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Abstract  

Success of a social networking websites (SNSs) primarily depends on the speed of consumer adoption of these 
websites. In this context, this study aims to examine empirically the factors that influence the adoption of 
Facebook by internet users. Facebook is chosen for this study as it is the most popular online social networking 
site. A survey involving 214 respondents is conducted. This study applied the statistical technique of exploratory 
factor analysis and extracted three major factors. Confirmatory factor analysis is used to confirm the exploratory 
factor model by determining the goodness of fit between hypothesized model and sample data. 

Keywords: adoption, confirmatory factor analysis, Facebook, social networking sites 

1. Introduction 

Since their introduction, social media had been embraced rapidly by people across the globe in terms of adoption 
and usage levels, creating altogether a new platform for people to communicate with each other. Social 
networking sites (SNSs) provide a public forum that enables the exchange of digital information, and hyperlinks 
between users with common interests (Sledgianowski & Kulviwat, 2009). These sites allow users to create 
profiles on the site, to post information and communicate with other users of the site (Kaplan & Haenlein, 2010). 
Boyd and Ellison (2007) defined SNSs as web based services that allow individual users to construct a public or 
semi-public profile within a bounded system, and articulate a list of other users with whom they share a 
connection. These sites have changed the way people communicate with each other, share common interests, 
connect with friends, participate in discussion forums, and express themselves through a personalized blog or 
mini home page (Kim, Choi, Yan, & Dooley, 2011). Online SNSs are digital networks in which users feel an 
intrinsic connection to other members (Wellman & Gulia, 1999). Lee (2010) stated that social media has become 
vastly popular for “normal people” because it allows anyone to interact with content or deliver it. On the internet, 
SNSs are among the fastest growing segment.  

Although the number of users of SNSs is huge, still the reason behind their rapid adoption is not very evident 
(Hart, Ridley, Taher, Sas, & Dix, 2008). The objective of this study is to identify the factors that influence 
internet users’ adoption of Facebook. The authors believe that Facebook is appropriate for this study due to its 
global spread and also it is the most popular SNS in India. Facebook was released worldwide in September 2006, 
and has become the most used SNS on the planet (Capua, 2012). An expanding user count in India and Brazil 
helped Facebook to increase its monthly active users (MAUs) to a whopping 1.11 billion in the first quarter of 
2013(The Times of India, May 06, 2013). MAU's in India doubled to 78 million in Q1 2013 compared to Q1 
2012.  

In India, the largest age group using Facebook is currently 18-24, and is graduates who are looking for a job or 
planning further studies, followed by the users in the age group of 25-34 (Shah, 2011). As per the website 
www.simplify360.com, there are 73% male Facebook users and 27% users are female. The male to female ratio 
in terms of social media usage is 60:40 indicating that males use social media more than females. 

2. Literature Review 

There has been a growing body of literature on SNSs. Research studies in the past have focused on how social 
media can influence consumer purchase decision. Modern consumers seek peer advice over social networks and 
thus social media has promoted consumer-to-consumer communication and has made it possible for consumers 
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and brands to interact with each other (Mangold & Faulds, 2009). Fauser, Wiedenhofer, and Lorenz (2011) 
concluded that social media can be effective in influencing consumers during all stages of the consumer’s 
purchase decision process. Cuming (2008) stated that overall online information played an influential role in the 
consumer’s final purchase decision. Lo (2010) suggested that marketers can identify and categorize their target 
consumers on SNSs which allows marketers to post advertisements and links to those users.  

A number of research works have studied Facebook in the context of motivation to use (Shi et.al. 2010; 
Gangadharbatla, 2008; Kwon & Wen, 2010), usage effects (Andon, 2007), and concerns of identity (Dwyer, et. 
al. 2007). Facebook plays an important role in the process of forming and managing social capital by improving 
self esteem and low life satisfaction (Ellison, Steinfield, & Lampe, 2007). Usage of social networks may include 
feelings of affiliation and belonging, goal achievement, values, and notions of accepted behavior (Ridings & 
Gefen, 2004). Group affiliations influence members' opinions and positions on specific issues, and the 
interpersonal ties that the community members share increases their willingness to commit to goals identified by 
the group (Walther, 1996). As a result, social bonding develops among community members due to mutual liking 
(McCall, 1970). Group norms in social networking communities have powerful and consistent influences on 
group members' attitudes and behaviors (Hogg & Terry, 2000; Terry & Hogg, 1996). Social media websites 
benefit people by offering stability, diversity, and possibility (Cărtărescu, 2010). Some research has looked at 
how Facebook facilitates in developing online relationship among its users. Facebook promotes relationship 
building between its users by enabling users to track others in their communities (Lampe, Ellison & Steinfield, 
2007). Raacke and Bonds-Raacke (2008) found that the vast majority of college students use Facebook for 
making new friends and locating old acquaintances.  

It is evident that despite the practical significance, little academic research addresses the concerns to identify the 
factors that influence users’ adoption of Facebook. As existing research offer little insight into this particular 
domain, so, this study aims to fill the knowledge gap by identifying the factors that influence users’ adoption of 
Facebook.  

3. Research Methodology 

To conduct an empirical investigation, a survey is conducted, using a questionnaire. The measurement 
instrument contains 15 items measuring adoption antecedents. This study focused on investigating the most 
prominent set of adoption factors, of which, some are derived from the literature and others are introduced by the 
authors.  

Prior research has revealed that internet users join SNSs for staying in touch with friends, and make new friends 
(Lenhart & Madden 2007). Other reasons for people joining SNSs are a sense of belonging and companionship 
(Wellman & Gulia, 1999). Strong reasons for joining SNS can result in rapid adoption among users. Based on 
this two variables, easy and quick communication with friends & family through Facebook (Var 12), and able to 
connect and socialize with new persons through Facebook (Var 3), are included in the questionnaire. Since SNSs 
provide a platform to socialize with new persons so users should be given an option to control what information 
they want to share with others. This can enhance adoption rate among users. This is reflected in the questionnaire 
through the item, Facebook gives users the choice and control over what they want to share with others (Var 5). 
Ridings and Gefen (2004) stated that feelings of affiliation need for goal achievement and self identity are 
reasons for adoption of SNSs. Internet users join SNSs to addresses the need for self identity (Hogg, 1996).For 
this reason the item Facebook is a source of self affirmation (Var 13) has been introduced in the study. Members 
of SNSs are likely to exchange information about their purchases, especially those they have enjoyed or those 
where they felt they had been ripped off. SNSs can be a god medium for information dissemination through 
word of mouth. People use SNSs to exchange word-of-mouth information with other members (Mellins, 2008). 
So it can be observed that SNSs provide opportunities to express one’s opinion freely about different aspects of 
life. Consequently two items, Facebook provides an opportunity to act as opinion leader to family, friends, and 
peers (Var 9), and Facebook can be used to express social and political views (Var 7) are included in the study. 
Usage and adoption of Web technologies, such as SNS, depends on the user’s ability to successfully understand, 
navigate, and evaluate content (Daugherty, Eastin, & Gangadharbatla, 2005). SNS websites should be easy to 
navigate and users should have a nice experience while navigating the website. In order to attract membership 
SNSs should be dynamic in nature by introducing interesting features in the websites which the users can easily 
adopt. So, the authors have included one item, Facebook makes continuous improvements in its website features 
that the users enjoy and easily adopt (Var 1). Belanger, Hiller and Smith (2002) stated that privacy and security 
are critical for gaining customer’s confidence in a website. Srininavasan (2004) concluded from his study that 
customers’ security concern should be addressed for conducting e-business in a successful manner. The same 
should also be true for SNSs. Users need to provide a good amount of personal information for getting 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 5, No. 6; 2013 

111 
 

membership in different SNSs. SNSs managers have to ensure that this information remains secured to build 
confidence among the members. Past research has found trust to be strongly related to information disclosure 
(Metzger, 2004). Trust is also a core component of social exchange theory (Roloff, 1981). This aspect of SNS 
website feature has been included in the study through the items, Facebook provides multiple ways to protect 
one’s account (Var 10), Facebook ensures protection of users’ personal information from unauthorized access 
(Var 14), and users’ privacy is protected in Facebook (Var 15). The remaining items in the construct are 
introduced by the authors based on their experiences. The authors based on their experiences of using SNS, and 
intuition feel that the items, interesting Apps on Facebook (Var 6), Facebook enable users ‘check in’ using their 
smart phones (Var 8), Facebook provides a platform for job networking (Var 2), web content of Facebook is 
visually appealing (Var 11), and advertisements on Facebook are not disturbing/interfering (Var 4), play decisive 
roles in influencing users to adopt SNSs.  

A pilot study was conducted among a convenience sample of 12 persons to fine tune the questionnaire. Next the 
survey was conducted to collect the data. Data analysis was done using SPSS 16, and AMOS 21 was used to 
conduct the confirmatory factor analysis. 

The samples consisted of internet users living in households in one major city in India. The respondents were 
randomly picked from those who are 18 years of age and above, of both sexes, either earning or with access to 
expendable income, and have Facebook membership for at least six months.  

In this study Kish method of random sampling is done. The Kish method (Kish, 1965) involves some sequential 
step in which, a) the interviewer is to record the name, gender, age of all eligible persons and their relation to 
housewife (because she is the one who is mostly available), b) then the candidates are arranged according to their 
increasing age, and c) using a random table the respondent is chosen. In this study a total of 214 respondents 
completed the questionnaire. No replacement was made for households which refused to be a part of the survey 
or where the selected family member did not match the defined population. 

4. Results & Discussion 

The demographic data of the samples are given in Table 1, and data related to Facebook usage are given in Table 
2. 

 

Table 1. Demographic data 

GENDER 

 Frequency Percent 

Male 135 63.1 

Female 79 36.9 

Total 214  

AGE (in years) 

 Frequency Percent 

18-20 39 18.2 

21-30 80 37.3 

31-40 63 29.4 

41-50 11 5.1 

51-60 14 6.5 

Above 60 7 3.5 

Total 214  

EDUCATION 

 Frequency Percent 

Higher Secondary 14 6.5 

Graduate 86 40.2 

Post Graduate 73 34.1 

Others 41 19.2 

Total 214  

MONTHLY INCOME (In Indian Rupees) 

 Frequency Percent 

Less than 10000 20 9.3 

10001-20000 22 10.3 
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20001-30000 79 36.9 

30001-40000 47 22.0 

40001-50000 25 11.7 

Above 50000 21 9.8 

Total 214  

PROFESSION 

 Frequency Percent 

Self employed 10 4.7 

Service 81 37.9 

Housewife 14 6.5 

Student 102 47.6 

Retired 7 3.3 

Total 214  

 

Table 2. Facebook usage data 

FACEBOOK MEMBERSHIP  

 Frequency Percent 

More than 6 months but less than 1 year 14 6.5 

1 year–2 years 21 9.8 

More than 2 years 179 83.7 

Total 214  

TIME SPENT ON FACEBOOK PER DAY 

 Frequency Percent 

Less than 30 minutes 81 37.8 

30 minutes–1 hour 120 56.1 

More than 1hour 13 6.1 

Total 214  

 

4.1 Reliability Analysis 

The reliability analysis is performed for the entire scale containing the 15 variables using Cronbach’s Alpha. A 
reliable scale can produce consistent results when it is used by the same individual more than once or when it is 
used by a group of people who have the same attitude toward a certain concept (Rodeghier, 1996).  

A scale can be considered acceptable if the value of the Cronbach’s Alpha is 0.7 or greater (George & Mallery, 
2003). The Cronbach's alpha for the 15 items measuring adoption antecedents is 0.894, which indicates a high 
level of internal consistency for the scale to measure the underlying concept with this specific sample. 

4.2 Factor Analysis 

In this study, the authors have used factor analysis to reduce the 15 items measuring adoption antecedents. Factor 
analysis is used in data reduction to identify a small number of factors that explain most of the variance observed 
in a much larger number of manifest variables. 

To test the sampling adequacy, Kaiser-Meyer-Olkin Measure of Sampling Adequacy is computed.  

 

Table 3. KMO and Bartlett's test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .851 

Bartlett's Test of Sphericity 

Approx. Chi-Square 2002.616 

df 105 

Sig. .000 

 

Kaiser (1974) recommends values greater than 0.5 as acceptable. As given in Table 3, Kaiser-Meyer-Olkin 
Measure of Sampling Adequacy is 0.851. This indicates that the factor analysis is appropriate for this data. 

Bartlett's measure tests the null hypothesis that the original correlation matrix is an identity matrix. A significant 
test tells us that the R-matrix is not an identity matrix; therefore, there are some relationships between the 
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variables that are to be included in the analysis. For this study, Bartlett's test is highly significant (p<0.001), and 
therefore factor analysis is appropriate. 

Communalities are designed to show the proportion of variance that the factors contribute to explaining a 
particular variable.  

 

Table 4. Communalities 

 Initial Extraction 

Facebook makes continuous improvements in its website features that the users enjoy and can easily adopt (Var 1) 1.000 .803 

Facebook provides a platform for job networking (Var 2) 1.000 .550 

Able to connect and socialize with new persons through Facebook (Var 3) 1.000 .657 

Advertisements on Facebook are not disturbing/interfering(Var 4) 1.000 .642 

Facebook gives users the choice and control over what they want to share with others (Var 5) 1.000 .642 

Interesting Apps on Facebook (var 6) 1.000 .490 

Facebook can be used to express social & political views (Var 7) 1.000 .655 

Facebook enable users ‘check in’ using their smart phones (Var 8) 1.000 .689 

Facebook provides an opportunity to act as opinion leader to family, friends, and peers (Var 9) 1.000 .643 

Facebook provides multiple ways to protect one’s account (Var 10) 1.000 .698 

Web content of Facebook is visually appealing (Var 11) 1.000 .565 

Easy and quick communication with friends & family through Facebook (Var 12) 1.000 .770 

Facebook is a source of self affirmation (Var 13) 1.000 .655 

Facebook ensures protection of users’ personal information from unauthorized access (Var 14 ) 1.000 .784 

Users’ privacy is protected in Facebook (Var 15) 1.000 .668 

Extraction Method: Principal Component Analysis. 

 

The above table shows communalities before and after extraction. The communalities in the column labelled 
Extraction reflect the common variance in the data structure. So, 80.3% of the variance associated with question 
1 is common or shared variance. After extraction some of the factors are discarded and so some information is 
lost. The amount of variance in each variable that can be explained by the retained factors is represented by the 
communalities after extraction. 

Principal Component Analysis works on the initial assumption that all variance is common, therefore, before 
extraction the communalities are all 1. The amount of variance in each variable that can be explained by the 
retained factors is represented by the communalities, as shown in Table 5, after extraction. 

 

Table 5. Total variance explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative %

Var 1 6.939 46.262 46.262 6.939 46.262 46.262 4.936 32.908 32.908 

Var 2 1.706 11.375 57.638 1.706 11.375 57.638 2.695 17.963 50.871 

Var 3 1.264 8.429 66.066 1.264 8.429 66.066 2.279 15.195 66.066 

Var 4 .838 5.587 71.653       

Var 5 .748 4.986 76.639       

Var 6 .645 4.299 80.938       

Var 7 .539 3.593 84.531       

Var 8 .506 3.375 87.906       

Var 9 .407 2.716 90.622       

Var 10 .355 2.367 92.988       

Var 11 .314 2.094 95.083       

Var 12 .275 1.832 96.915       

Var 13 .219 1.462 98.377       

Var 14 .150 1.001 99.377       

Var 15 .093 .623 100.000       

Extraction Method: Principal Component Analysis. 
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Table 5, lists the Eigen values which are designed to show the proportion of variance accounted for by each 
factor (George and Mallery, 2010). Before extraction there are fifteen components in the data set. The Eigen 
values associated with each component represent the variance explained by that particular component. Next all 
components with Eigen value greater than 1 are extracted, which leaves us with three factors.  

The percentage of total variance is used as an index to determine how well the total factor solution accounts for 
what the variables together represent. The index for the present study accounts for 66.066% of the total variance 
for adoption of Facebook. This is a good extraction as it can economize on a number of factors (from fifteen, it 
has reduced to three factors), while we have lost only 33.934% information content.  

Table 6, shows the Rotated Component Matrix which is a matrix of factor loadings for each variable onto each 
factor. Comrey (1973) suggested that loadings of 0.55 are good, those of 0.63 very good, and those of 0.71 are 
excellent, with increased loading becoming more vital in determining the factor. Factor loadings less than 0.5 
have not been displayed as the criterion value has been selected as 0.5.  

 

Table 6. Rotated component matrixa 

 Component 

 1 2 3 

RICH IN USEFULNESS    

Easy and quick communication with friends 
& family through Facebook (Var 12) 

833   

Able to connect and socialize with new 
persons through Facebook (Var 3) 

.792   

Facebook is a source of self affirmation 
(Var 13) 

.762   

Facebook provides an opportunity to act as 
opinion leader to family, friends, and peers  
(Var 9) 

.737   

Facebook can be used to express social and 
political views (Var 7) 

.723   

Interesting Apps on Facebook (Var 6) .665   
Facebook enable users ‘check in’ using 
their smartphones (Var 8) 

.655   

Facebook provides a platform for job 
networking (Var 2) 

.653   

WEB SITE DESIGNED TO ENHANCE 
USER’S CONVENIENCE 

   

Facebook makes continuous improvements 
in its website features that the users enjoy 
and easily adopt (Var 1) 

 .798  

Facebook gives users the choice and control 
over what they want to share with others 
(Var 5) 

 .745  

Web content of Facebook is visually 
appealing (Var 11) 

 .658  

Advertisements on Facebook are not 
disturbing/interfering (Var 4) 

 .610  

TRUSTWORTHY    

Facebook provides multiple ways to protect 
one’s account (Var 10) 

  .851 
 

Facebook ensures protection of users’ 
personal information from unauthorized 
access (Var 14 ) 

  .735 

Users’ privacy is protected in Facebook 
(Var 15) 

  .714 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization. 
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The three factors, for adoption of Facebook, obtained through factor analysis are named as, Rich in usefulness, 
Web site design enhance user’s convenience, and Trustworthy.  

4.3 Exploratory Factor Analysis  

Exploratory factor analysis revealed 3 factors with 15 items. After that Confirmatory factor analysis (CFA) has 
been conducted by using AMOS 21. CFA is used to confirm the exploratory factor model by determining the 
goodness of fit between hypothesized model and sample data.  

 

Table 7. CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 60 64.018 60 .337 1.067 

Saturated model 120 .000 0 

Independence model 15 2059.005 105 .000 19.610 

 

From the first set of fit statistics, CMIN (minimum discrepancy), it is observed that the chi-square value is 
64.018 at 60 degrees of freedom. The corresponding p value is 0.337. The CMIN/DF (normed chi-square) shows 
a value of 1.067, which is well within the acceptable level of 1.0 to 2.0.So all fit statistics, are adequate for the 
acceptance of the model. 

 

Table 8. RMR, GFI 

Model RMR GFI AGFI PGFI

Default model .023 .961 .922 .480 

Saturated model .000 1.000

Independence model  .295  .271  .166  .237

 

RMR (Root mean square residual) are best interpreted in the metric of the correlation matrix. The standardized 
RMR, then, represents the average value across all standardized residuals. In a well fitting model, this value shall 
be 0.05 or less. The RMR value is .023 which is within the acceptable for the goodness of model fit. 

For both GFI (Goodness of fit index) and AGFI (Adjusted goodness of fit index) indices values close to 1.00 are 
indicative of good fit. Based on the GFI and AGFI values of .961 & .922 respectively, it can be concluded that 
the hypothesized model fits the sample data quiet well. 

Typically, parsimony based indices having lower values than the threshold level are generally perceived as 
acceptable for other normed indices of fit. In this study a PGFI (Parsimony goodness of fit index) value of .480 
accompanied by goodness-of-fit indices in the .90s can be considered to be consistent. 

 

Table 9. Baseline comparisons 

Model 
NFI 

Delta1

RFI 

rho1

IFI 

Delta2

TLI 

rho2
CFI 

Default model .969 .946 .998 .996 .998 

Saturated model 1.000 1.000 1.000

Independence model .000 .000 .000 .000 .000 

 

A value close to .95 for both the NFI (Normal fit index) and CFI (Comparative fit index) is considered 
representative of a well fitting model (Hu & Bentler, 1999). The NFI and CFI values are .969 and .998 
respectively which indicates that the model fitted the data well in the sense that the hypothesized model 
adequately describe the sample data. The RFI (Relative fit index) coefficient values close to .95 indicate superior 
fit (Hu & Bentler, 1999). The RFI value is .946 indicating good fit. The value of IFI (Incremental index of fit) 
is .998 which is consistent with that of CFI in reflecting a well fitting model. Finally, the TLI (Tucker-Lewis 
index), consistent with the other indices noted here, with values close to .95 indicate good fit. It is observed that 
TLI is .996 which is acceptable. 
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Table 10. Parsimony-adjusted measures 

Model PRATIO PNFI PCFI

Default model .571 .554 .570 

Saturated model .000 .000 .000 

Independence model 1.000 .000 .000 

 

The above cluster of fit indices relates to the issue of model parsimony. The first fit index PRATIO (Parsimony 
ratio) is computed relative to the NFI and CFI. A PNFI and PCFI of .571 and .554 respectively fall in the range 
of expected values. 

 

Table 11. NCP 

Model NCP LO 90 HI 90 

Default model 4.018 .000 27.470 

Saturated model .000 .000 .000 

Independence model 1954.005 1810.282 2105.098

 

The next set of fit statistics provides the NCP (Non centrality parameter) estimate. From the above table, it is 
observed that the hypothesized model yielded a non centrality parameter of 4.018. The confidence interval 
indicates that we can be 90% confident that the population value of the non centrality parameter lies between 
0.00 and 27.470. 

 

Table 12. FMIN 

Model FMIN F0 LO 90 HI 90

Default model .301 .019 .000 .129 

Saturated model .000 .000 .000 .000 

Independence model 9.667 9.174 8.499 9.883

 

The hypothesized model is not acceptable if the value of FMIN (Minimum discrepancy function) is substantially 
away from zero. In this study, the FMIN value is .301, which is not substantially away from zero resulting in the 
acceptance of the model. 

 

Table 13. RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE

Default model .018 .000 .046 .973 

Independence model .296 .285 .307 .000 

 

RMSEA (Root mean square error of approximation) value less than .05 indicate good fit and values as high 
as .08 represent reasonable errors of approximation in the population. For the use of confidence intervals to 
assess the precision of RMSEA estimates, AMOS reports a 90% interval around the RMSEA value. In addition 
to reporting a confidence interval around the RMSEA value, AMOS tests for the closeness of fit (PCLOSE). That 
is, it tests the hypothesis that the RMSEA is good in the population. The p-value for this test should be more than 
0.5 (Joreskog & Sorbom, 1996). It is observed that RMSEA value for model is .018, with 90% confidence 
interval ranging from .000 to .046 and the p-value for the test of closeness of fit equal to .973. So it can be 
concluded that the hypothesized model fits the data well.  

 

Table 14. AIC 

Model AIC BCC BIC CAIC 

Default model 184.018 193.764 385.976 445.976 

Saturated model 240.000 259.492 643.917 763.917 

Independence model 2089.005 2091.441 2139.494 2154.494
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The AIC (Akaike’s information criterion), and CAIC (Consistent version of the AIC) are used in the comparison 
of two or more models, with smaller values representing a better fit of the model (Hu & Bentler, 1995). The BCC 
(Browne –Cudeck criterion) and the BIC (Bayes information criterion) operate in the same manner as the AIC 
and CAIC. The basic difference among these indices is that both the BCC and BIC impose greater penalties than 
either the AIC or CAIC for model complexity. In this study all the four fit indices for the hypothesized model are 
substantially smaller than they are for either independence or the saturated model. 

 

Table 15. ECVI 

Model ECVI LO 90 HI 90 MECVI

Default model .864 .845 .974 .910 

Saturated model 1.127 1.127 1.127 1.218 

Independence model 9.808 9.133 10.517 9.819 

 

Application of the ECVI (Expected cross validation index) model assumes a comparison of models whereby an 
ECVI index is computed for each model, and then all ECVI values are placed in rank order; the model having 
the smallest ECVI value exhibits the greatest potential for replication. Given the lower ECVI value for the 
hypothesized model, compared with both the independence and saturated models, it can be concluded that it 
represents the best fit to the data. Again it can be seen that the confidence interval ranges from .773 to 
1.034.These results suggest that the hypothesized model is well fitting and represents a reasonable 
approximation to the population. The last fit statistic MECVI (modified ECVI), is actually identical to the BCC, 
except for a scale factor  

 

Table 16. HOELTER 

Model 
HOELTER
.05 

HOELTER
.01 

Default model 264 295 

Independence model 14 15 

 

Hoelter (1983) proposed that a value in excess of 200 is indicative of a model that adequately represents the 
sample data. Both the 0.5 and .01 CN values for the hypothesized model are greater than 200 (264 and 295 
respectively). Interpretation of this finding, indicates that the size of the sample (N= 214) was satisfactory 
according to Hoelter’s benchmark. 

According to the different indices of goodness-of-fit statistics, as per the present study, the hypothesized model 
passes all the goodness-of-fit statistics. It indicates that the sample data fit the model well in terms of absolute fit 
measures like CMIN, FMIN, RMR, RMSEA and ECVI; parsimonious fit measures like PGFI, PNFI, and AIC; 
and incremental fit measures like TLI, NFI, AGFI and CFI. 

5. Conclusion 

In this study, the authors first identified 15 key variables for adoption of Facebook and reduced them to 3 factors 
through exploratory and confirmatory factor analysis. 

The first factor is Rich in usefulness. Facebook provides a great way to keep in contact with friends, families, 
and explore new friends. Facebook gives freedom to an individual to express oneself like never before, and 
facilitates the development of social bond with unknown persons removing geographical and cultural barriers 
that were unthinkable in the past. Facebook can be considered as a source of self affirmation. Facebook is 
instrumental in giving users a sense of well being by restoring user’s perception about oneself as a person liked 
and adored by a network of friends, peers and family. Users can get leads for new jobs and enjoy interesting 
applications on Facebook. Facebook can be considered as one’s home on the internet which creates an online 
social identity for the person. It can be concluded that these multi facet benefits influences users to adopt and 
integrate Facebook as a part of their daily lives. 

The second factor for adoption of Facebook is Web site design enhance users’ convenience. Web design is the 
creation of web sites focusing on the aesthetics and the mechanics of a website’s operation. Convenience is 
anything that simplifies work, adds to one’s ease or comfort. Facebook is a visually appealing web site that gives 
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users the control over what they want to share with others. The website has user friendly aspects of interactivity, 
which enhances its functionality. Unlike a vast majority of web sites, the advertisements on Facebook don’t 
annoy users. Advertisements don't appear as banners in the center, top or left sidebar of Facebook pages. As a 
result the users can navigate through the web pages of Facebook without getting disturbed. Users feel 
comfortable to use Facebook which in turn has a big impact on users’ intention to adopt Facebook.  

Trustworthy is the third factor for Facebook adoption. Activities performed by the users in Facebook include 
sharing personal information, photos and videos, connecting with unknown persons, which raises privacy and 
information security concerns. So trust becomes an important issue in the adoption of Facebook. Users tend to 
choose a social networking site that represents a set of attributes that can be trusted. Users perceive Facebook to 
be trustworthy as they belief that Facebook take utmost care to protect the privacy of users and prevent 
unauthorized access to users’ sensitive personal information. Facebook provides multiple security options like 
remote logout, one-time passwords, apps password, active sessions, login approvals, login notifications, secure 
browsing, trusted contacts, and social authentication. These sophisticated security features repose users’ faith on 
Facebook. The perceived trust users have on Facebook’s honesty and integrity plays a critical role in the 
adoption of Facebook.  

6. Managerial Implications 

As social network platforms have evolved over the years, of increasing importance is content that differentiates 
SNSs. SNSs should demonstrate the creativity to design of niche content to pull membership. The factors 
influencing the adoption of SNSs suggest that SNSs managers should devise strategies to take into consideration 
these factors while designing the websites. Incorporating these factors in the form of website features can have a 
positive influence on the users and increase their confidence level on the SNSs. Website features namely rich in 
usefulness, and adding convenience to the users can elicit positive attitudes among the users and influence users 
to adopt those SNSs. SNS owners should gain trust of users by ensuring them their privacy is protected and 
information is secured by implementing multiple complex security system. SNSs should reflect artistic 
sensibility without compromising with functionality aspects.SNS owners should try to appeal to the internet 
users through these features to increase membership and participation. More traffic to SNSs in turn will also 
bring in more advertisements to the websites and consequently more revenue for the SNSs owners. Increased 
membership shall provide opportunities to SNS managers to attract savvy businesses that can link and promote 
their goods and services through SNSs. This may result in users looking at their chosen SNS as a one stop place 
for all their digital and entertainment needs. A deeper understanding of the factors shall allow the SNSs 
managers to incorporate them in the website and monitor them more effectively.  

7. Limitations 

Because it is exploratory in nature, the present study also has some limitations. This study deals with only one 
SNS i,e Facebook. There are a number of other SNSs available on the internet which is not included in this study. 
So, future work can include a number of popular SNSs to understand the factors influencing adoption of SNSs 
more vividly. Secondly, this study has been done in Indian context only. Further research should be done across 
different countries and comparisons can be made. Consequently, the findings of this study should be further 
tested with a larger sample of internet users having membership in different SNSs. Additional research work 
should identify other variables influencing the adoption of SNSs. 
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