellingly higher than 0.7. Convergent validity was assessed
with the Average Variance Extracted. Hair et al. [37] recommend that for convergent
validity to be assured, AVE values must be greater than 0.5. Support for this is also
provided in Table 1.

Discriminant validity was assessed using the Fornell –Larcker criterion, which
states the square root of the AVE for each construct must be greater than the correlation
between that construct and any other construct [38]. The results in Table 2 provide
support for this criterion. In all, the results showed that the psychometric properties of
the measures used in the study were adequate.

Table 1. Loadings-cross loadings and reliability statistics

INT HV SAT UV a CR AVE

INT1 0.902 0.582 0.506 0.616 0.922 0.944 0.810
INT2 0.927 0.515 0.533 0.610
INT3 0.904 0.425 0.501 0.553
INT4 0.864 0.425 0.460 0.510
HV1 0.459 0.871 0.241 0.494 0.913 0.939 0.793
HV2 0.471 0.886 0.283 0.477
HV3 0.531 0.913 0.283 0.501
HV4 0.477 0.891 0.294 0.465
SAT1 0.412 0.229 0.820 0.287 0.892 0.918 0.650
SAT2 0.453 0.325 0.820 0.369
SAT3 0.488 0.241 0.848 0.333
SAT4 0.444 0.263 0.779 0.271
SAT5 0.430 0.207 0.785 0.315
SAT6 0.461 0.225 0.783 0.343
UV1 0.563 0.454 0.355 0.893 0.929 0.950 0.825
UV2 0.569 0.488 0.357 0.916
UV3 0.585 0.505 0.349 0.918
UV4 0.602 0.526 0.386 0.906

Note: a - Cronbach’s Alpha, CR - Composite reliability,
AVE - Average Variance Extracted, INT - Continuance
intention, HV - Hedonic value, SAT - Satisfaction, UV -
Utilitarian value

74 A. Mensah et al.



5.2 Structural Model Assessment

In assessing the structural model we examined the magnitude significance and sign of
the path coefficients. We also examined the overall fitness of our model. Results for the
structural model assessment are provided in Table 3.

Hedonic value was found to have a significant positive effect on satisfaction
(b = 0.132 p = 0.031) thereby providing support for H1. Hedonic values was again
seen to have a positive effect on Continuance intention (b = 0.238 p = 0.000). Utili-
tarian value was also found to be significant predictor of satisfaction (b = 0.327
p = 0.000) and continuance intention (b = 0.377 p = 0.000) providing support for H3
and H4 respectively. Of the three predictors of continuance intention Utilitarian value is
the most significant. Lastly satisfaction was found to be a significant predictor of
continuance intention (b = 0.333 p = 0.000).

6 Discussions and Implications

The current study aimed to identify how consumers’ perceptions of hedonic and util-
itarian values affect their satisfaction with mobile social networking sites, as well as
their continuance intention. The results of the study indicate that all proposed
hypotheses were supported by the data. Firstly, it was found that the perception of both
utilitarian and hedonic value from the mobile SNS are predictors of continuance

Table 2. Fornell-Larcker criterion

INT HV SAT UV

INT 0.900
HV 0.545 0.891
SAT 0.557 0.310 0.806
UV 0.639 0.544 0.399 0.908

Note: Square root of AVEs are
shown on the diagonal in bold

Table 3. Hypotheses testing of paths

Hypotheses Path Path coefficient P values Results

H1 HV ! SAT 0.132 0.031 Supported
H2 HV ! INT 0.238 0.000 Supported
H3 UV ! SAT 0.327 0.000 Supported
H4 UV ! INT 0.377 0.000 Supported
H5 SAT ! INT 0.333 0.000 Supported

Model fit
SRMR 0.047
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intention. The results of the study also indicate that utilitarian value is a stronger
predictor of both customer satisfaction and continuance intention when it comes to
mobile SNS applications. Though in a different context, these results are similar to
those found by the likes of Babin et al. [4] and Ryu et al. [28]. It is therefore most
important for brands and organizations to ensure that their mobile SNS pages meet the
rational expectations of their users, providing useful and practical information, as this is
what will keep consumers satisfied and draw them to keep coming back. It is also
necessary for marketers to provide some hedonic value for users to enjoy pleasurable
experiences on SNS pages, as our results show that such experiences are also useful in
creating satisfaction and return visits.

The study has also provided important contributions to the literature, by demon-
strating the significance of both utilitarian and hedonic value in leading to both sat-
isfaction and continuance intention in the usage of mobile SNS services.

6.1 Limitations

The current study found some exciting result that endorses previous studies, however a
few limitations must be taken into consideration when interpreting and generalizing
results. First, data were collected from students in three universities in Ghana. Even
though this sample represents a fairly typical band of SNS users it is still not repre-
sentative of all SNS users. Secondly, our study employed a cross-sectional design,
however, since user behavior changes over time it would be interesting to consider a
longitudinal design in future studies.
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