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Abstract—This paper explores the influencing factors of Chinese university 
students in accepting and using social networking sites (SNS) to propose 
measures and recommendations that can guide and help these students correctly 
use SNS. In addition, this paper aims to provide theoretical support in increas-
ing user loyalty for the SNS service providers and attract new users. The corre-
lation and multiple regression analyses showed that perceived value, enjoy-
ment, and influence positively influence the intention of individuals to use SNS. 
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1 Introduction 

Social networking sites (SNS) combine information technology with social net-
work, serving as an Internet application service that helps people establish a social 
network online. In addition, SNS carries information, providing its users with a plat-
form in which they can display their personalities, create personal files, publish dia-
ries, and upload pictures. Facebook and Google+ have not entered the Chinese mar-
ket, but the competition between SNS service providers, such as Renren, Kaixin, and 
QQ, is strong because of the overlapping users and market share competition. A sta-
tistical report on the development of the Internet in China, which was published by 
China Internet Network Information Center in January 2016, shows that the use rates 
of QQ Space and Weibo by netizens are 65.1 per cent and 33.5 per cent, respectively. 
The total number of SNS users in China has exceeded 400 million. Thus, SNS service 
providers have focused on attracting additional users to continue the use of SNS net-
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work and developed their user values by fully utilizing the social attributes of the SNS 
platforms. 

This paper establishes the conceptual model of using SNS in the contexts of user 
perceived value and social influence. Moreover, this paper explores the influence of 
value and entertainment factors on the acceptance of SNS to provide SNS service 
providers and relevant practitioners with reference and guidance and to promote the 
healthy and continual development of the SNS service industry. 

2 Literature review 

SNS has become an important channel for people to obtain and share information, 
establish relationships, and be entertained. [1]pointed out that in the context of social 
computing, the existing social attributes of SNS have been deeply integrated into 
individual life and that the acceptance and use of SNS should be observed from cross-
disciplinary and multi-angle perspective because traditional information system mod-
els cannot interpret accurately these data. SNS has become the front research field of 
computer science, management science, behavioral science, sociology, and psycholo-
gy. Therefore, based on the background of practice and theory, the present research 
focuses on the value perception of users toward SNS websites and the social influence 
between the users from the point of sociology to study the factors that influence the 
users in accepting SNS. The findings provide useful reference and guidance to SNS 
service providers in building and training user loyalty and increasing website sticki-
ness. The findings of this study also enrich the research related with SNS service 
operation and management to examine and observe the new Internet phenomenon of 
SNS from a full and multi-angle perspective. 

The analysis of the factors that can influence the users in accepting and using SNS 
helps in the discovery of behavioral motives of the users. Moreover, such analysis can 
accurately identify the behavior rules of SNS users and help in the analysis, guidance, 
and monitoring of network public opinion events, which have great significance for 
further research on information communication rules. All research related to SNS 
service is mainly focused on the analysis and research of SNS user features and user 
privacy protection. SNS service research pays minimal attention to university stu-
dents, who are the most active SNS users, and on the factors that can influence their 
SNS acceptance. 

The field theory of social psychologist Levin and the social cognitive theory of so-
cial psychologist Bandura stipulate that human behavior depends on the influence of 
the environment in which they exist. The factors that can influence the intention of 
individuals to use SNS can be divided into two categories. One is the external envi-
ronmental factors, including subjective norm, social identity, trust, critical majority, 
collective norm, and network externality, which reflect social influence. The other is 
the self-factor of the users, such as their motive, cognition, population variables, atti-
tude, personality, and attitude. The research on SNS use motive has achieved rich 
results although the motives of use summarized by these studies vary to a certain 
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extent. Most researchers mention three categories of factors that can influence the 
intention of users to employ SNS: social exchange, information, and entertainment. 

2.1 Influencing factors of social environment 

The effects of social factors, such as subjective norm [2], collective norm [3] [4] , 
social identity[5], and trust[2] [6, 7], on users’ acceptance of SNS have been con-
firmed. In addition, the effects of the factors that reflect social demonstration effect 
and bandwagon effect (e.g., critical majority, perceived popularity, network externali-
ty, and social influence) on SNS acceptance have received attention from some schol-
ars. This case shows that the social influence from significant others or the general 
public greatly influences the users’ acceptance of SNS. 

Scholars have analyzed the influential factors of the use of SNS from the motives 
of users who accept SNS. These motives include social, information, and entertain-
ment motives. The theory of social influence specifies that social environmental fac-
tors influence the behavior of human beings. These factors can be divided into infor-
mation and normative influences. The collective intention to use an SNS is deter-
mined by both subjective norm and social identity [8]. The motives of users in using 
SNS and determined that practicality, leisure, and entertainment are important influ-
encing factors[9]. Facebook users and analyzed the factors that can influence their 
intention in using SNS [3, 10]. The researchers determined that social presence signif-
icantly influences the intention of individuals in using SNS. [11] investigated the 
factors that can influence the acceptance and use of SNS by university students and 
discovered that the cultural fact or of individualism–collectivism positively influences 
the pervasive adoption of SNS. In particular, the students with individualistic cultures 
have significant levels of engagement. 

2.2 Influencing factors of personality features  

The technology acceptance model (TAM) introduced by Davis Fred explains that a 
user’s intention of adopting a new information technology or the behavior of practical 
use is influenced by his/her cognitive factors (i.e., perceived usefulness and perceived 
ease of use) and emotional factors (i.e., attitude of use) [12]. Scholars have adopted 
TAM to study the behavior of users in SNS adoption [5]. Perceived orientation and 
perceived encouragement are significant constructs that affect the actual use of SNS 
[13]. Usefulness, number of peers, and enjoyment are the most influential factors in 
customer’s continued use of SNS. 

The five-factor model of personality (FFM) shows that the five basic dimensions 
of extroversion, conscientiousness, emotional stability, agreeableness, and openness 
to experience can fully describe the personality features of individuals. The influenc-
ing factors of the adoption behavior of SNS users on the basis of FFM and found that 
people with high extroversion and low conscientiousness are apt to the adoption of 
SNS[14]. Moreover, loneliness and shyness affect adoption. The individuals with 
high social loneliness and high shyness are unlikely to adopt SNS. [15] combined the 
FFM model to study the personality factors that influence university students in using 
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SNS and found that those with high levels of openness and loneliness have numerous 
friends, but they spend a huge amount of time online. The students with high loneli-
ness, high shyness, and low stimulation are unlikely to use SNS[16]. However, [15] 
clarified that the negative influence of loneliness on the use of SNS is insignificant. 
That non-SNS users have a high level of covert narcissism[7]. Self-esteem is nega-
tively correlated with the Facebook friends of SNS users[4, 17]. [18]used social com-
parison theory to conduct a comparative study on the acceptance behavior of SNS 
users and found that those with a high level of self-perception rarely conduct negative 
social comparison because this phenomenon is significant with unhappy individuals. 
That extroversion can influence the use of SNS by influencing the perceived enjoy-
ment of the users [19]. 

Thus, extroversion, shyness, loneliness, and narcissism are personality features that 
can significantly influence social exchange in reality as well as the adoption of SNS 
by users. 

2.3 Influencing factors of population statistics 

Some studies proved that demographic variables, such as sex and age, significantly 
influence the intention of SNS use. The factors that influence the acceptance and use 
of SNS from the three dimensions of information, establishing friendships, and mak-
ing connections[20]. Consequently, the researchers determined that the use of SNS 
varies among users in terms of their sex and age. Sex significantly influences SNS 
adoption and that females are more apt to use SNS than males[21]. The relationship 
status greatly affects the Facebook activity of males but only slightly influences those 
of females[22]. [6] performed a large-scale investigation and analysis on young stu-
dents at the early stage of SNS and found that sex, nationality/race, and education 
background of parents are related to SNS use. Entertainment is an important factor 
that influences the satisfaction of males in using SNS[23]; moreover, relationship 
maintenance is an important factor that influences the satisfaction of females in using 
SNS. The age is negatively correlated with the adoption of SNS [16], that is, people 
of older age are unlikely to own SNS accounts. 

Adoption behavior, such as oral spreading behavior, is understood from varying 
perspectives with the development of socialized computer technology. This circum-
stance implies that recommendation behavior can be regarded as an important part of 
the dimension of continuous use behavior. Research shows that users who continu-
ously use a product or service will continue to do so and will also attract additional 
users to use the product or service by spreading its good reputation. 

3 Research model and hypothesis 

The research model for the influence on the intention of university students in us-
ing SNS has been constructed based on the conclusions of the above document re-
search and the characteristics of university students in using SNS. These characteris-
tics include the three variables of perceived value, perceived enjoyment, and per-
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ceived influence, as illustrated by Figure 1. The development of the theoretical model 
and hypotheses are discussed in detail below. 

3.1 Perceived value 

Perceived value is the subjective judgment of the utility of a product or service 
formed based on perceived benefits and sacrifices that are comprehensively measured 
by users. University students are individuals with reason, and their perceived judg-
ment of service value influences their attitude and behavior toward the utility of the 
service. Users highly intend to use a service when it can bring higher value to them 
than the other similar services. Users of online travel and video service and deter-
mined that their perceived value has a significant positive correlation with their loyal-
ty[24]. The perceived value is the effective predictive variable that influences the 
adoption of service by users of the two behaviors of online purchase[25]. Users intend 
to realize oral spreading and recommend a service to their friends when the perceived 
utility value and perceived enjoyment of the service are increased[26]. [27] looked 
into 613 bank users and found that their perceived utility value and enjoyment value 
positively affect their adoption behavior. Thus, the following hypothesis is formulat-
ed. 

H1. Perceived value positively affects consumer intention to use SNS. 

3.2 Perceived enjoyment 

Users who adopt tools (e.g., SNS) and enjoyment information services pay atten-
tion to the tool benefits that can be obtained, the emotional experience of active en-
joyment, and the enjoyment benefits of good user experience. Perceived enjoyment 
from the SNS is not mistaken as the net benefit in system use[28]. Perceived enjoy-
ment is the extent to which the use of an SNS is perceived to be enjoyable, apart from 
any associated performance consequences [29]. The users who enjoy a web system 
view their interactions with the system positively and form a high behavior intention 
to use it[30]. Users mainly use SNS because of their perceived fun and entertainment 
in communicating with their families and friends, exchanging information, sharing 
pictures and videos, and participating in collective affairs through the platform[31]. 
Perceived enjoyment and playfulness as well as the attitude of use are the major emo-
tional factors that influence users’ adoption of SNS. The following hypothesis is for-
mulated. 

H2. Perceived delight positively affects consumer intention to use SNS. 

3.3 Perceived influence 

The theory of social influence points out that human behavior is influenced by so-
cial environmental factors. From the perspective of influence process, social influence 
can be classified into three categories, namely, submission, internalization, and identi-
ty. Contrarily, in the context of influence types, social influence can be classified into 
information and normative influences. Individuals using a product and service are 
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simultaneously present in multiple social organizations and groups, and their behavior 
of use is influenced by the social groups in which they are part of[32]. Moreover, the 
users intentionally downsize their range of choices to maintain the mode of use of the 
product or service that is acceptable to the group in which they exist because of social 
influence and the action of submission pressure. User loyalty is influenced by the self-
factors of users and the pressure of social norms, particularly when their purchase or 
use decisions are sensitive to social influence [33]. [3] investigated Facebook users 
from the point of social influence to explore the effect of subjective norm, collective 
norm, and social identity on the intention of SNS use. The researchers found that 
social influence significantly affects users’ intention of SNS use. The motive of uni-
versity students in using SNS and found that SNS users can receive benefit from the 
number of SNS users[34]. In addition, these researchers determined that the users’ 
SNS can be extended, and the critical majority is a critical factor that can influence 
the use of new technology. 

Thus, the influence induced by significant others (i.e., subjective/collective norm 
and social identity) or the general public (i.e., critical majority, perceived popularity, 
and network externality) can greatly influence individual use of SNS and similar 
social media. Therefore, the following hypothesis is proposed. 
H3. Perceived influence positively affects consumer’s intention to use SNS. 

 
Fig. 1. Research Model 

4 Methodology 

This research combined existing research achievements and set the survey scale of 
exploratory factor analysis for the intention of SNS acceptance through a predictive 
experimental survey. Thus, the questionnaire for the exploratory factor analysis was 
developed, and the survey questions referred to existing mature survey scales. 
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The questionnaire has two parts. The first part contains the background of users, 
including their age, profession, and SNS usage (i.e., frequency of use and platforms). 
The second part is the cognition of SNS by university students and their intention of 
acceptance. This part includes perceived value, enjoyment, and influence, as well as 
the intention of acceptance. 

University students were considered the survey objects, and an online question-
naire method was adopted. Prior to the official commencement of the survey, the 
questionnaire was tested by 50 students. Considering the result of this pretest, the 
unclear questions were deleted and revised. In the actual survey, the questionnaire 
was distributed among students of different grades and majors, and 305 questionnaire 
papers were returned. 

SPSS 23.0 analytical software was employed for the statistics of the survey data 
and Amos 23.0 for the confirmatory analysis of the hypothesis of the research model. 
The results were analyzed using structural equation modeling in Amos 23. 

5 Variable measurement 

5.1 Independent variables 

The independent variables were based on factors derived from frontier research 
(see table I) . The questions were modified to fit the context of SNS. Each question 
was measured by five-point likert scale. For instance, “1” denoted as strongly agree, 
“2” denoted as agree, “3” denoted as neutral, “4” denoted as disagree, “5” denoted as 
strongly disagree. Hence, in this research, a total of 12 survey items for 4 constructs 
in the questionnaire actually come from the prior empirical research. Table I shows 
the sources of where the questions were adopted from and the number of items used 
in representation of the independent variables. 

5.2 Dependent variable 

A list of intention to use SNS was adapted from [35] and [36] for the purpose of 
measurement in the adoption of SNS in China. A total of 4 questions were used to 
measure the dependent variable. The consumer intention to use SNS was measured 
using five-point Likert scale where 1-strongly agree, 2-agree, 3-neutral, 4-disagree 
and 5-strongly disagree. 

Table 1.  Constructs and their sources 

Constructs Number of items References 
Perceived Value 4 [12], [37], [38], [39], [17], [40] 
Perceived Enjoyment 2 [41], [2], [42], [43], [44], [45]  
Perceived Influence 2 [46] 
Intention to use SNS 4 [35], [36] 
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6 Data analysis 

6.1 Profile of respondents 

Among the survey objects, 23.93 per cent were males and 76.07 per cent were fe-
males. With regard to the distribution of majors, 68.52 per cent of the users are taking 
liberal arts, 28.52 per cent are majoring in science, and 2.95 per cent are engineering 
students. Among this population, micro-blog is the most commonly used SNS at 
87.21 per cent, followed by post bar at 58.03 per cent and QQ at 29.84 per cent. 
About 81.3 per cent of the users use SNS an hour per day on the average; 82.3 per 
cent of the entire sample is freshmen, whereas only 17.05 per cent is sophomore. 
Table II presents the demographic profile of the surveyed respondents. 

Table 2.  Demographic profile of the respondents 

Variables  Frequency Per cent (%) 

Gender Male 73 23.93 
Female 232 76.07 

Academic Classification 
Liberal arts 209 68.52 
Science 87 28.52 
Engineering 9 2.95 

Grade 
Freshman 251 82.3 
Sophomore 52 17.05 
Junior 2 0.65 

Use of SNS 

Blogs 61 20 
Post bar 177 58.03 
Forum 85 27.87 
Micro-blog 266 87.21 
QQ 297 29.84 

Length of each use SNS 

20 minutes 100 32.79 
Half an hour 98 32.13 
1 hour 50 16.39 
2 hours 19 6.23 
2 hours or more 38 12.46 

6.2 Scale reliability and factor analysis 

SPSS 23.0 was used for the reliability check of the questionnaire, and the ques-
tionnaire scale was internally verified with Cronbach coefficient. The inspection 
showed that ! (reliability coefficient) is 0.811, and the respective inspection results of 
the reliability of every potential variable is larger than 0.8. The variables show good 
internal consistency, that is, the reliability of the questionnaire is acceptable [47]. 

Construct validity measures “the degree to which a scale measures what it intends 
to measure” [48]. In this study, this degree was assessed by factor analysis. SPSS 23.0 
was first used for Bartlett and KMO measurement. The analytical results showed the 
Bartlett spherical check of 12 indexes x2=852.198 (p-value<0.001). These indexes 
reflect that the information is overlapping to a certain extent and that factor analysis is 
necessary. KMO check was used to survey the partial correlation of the variables. The 
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value varies between 0–1. The correlation between the variables is strong, and the 
effect of factor analysis is satisfactory when the KMO statistic is close to 1. The re-
search KMO=0.831 is larger than 0.5, implying that it is suitable for factor analysis 
[49]. 

Table III shows the 12 items sorted and clustered into four components, namely, 
Factor 1: perceived value, Factor 2: perceived enjoyment, Factor 3: perceived influ-
ence, and Factor 4: intention to use SNS. The Eigen values of the perceived value, 
enjoyment, and influence are 2.260, 1.538, and 1.080, respectively. The Eigen value 
for each factor is greater than 1.0, which implies that each factor can explain more 
variance than a single variable. Principal component analysis was conducted to take 
common factors for factor analysis, and 12 common factors were extracted from the 
12 indexes. The cumulative percentage of variance explained by four factors is 60.049 
per cent, suggesting that more than 60 per cent of the common variance shared by 12 
items can be accounted or explained by the four factors. Therefore, construct validity 
was established. 

Table 3.  Factor analysis 

Variable Scale items Factor loading Percentage of variance Eigen values 

Perceived value 

The use of SNS allows me 
to obtain the information 
resources I need. 

0.532 38.228 2.260 

The use of SNS makes my 
work easier. 0.652   

The use of SNS allows me 
to gain additional friends. 0.649   

The use of SNS improves 
my influence. 0.528   

Perceived enjoyment 

The use of SNS increases 
my communication with 
friends. 

0.801 51.045 1.538 

The use of SNS increases 
my interest in learning. 0.650   

Perceived influence 

SNS with a recommenda-
tion system influences my 
use. 

0.900 60.049 1.080 

SNS with good image and 
experience influences my 
use. 

0.693   

Intention to use SNS 

I feel relaxed after I use 
SNS. 
The use of SNS enhances 
my relationship with 
friends. 
The use of SNS upgrades 
my personal value. 
I recommend the use of 
SNS to others. 

0.794 
 

0.680 
 

0.609 
 

0.536 

19.392 2.327 
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6.3 Correlation analysis 

Correlation analysis is the analysis of two or more variable elements with correla-
tion to measure the correlation degree of two variables. In this study, the correlation 
analysis of four factors (Table IV) showed that the associated pairs of variables are 
significant at level 0.01. However, all the hypothesized relationships developed are 
statistically significant at level p<0.01. Perceived value (r=0.567, p<0.01), perceived 
enjoyment (r=0.335, p<0.01), and perceived influence (r=0.463, p<0.01) are correlat-
ed with consumer intention to use SNS significantly and positively. 

Table 4.  Pearson correlation coefficient 

 Intention to use 
SNS 

Perceived Value Perceived Enjoy-
ment 

Perceived Influ-
ence 

Intention to use SNS 1 0.567** 0.335** 0.463** 
Perceived Value 0.567** 1 0.370** 0.530** 
Perceived Enjoyment 0.335** 0.370** 1 0.229** 
Perceived Influence 0.463** 0.530** 0.229** 1 
Note: **Correlation significant at the level 0.01 (two-tailed) 

6.4 Multiple regression analysis 

Multiple regression analysis was applied to test the research hypotheses. Table V 
illustrates the results. Durbin–Watson (DW) statistic was used for testing autocorrela-
tion. In general, a DW statistic should range from 1.5 to 2.5 [50]. The DW value in 
this research is 1.792, which is close to Description 2.The DW value does not have 
any independent correlation. 

The existence of multiple co-linearity should be determined in multiple regression 
analysis. Multiple co-linearity can be diagnosed using various methods. The common-
ly used method is the variation inflation factors (VIF) proposed by [51]. When VIF!5 
or VIF!10, the co-linearity between independent variables is serious. A high VIF 
value implies a strong co-linearity between the independent variables. In this re-
search, the VIF values of various independent variables are smaller than 5; thus, mul-
tiple co-linearity exists [52]. 

The F-statistics produced (F=60.018) was significant (p<0.001), implying that 
there is a positive and statistically significant association between the influence fac-
tors and the intention to use SNS , The coefficient of determination R2 was 37.4 per 
cent. Thus, the influence factors can significantly account for 37.4 per cent in the 
college student intention to use SNS. 

The regression analysis showed that the regression coefficient of perceived value is 
0.509 with a significance of 0.000, which is smaller than 0.05. Thus, the regression 
coefficient is significant. This finding confirms that perceived value significantly 
positively affects the intention to use SNS. The regression coefficient of the inde-
pendent variable perceived enjoyment is 0.106 with a significance of 0.006, which is 
smaller than 0.05; thus, the regression coefficient is significant. This result verifies 
that perceived enjoyment significantly positively affects the intention to use SNS. The 
regression coefficient of the independent variable perceived influence is 0.093 with a 
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significance of 0.005, which is smaller than 0.05. Thus, the regression coefficient is 
significant, and perceived influence has a significant positive effect on the intention to 
use SNS. Therefore, H1, H2, and H3 are supported. 

Table 5.  Multiple regression analysis 

Predictor variable ! t-value Sig Tolerance VIF 
Perceived value 0.509 9.978 0.000 0.827 1.209 
Perceived Enjoyment 0.106 2.788 0.006 0.868 1.152 
Perceived Influence 0.093 2.798 0.005 0.932 1.073 
Notes: Overall model F=60.018; p<0.001; R2 =0.374; adjusted R2 =0.368; Durbin-Watson test=1.792 

7 Discussion and conclusion 

Perceived value significantly positively affects the SNS use of university students. 
Many studies have determined that perceived value is an important predictor in ex-
plaining the intention to use SNS [36, 53]. The present study supports these findings 
and show that a strong positive relationship exists between perceived value and the 
consumers’ intention to use SNS. The students believe that their use of SNS upgrades 
their performance when the SNS brings high value to their study and life; thus, their 
intention to use SNS is strengthened. The cognition that SNS upgrades individual 
performance influences the initiative of university students to use SNS, which allows 
them to actively take part in SNS activities and pay increased attention to SNS devel-
opment. However, this cognition is good for the initiative of university students to 
recommend SNS to their friends, thereby improving the broad promotion of SNS. 
Perceived enjoyment induces a significant positive effect on the SNS use of university 
students. The result in this study is consistent with prior studies [31, 41, 54]. Enjoy-
ment is one of the most important features of SNS, which provides entertainment and 
relaxation experience to users, thereby influencing them to continually use the 
service[55]. Users are motivated to use SNS to satisfy their enjoyment needs. The 
advantage of SNS in helping users in entertainment and leisure is reflected in two 
aspects. First, SNS has a large amount of information for entertainment and leisure 
from various sources, such as pictures and jokes, which can be originally created by 
users or shared by other websites. Second, SNS development incorporates further 
third-party applications, which enrich leisure and entertainment and satisfy the enter-
tainment needs of users. 

Perceived influence significantly positively influences university students when us-
ing SNS, which makes the determinant parallel with previous studies [4, 8]. The con-
cept of perceived influence can assist the success of intention to use SNS. SNS users 
maintain contact with other members owing to their common interests and topics. A 
user who has established identity with his/her own social circle is influenced by the 
circle. This research determined that the individuals who have been engaging in an 
activity intend to participate in such activity repeatedly. Moreover, the critical majori-
ty of users who repeatedly participate in the SNS activities create a positive influence 
on the attitude and behaviors of new users. 
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Thus, SNS should continuously improve its service quality, increase its service 
content, continuously optimize its structural layout and navigation design, simplify its 
user operation, and upgrade the perceived value of its potential users. In addition, 
SNS should pay attention to the experience of its users, increase its entertainment 
application and fun content, increase the perceived enjoyment of users in using it, 
enhance its website advertising force, increase the incentive rate for old users who 
invite new users, fully utilize its social influence of collective norm, and upgrade the 
perceived influence of users in using it. 

8 Limitation and future studies 

This research presented three SNS factors that can influence the SNS use of uni-
versity students. This study downsized the scale but did not consider the other influ-
encing factors. The selection of survey objects also had a problem because of its small 
number. Although the reliability and small-scale analysis are good, the data cannot 
fully cover all aspects. Thus, future research must increase the number of survey 
objects and consider further influencing factors. 

This research mainly took comprehensive SNS platforms as the objects and did not 
explore the SNS of specific majors, the major professional SNS used by university 
students, and the difference between their behaviors toward using comprehensive and 
professional SNS. Mobile SNS, such as WeChat, has become the mobile online SNS 
platform for users given the rapid development and popularization of mobile Internet 
and smart terminals. Future research must focus on the motive of users to participate 
in mobile SNS, the behavior of use, and the difference between mobile SNS behavior 
model and the traditional SNS behavior model. 

Finally, this paper mainly focused on the factors of SNS use and lacks research on 
the online behavior of users. Future research should pay increased attention to the 
consistency of the online and offline behaviors of users, whether their behaviors 
online and offline are consistent, and whether the factors and influencing mechanisms 
can influence the consistency of user behaviors: the influence of collective behaviors, 
resonance efficacy, the motives of spreading malicious or negative information (i.e., 
rumors), the interrelation between governmental supervision policies, and the behav-
iors of SNS users. 
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