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Abstract 

Purpose: This study aimed to explore the variables that may play a significant role in inducing Facebook users to use Facebook as 

online information distribution channels continuously. Research design, data, and methodology: The population of this study are all 

Facebook users who have actively used Facebook as a social media as online information distribution for at least one year. Purposive 

sampling technique was used in this study and 290 respondents were enrolled. The data was collected using a questionnaire and 

further analyzed with path analysis and SEM-PLS approach. Result: The results showed that perceived ease of use, perceived critical 

mass, perceived enjoyment, and perceived information intelligence have a positive and a significant effect towards perceived 

usefulness. Perceived usefulness also has a positive and significant effect on users’ attitude, and users’ attitude has a positive and 

significant effect on intentions to use Facebook continuously among its users. Conclusions: Hence, it is important for Facebook as an 

online information distribution channel to maintain its perceived usefulness in order to create a positive impact on its users’ and induce 

Facebook users’ to use social media continuously. 
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1. Introduction 

 

Social media nowadays has become very developed. 

Many platforms of social media have been used by the 

public, for instance, Facebook, Instagram, Line, WhatsApp, 

YouTube, Twitter, and LinkedIn. Social media has been 

developed as online information distribution. Among all the 

existing social media platforms, it is known that Facebook 

is the most widely used social platform among Indonesian. 

Facebook was first used in 2004 and has grown rapidly 

since that year (Ko, 2013). In addition, the use of Facebook 

is also adopted by businesses because it causes a positive 

impact, such as increasing sales, good relations with 

customers, and may foster the customers loyalty (Singhal, 

2016; Gallant and Arcand, 2017; Amelia et al., 2019; Park 

and Park, 2017; Budi et al., 2021). Currently there are 

approximately 10 million businesses that use Facebook to 

promote and market their products (Facebook, 2021). 

Businesses chose Facebook to promote its product because 

Facebook can be used to share photos, videos and 

information easily (Raynes-Goldie, 2012). Furthermore, 
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according to Facebook data (2021), 2.8 billion monthly 

active users as the fourth quarter of 2020. However, in the 

last few years the use of Facebook has been switched to 

different social media and was replaced by another social 

media, namely Instagram. Avus and Wen-Lung (2020) have 

studied the shifts in the use of Facebook to Instagram social 

media, which shows that the attractiveness of the social 

media and the influence of friends may cause social media 

users to switch to other platforms. The decline in Facebook 

users indicates that the intention to use it continuously as 

social media as an online distribution channels is also 

decreasing. Research that examines the intention of using 

Facebook has been conducted by Carla et al. (2014); Hsin 

et al. (2014); Eftekhar et al. (2014); Tuten and Solomon 

(2014); Cho et al (2015); Bartsch and Dienlin (2016); 

Leung et al. (2017); Zahy et al. (2018); Linda et al. (2019); 

Lee and Dai (2015); Won and Kim (2020); Nguyen (2020); 

and Erik et al. (2020). The intention to use social media as 

an online information distribution continuously can be 

influenced by many factors, including the feelings that it is 

easy to use, the benefits and, the positive attitude from 

using social media as an online distribution channels. This 

is in accordance with the existing conceptual framework in 

Theory Accepted Model (TAM) (Dumpit and Fernandez, 

2017; Wamba et al., 2017). 

Attitudes towards social media may be manifested in the 

form of positive or negative attitude. The attitude depends 

on the perceived benefits of its users, if the perception of 

the perceived benefits is positive, it will be able to induce 

positive attitudes from the consumer, and vice versa. 

Attitudes on Facebook as a online information distribution 

channels was studied by Wiedermann and Li (2018), which 

showed that attitude had a positive and significant effect on 

intention to use Facebook continuously. In addition, several 

researchers also examined the effect of attitude on intention 

to use the social media as an online distribution channels 

continuously, among others: Kim (2017); Rupak et al. 

(2014); Basak and Calisir (2015); Chang et al. (2015); Tran 

(2020); Tham et al (2019); Yin and Zhang (2020); Ryu 

(2019)Yazdanparast et al. (2015), which findings are all 

identical. Hence, a positive attitude is very essential to be 

built by social media as an online distribution channels in 

order to maintain and increase the users’ intention to use.  

In building users’ attitudes, it is necessary to pay 

attention to the perceived benefits (Hossain and Silva, 

2009). The more useful social media as online information 

distribution channels is felt by its users, the more positive 

the attitude will be (Dhoha et al., 2019). Previous studies 

have already showed that Instagram advertisements create a 

positive impact on users (Rauniar et al., 2013). Likewise, 

the benefits felt by the Facebook users’ have a positive 

influence on their attitudes (Althunibat, 2015). The 

perception of the perceived benefits of using social media 

as an online distribution channels is influenced by several 

variables, including perceived ease of use, perceived critical 

mass, and perceived enjoyment (Li-Barber, 2012; Litt and 

Hargittai, 2014; He, 2019; Cha and Seo, 2019). However, 

there is also research that stated that perceived usefulness is 

influenced by the users perceive informational benefits. 

This is in accordance with the existing reality in the field, 

that from the results of interviews with several Facebook 

users’, they stated that by using Facebook as online 

information distribution, so they can get personal 

information about their friends, for instance, the position, 

activities, and also their friends’ moods. Thus, in this study, 

the perceived benefit is influenced by four variables, 

namely: perceived ease of use, perceived critical mass, 

perceived enjoyment, and perceived intelligent information. 

Based on the existing problems, this study aims to 

investigate and explore the effect of perceived ease of use, 

perceived critical mass, perceived enjoyment, and perceived 

intelligent information towards perceived usefulness and 

attitude, and also their impact on the continuous usage 

intention of Facebook as an online distribution channels. 

 

 

2. Literature review 
 

Online distribution channels is a chain of businesses or 

intermediaries through which a good or service passes until 

it reaches the final buyer or the end consumer. Distribution 

channels can include wholesalers, retailers, distributors, and 

even the Internet.  

 

 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1: Conceptual Frameworks 

 
Continuous usage intention is the goal of every social 

media platform, including Facebook. As an effort to 

maintain their existence among its users’, social media 

platform tries to build a positive attitude on its users. 

Positive attitude can be built by providing as many benefits 

as possible to its users, thus they will continue to be loyal 

the social media as an online information distribution, 
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including Facebook. The benefits felt by Facebook users’ 

can be enhanced by making the platforms easy to use, 

making Facebook a popular social media that people are 

interested in, making users comfortable while using 

Facebook, and getting the information from the use of 

Facebook as an online distribution channels. The 

relationship of each variable can be described as shown in 

Figure 1. 

 

2.1. The effect of perceived easy of use on perceived 

usefulness 
 

The perception of Facebook as online information 

distribution channels is easy to use because the flexibility 

that the users’ get while interacting with other Facebook 

users’. Besides, Facebook is known to be easy to 

understand, easy to use to communicate with others, and 

easy to be familiar with the features that Facebook provide. 

Perceived easy of use has a positive impact on users’ 

perceived usefulness (Zhao et al., 2013). Other study also 

showed similar results, that perceived easy to use may 

increase the perceived usefulness felt by Facebook users 

positively and in a statistically significant way (Rupak et al., 

2014). Based on the existing empirical studies, the 

following hypothesis can be formulated:   

  

H1: Perceived ease of use has a positive and significant 

effect on perceived usefulness 

 

2.2. The effect of perceived critical mass on 

perceived usefulness 
 

Perceived critical mass also has a positive influence on 

the perceived usefulness. Perceived critical mass, such as: 

Facebook which is popular among friends, a lot of people 

use Facebook, and a lot of co-workers use Facebook as a 

social media, which can increase the perception of 

perceived usefulness of Facebook users’ (Hammedi & 

Bouqiaux, 2015). In addition, Water (2009) has conducted a 

study on the effect of perceived critical mass on Facebook 

as a social media online platform for information 

distribution, which found that perceived critical mass 

indeed increase the perceived usefulness on its users. Based 

on these existing empirical studies, the following 

hypothesis can be formulated:  

 

H2: Perceived critical mass has a positive and significant 

effect on perceived usefulness 

 

2.3. The effect of perceived enjoyment on perceived 

usefulness 
 

Previous research conducted by Ana and Jose (2014), 

stated that the perceived enjoyment may increase perceived 

usefulness. Perceived enjoyment which manifested as the 

feelings of being attracted, entertained, happy, and 

comfortable can enhance the perceived usefulness. Identical 

results were also discovered from previous studies by Pinho 

and Soares (2011); Teo and Noyes (2011); Moqbel (2012); 

Chiang (2013); and Liao et al. (2013). Based on these 

empirical studies, the following hypothesis can be 

formulated: 

 

H3: Perceived enjoyment has a positive and significant 

effect on perceived usefulness 

 

2.4. The effect of perceived intelligent information 

on perceived usefulness 
 

Perceived usefulness may be increased because of 

perceived intelligent information from the usage of 

Facebook. Perceived intelligent information can be shown 

in a certain condition, for instance, Facebook users will get 

information about other people (friends or families) 

regarding their whereabouts, activities, feelings, and social 

status. Study conducted by Cho et al. (2015) stated that 

perceived intelligent information able to enhance the 

perceived usefulness. The results of that study is in line 

with previous research result form Dong et al. (2014); Liu 

and Brown (2014); Dai and Lee (2018); Chang and Heo 

(2014). Based on the results of these empirical studies, the 

following hypothesis can be formulated: 

 

H4: Perceived intelligent information has a positive and 

significant effect on perceived usefulness 

 

2.5. The effect of perceived usefulness on attitude 
 

Perceived usefulness of using Facebook can make the 

users’ attitudes positive (Liao et al., 2013). The usefulness 

perceived by Facebook users, such as being more effective 

in communicating, able to easily contact and get 

information about relatives may affect Facebook users’ 

attitude positively. Previous research conducted by Rupak 

et al. (2014), showed similar results that perceived 

usefulness from social media usage may induce a positive 

effect on the attitude of social media users’. This is 

supported with several previous studies conducted by Min 

and Kim (2015); Curras-Perez et al. (2013) which found 

that perceived usefulness may increase the positive attitude 

among Facebook users significantly. Based on the results of 

these empirical studies, the following hypothesis can be 

formulated: 

 

H5: Perceived usefulness has a positive and significant 

effect     on attitude 
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2.6. The effect of attitude on continuous usage 

intention 
 

Positive, happy, trusting, and safe attitudes of social 

media users’ is known to bring a positive and significant 

effect on the intention to use social media as an online 

distribution channels continuously. This is shown by 

research conducted by Schivinski et al. (2016) which shows 

the results that the positive attitude of social media users 

has a positive and significant impact on the continuous use 

of social media. Similar results also found by several other 

researchers, namely Chen et al. (2009); Chu (2011); Chang 

et al. (2015); Ang (2017); VanMeter et al. (2018); Ifinedo 

(2018); Kim et al (2014); Gu et al (2019); and Liu et al. 

(2018). Based on the results of these empirical studies, the 

following hypothesis can be formulated: 

 

H6: Attitude has a positive and significant effect on 

continuous usage intention. 

 

 

3. Method 
 

The measurement of variable construct in this research 

was derived from previous research and further modified to 

suit the conditions in the field. Measurement of variable 

construct of perceived ease of use and perceived critical 

mass refers to the measurement used by Dhoha et al. (2019); 

and perceived enjoyment refers to research by Li et al. 

(2015), Gan (2017), Ozanne et al. (2017), Dhoha et al. 

(2019). Measurement of perceived intelligent information 

variable refers to research by (2019) and adjusted to the 

perceptions obtained from observation through opening a 

Facebook page. Measurement of perceived usefulness 

variable refers to research conducted by Dhoha et al. (2019). 

Furthermore, the measurement of attitude variable refers to 

research by Brandao (2019); Dhoha et al. (2019), 

meanwhile measurement of continuous usage intention 

refers to research by Al-Jabri et al. (2015) and Li et al. 

(2015); Dhoha et al. (2019). The measurements of variable 

constructs studied in this studied can be seen in Table 1. 

Scale used to measure the variable constructs in this study 

is in the five-level range, from strongly disagree (1) to 

strongly agree (5).  

Data were collected through a survey using google form. 

The number of respondents enrolled in this study was 290 

respondents with purposive sampling technique. 

Respondents were enrolled based on several criteria, 

namely domiciled in Indonesia, minimum age of 17 years 

old, minimum high school education, and active on 

Facebook for at least one year. Furthermore, the research 

instruments were tested for validity and reliability. The 

results of validity and reliability test can be seen from Table 2.  

Table 1: Measurement of Variables and The References 

Construct and indicator Reference 

Perceived ease of use (PEOU) 

Dhoha et 
al. (2019) 

Facebook is flexible to use to interact with other 
people 

Facebook can be freely used to do what the 
user’s want 

Easy to be skilled on using Facebook 

Easy to operate Facebook 

Facebook is very easy to understand 

Perceived critical mass (PCM) 

Facebook is popular among friends 

Most of my friends use Facebook 

People from my work environment use Facebook 

Perceived enjoyment (PE) Li et al. 
(2015), 

Gan 
(2017); 

Ozanne et 
al. (2017); 
Dhoha et 
al. (2019) 

Using Facebook is interesting 

Using Facebook is entertaining 

Using Facebook is fun 

Using Facebook is comfortable 

Perceived intelligent information (PII) 

Gan 
(2017); 

Ozanne et 
al. (2017) 

Facebook provides information about friends 
position 

Facebook provides information about friends 
activities 

Facebook provides information about friends 
feelings and moods 

Facebook provides information about friends 
social status 

Perceived usefulness (PU) 

Brandao 
(2019); 

Dhoaha et 
al. (2019) 

Facebook allows me to reconnect with friends 

Facebook gets me benefit in personal life 

Facebook increases the effectiveness of 
connecting with friends 

Facebook makes it easier to contact friends 

Facebook makes it easier to get information 
about friends 

Attitude (ATT) 

Brandao 
(2019); 

Dhoaha et 
al. (2019) 

 

Positive on using Facebook 

Happy using Facebook 

Support in using Facebook 

Encouraging in using Facebook 

Continuous Usage Intention (CUI) 
Al-Jabri et 
al. (2015); 

Li et al. 
(2015); 
Dhoha 
(2019) 

I always increase the frequency of using 
Facebook 

I always recommend others to use Facebook 

I use Facebook continuously 

I spend more of my time on Facebook 
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Table 2: The Results of Validity and Reliability Test of The 

Research Instruments 
 

Variable Item 
r 

correlation 

Cronbach’s 

Alpha  

Perceived 
ease of use / 
PEOU (X1) 

X1  0.795 

X1.1 0.747  

X1.2 0.748  

X1.3 0.732  

X1.4 0.776  

X1.5 0.713  

Perceived 
critical mass / 

PCM (X2) 

X2  0.920 

X2.1 0.880  

X2.1 0.948  

X2.3 0.959  

Perceived 
enjoyment / 

PE (X3) 

X3  0.964 

X3.1 0.938  

X3.2 0.978  

X3.3 0.960  

X3.4 0.931  

Perceive 
intelligent 

information / 
PII (X4) 

X4  0.913 

X4.1 0.890  

X4.2 0.893  

X4.3 0.909  

X4.4 0.876  

Perceived 
usefulness / 

PE (Y1) 

Y1  0.860 

Y1.1 0.662  

Y1.2 0.745  

Y1.3 0.897  

Y1.4 0.873  

Y1.5 0.847  

Attitude / ATT 
(Y2) 

Y2  0.924 

Y2.1 0.850  

Y2.2 0.909  

Y2.3 0.922  

Y2.4 0.936  

Continuous 
usage 

intention / CUI 
(Y3) 

Y3  0.898 

Y3.1 0.833  

Y3.2 0.865  

Y3.3 0.902  

Y3.4 0.917  

 

The results of validity and reliability test of the research 

instruments as seen in Table 2 show that all variables are 

valid because all of the correlation value for each variable is 

above 0.30 and reliable because the Cronbach’s Alpha value 

for all variables is above 0.6. Furthermore, it was followed 

by data collection of 290 respondents, analyzed using Path 

Analysis and SEM-PLS. 

Based on the results of this study, the characteristics of 

the respondents were identified in terms of gender, age, 

education level, length of time using Facebook as social 

media, and duration of Facebook usage in a day. 

Respondents were dominated by female gender (63.8 %) 

compared to male (36.2 %). In terms of age, respondents 

were predominantly in the age range of 17 to 27 years old 

(88.3 %), 28 to 37 years old (2.8 %); 38 to 47 years old 

(2.2 %); 48 to 57 years old (3.8 %); and above 57 years old 

(2.9 %). Respondents who have used Facebook for at least 

one year were found to be 15.5 %; using for over 1 year to 

5 years 18.4 %; and over 5 years 66.1 % out of all 

respondents. The duration of Facebook usage in a day can 

be differentiated into five groups, namely respondents who 

use Facebook an average of 1 hour a day as much as 5.8 %; 

more than 1 hour to 2 hours 20.7 %; 2 to 3 hours 33.0 %; 3 

to 4 hours 30.5 %; and more than 4 hours were found to be 

10.0 %. 
 

 

4. Results 
 

4.1. Results of SEM PLS Analysis 
 

This study used two-stage approach to measure the 

model before it is used to test the hypothesis, which aims to 

verify the validity and reliability of the research model. 

First by analyzing the convergent validity and continued by 

analyzing the discriminant validity. 

 

4.2. Outer Model Test 
 

Outer model test was carried out to ensure the feasibility 

of the research indicators in measuring the research 

variables. Thus, to see whether the model is valid as a basis 

for research, three criteria must be met, namely: (1) all 

loading indicators are above 0.65 (2) Composite Reliability 

(CR) must be above 0.8, and (3) Average Variance 

Extracted (AVE) for every construct must exceed 0.5. 

Based on Table 3, it shows that all value for the outer 

loading indicators exceed 0.65 with a range between 0.803 

to 0.958, which indicates that they are at the recommended 

limit. Composite Reliability (CR) value is in the range 

between 0.921 to 0.959, all of which are above 0.8 meaning 

that all constructs formed have good consistency as a 

research model. All values for Average Variance Extracted 

(AVE) were found to be above 0.5 with a range from 0.724 

to 0.949, hence can be concluded that the research model in 

this study has a good validity. 
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To evaluate the discriminant validity, a research model 

is suggested to ensure that the root value of the Average 

Variance Extracted (√AVE) of a latent variable must be 

greater. 

Discriminant validity is considered good if the root 

value of AVE (√AVE) in Table 5 is greater than 0.5. The 

research model proposed in this study can be considered 

good, where the smallest √ AVE value is 0.851 

 
Table 3: model size results 

Construct Indicator Outer Loading Composite Reliability 
Average Variance Extracted 

(AVE) 

Perceived ease of use (X1) 

X1.1 
X1.2 
X1.3 
X1.4 
X1.5 

0.816 
0.862 
0.836 
0.872 
0.866 

0.929 0.724 

Perceived critical mass 
(X2) 

X2.1 
X2.2 
X2.3 

0.920 
0.958 
0.936 

0.957 0.881 

Perceived enjoyment (X3) 

X3.1 
X3.2 
X3.3 
X3.4 

0.897 
0.945 
0.946 
0.897 

0.958 0.949 

Perceived intelligent 
information (X4) 

X4.1 
X4.2 
X4.3 
X4.4 

0.818 
0.887 
0.881 
0.866 

0.921 0.746 

Perceived usefulness (Y1) 

Y1.1 
Y1.2 
Y1.3 
Y1.4 
Y1.5 

0.819 
0.803 
0.884 
0.905 
0.901 

0.936 0.746 

Attitude (Y2) 

Y2.1 
Y2.2 
Y2.3 
Y2.4 

0.925 
0.914 
0.939 
0.916 

0.959 0.853 

Continuous Usage 
Intention (Y3) 

Y3.1 
Y3.2 
Y3.3 
Y3.4 

0.911 
0.897 
0.903 
0.877 

0.943 0.805 

 
Table 4: Correlation between Latent Variables 

Construct PEOU PCM PE PII PU ATT CUI 

PEOU 1.00       

PCM 0.65 1.00      

PE 0.75 0.72 1.00     

PII 0.66 0.70 0.76 1.00    

PU 0.75 0.74 0.09 0.80 1.00   

ATT 0.57 0.51 0.60 0.58 0.63 1.00  

CUI 0.59 0.56 0.66 0.63 0.67 0.69 1.00 
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Table 5: Root Value of AVE 

Construct Average Variance Extracted (AVE) √ AVE 

Perceived ease of use / PEOU 0.724 0.851 

Perceived critical mass / PCC 0.881 0.939 

Perceived enjoyment / PE 0.949 0.974 

Perceived intelligent information / PII 0.746 0.864 

Perceived usefulness / PU 0.746 0.864 

Attitude / ATT 0.853 0.924 

Continuous Usage Intention / CUI 0.805 0.897 

 

4.3. Inner Model Test 
 

Structural model focuses on the hypothesized 

relationship or path between latent variables. The results of 

the inner model test can be seen in Figure 2. 

Structural model was evaluated using the R-square for 

construct dependent and t test, also the significance of the 

coefficient parameters.   

 

 
 

Figure 2: Structural Model 

 

4.4. Coefficient Determination 
 

In this research, a bootstrap was carried out which 

resulted in two structural model measurements, namely: t 

value (t-test) and R
2
 which would be interpreted the same 

way as multiple regression analysis in general. The 

predictive strength of a research model can be seen from 

the R
2
 value generated by the bootstraps. R

2
 value for each 

endogenous variable in the research model can be seen in 

Table 6. 
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Table 6: Coefficient Determinations 

Construct R
2 

Perceived usefulness 0.790 

Attitude 0.408 

Continuous usage intention 0.488 

Note: only the endogenous (dependent) 
variable has the R

2 
value 

 

 

Based on Table 6 it can be explained that the highest 

R2 value is in the perceived usefulness variable that is 

0.790 which indicates that 79 % of the perceived usefulness 

variable can be explained by the construct contained in the 

model, namely: perceived ease of use, perceived critical 

mass, perceived enjoyment, and perceived intelligent 

information. Meanwhile, the lowest is in the attitude 

variable with R2 value of 0.408 which shows that 48 % of 

the attitude variable can be explained by the construct that 

affects the variable, namely the perceived usefulness. From 

the examination of the R2 value, it can be concluded that 

the predictive strength of this research model in general is 

good, as seen from the R2 value of all variables which is 

that are close to or above 0.50. 

 

4.5. Hypotheses Test 
 

Significance of the estimated parameters provides 

useful information about the relationship between the 

research variables.  

 
Table 7: Hypothesis Test Result 

Correlation between variables Path coeff. t-statistic P values Hypothesis 

Perceived ease of use  Perceived 
usefulness 

0.181 3.372 0.001 Accepted 

Perceived critical mass  Perceived 
usefulness 

0.160 3.105 0.002 Accepted 

Perceived enjoyment Perceived 
usefulness 

0.298 4.760 0.000 Accepted 

Perceived intelligent  Perceived 
usefulness 

0.363 5.793 0.000 Accepted 

Perceived usefulness  Attitude 0.639 14.317 0.000 Accepted 

Attitude  Continuous usage intention 0.699 21.817 0.000 Accepted 

 

The basis used in testing the hypothesis is the value 

contained in the output path coefficients presented in Table 7.  

Hypothesis testing was conducted using the t-statistics 

and looking at the p-value. If the p-value < 0.05, the 

hypothesis is accepted. From Table 7, it can be seen that 

perceived ease of use for perceived usefulness has a t-

statistics value of 3.372 and p-value of 0.001 which is 

under 0.05, and therefore the hypothesis is accepted. This 

means that the higher the perceived ease of use, the higher 

the perceived usefulness felt by the Facebook users. 

Perceived critical mass for perceived usefulness has a t-

statistics value of 3.105 and p-value 0.002 which is under 

0.05 and the hypothesis is accepted. This indicates that the 

higher the perceived critical mass, the higher the perceived 

usefulness felt by the Facebook users. Perceived enjoyment 

for perceived usefulness has t-statistics value of 4.760 and 

p-value 0.000 which is under 0.05 and therefore the 

hypothesis is accepted. This means that the higher 

perceived enjoyment will induce higher perceived 

usefulness. Furthermore, perceived intelligent information 

affects perceived usefulness with a t-statistics value of 

5.793 and p-value of 0.000 which is under 0.05 and the 

hypothesis is accepted. Perceived usefulness affects attitude 

with a t-statistics value of 14.317 and p-value of 0.000 

which is under 0.05, therefore the hypothesis is accepted; 

and attitude for continuous usage intention was found with 

a t-statistics value of 21.817 and p-value of 0.000 which is 

under 0.05, thus the hypothesis is accepted. All hypotheses 

from H1 to H6 are accepted. 

 

 

5. Discussion 
 

5.1. Effect of perceived ease of use on perceived 

usefulness 
 

Based on the results of the analysis, the effect of 

perceived ease of use on perceived usefulness obtained a 

beta coefficient value of 0.181 with a significance level of 

0.001 ≤ 0.05, which means that Ho is rejected and H1 is 

accepted. The result indicates the perceived ease of use 

variable has a positive and significant effect on perceived 

usefulness. Consequently, the higher the level of ease on 

Facebook (which is shown by the flexibility to use the 

social media in interacting with others, easy to use 

according to the need of the users, easy to be skilled at 
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using the social media as an online distribution channels, 

and easy to understand), the higher perceived usefulness 

felt by the Facebook users. 

The result of this study strengthens the results of 

previous studies conducted by Litt and Hargittai, 2014); 

Rupak et al. (2014); Basak and Calisir (2015), which found 

that perceived ease of use has a positive and significant 

effect on perceived usefulness. This research finding is also 

in line with Chang et al. (2015) that found the perceived 

ease of use variable has a positive and significant effect on 

perceived usefulness. Hence, it can be inferred that the 

higher perceived ease of use, the higher perceived 

usefulness will be felt. 

 

5.2. Effect of perceived critical mass on perceived 

usefulness 
 

Based on the results of the analysis of the perceived 

critical mass on perceived usefulness, the beta coefficient 

value obtained was 0.160 with a significance level of 0.002 

≤ 0.05 which means that Ho is rejected and H1 is accepted. 

That result indicates that the perceived critical mass 

variable has a positive and significant effect on perceived 

usefulness. Thus, the higher the level of Facebook as an 

online distribution channels, the popularity which is 

indicated by the number of Facebook uses among friends, 

family, and/or coworkers, the higher the perceived 

usefulness of using Facebook.  

A similar result can be found from a previous study 

conducted by Hammedi and Bouqiaux (2015), which stated 

that the perceived critical mass variable has a positive and 

significant effect on perceived usefulness. This result is 

enforced by a research that Dhoha et al. (2019) carried out, 

which noted that perceived critical mass has a positive and 

significant effect on perceived usefulness. 

 

5.3. Effect of perceived enjoyment on perceived 

usefulness 
 

Based on the results of the analysis of the perceived 

enjoyment on perceived usefulness, it was found that the 

beta coefficient value is 0.298 with a significance level of 

0.000 ≤ 0.05, thus the Ho is rejected and the H1 is accepted. 

That result indicates the perceived enjoyment variable has a 

positive and significant effect on perceived usefulness. 

Therefore, the higher the perceived enjoyment which is 

shown by the use of Facebook that generates interest, 

happiness, enjoyment, comfort, and entertainment, will 

induce the perceived usefulness of using Facebook to be 

higher.  

The results of this study strengthen the results of a 

previous study conducted by Ana and Jose (2014), which 

found that the perceived enjoyment variable has a positive 

and significant effect on perceived usefulness. The results 

of this study are also confirmed by Moqbel (2012); Chiang 

(2013); and Liao et al. (2013), which findings also stated 

that perceived enjoyment has a positive and significant 

effect on perceived usefulness. Thus, it can be concluded 

that the higher the feeling of pleasure and comfort 

generated by using Facebook, the more perceived 

usefulness will be felt. 

 

5.4. Effect of perceived intelligent information on 

perceived usefulness 
 

Based on the results of the analysis of the perceived 

intelligent information on perceived usefulness, the beta 

coefficient value obtained was 0.363 with a significance 

level of 0.000 ≤ 0.05, thus the Ho is rejected and H1 is 

accepted. That result means the perceived intelligent 

information variable has a positive and significant effect on 

perceived usefulness. Therefore, the higher the perceived 

intelligent information which is shown by the engagement 

to get information about friends’ whereabouts, information 

about friends’ activities, moods, and social status, may 

increase the perceived usefulness that will be felt by the 

users. 

This results are in line with Liu and Brown (2014), 

which found that perceived intelligent information variable 

has a positive and significant effect on perceived usefulness. 

Chang and Heo (2014), and Cho et al. (2015), also found 

similar results that perceived intelligent information 

variable has a positive and significant effect on perceived 

usefulness. Therefore, if the information taken either comes 

from friend’s homepage or the user’s homepage is of a 

good quality, then the perceived usefulness may increase. 

 

5.5. Effect of perceived usefulness on attitude 
 

Based on the results, the effect of the perceived 

usefulness on attitude obtained a beta coefficient value of 

0.639 with a significance level of 0.000 ≤ 0.05, thus the Ho 

is rejected and H1 is accepted. That result indicates that 

perceived usefulness has a positive and significant effect on 

attitude. Therefore, the higher the perceived usefulness, 

which is shown by being able to reconnect with friends, get 

personal benefits, be more effective in communicating with 

friends, and easy to get in contact with friends, may impact 

the attitude of Facebook users positively. 

The results of this study strengthened by previous study 

conducted Curras-Perez et al. (2013), which stated that 

perceived usefulness variable has a positive and significant 

effect on attitude. This result is in line with studies by 

Rupak et al. (2014); Min and Kim (2015), which found that 

perceived usefulness variable has a positive and significant 

effect on Facebook users’ attitude. 
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5.6. Effect of attitude on continuous usage 

intention 
 

Based on the results of the analysis of attitude on 

continuous usage intention, the beta coefficient value 

obtained was 0.699 with a significance level of 0.000 ≤ 

0.05, which implies that Ho is rejected and H1 is accepted. 

That result portends that the attitude variable has a positive 

and significant effect on continuous usage intention. 

Therefore, the more positive attitude of the Facebook users’ 

which is presented by a positive, supportive, and happy 

attitude, may cause the continuous usage intention of 

Facebook users to become higher. 

The result of this study at the same time strengthens the 

result by previous studies conducted by Chen et al. (2009); 

Chu (2011); and Chang et al. (2015), which stated that 

attitude has a positive and significant effect on continuous 

usage intention. This research result is also in line with 

VanMeter et al. (2018); Ifinedo (2018); and Liu et al. 

(2018), who found that attitude variable has a positive and 

significant effect on the continuous usage intention of 

Facebook social media as an online distribution channels. 

 

 

6. Conclusion 
 

Perceived ease of use, perceived critical mass, perceived 

enjoyment, and perceived intelligent information may 

increase the perceived usefulness of Facebook usage. 

Furthermore, the perceived usefulness felt by Facebook 

users is able to create a positive attitude towards its users’ 

and has an impact in increasing the continuous usage 

intention of using Facebook as an online distribution 

channel.  

This study may enrich the Theory of Accepted Model 

by adding variables of perceived critical mass, perceived 

enjoyment, and perceived intelligent information as an 

antecedent from perceived usefulness. In addition, the 

results of this study can be used as a basis for Facebook as 

a social media as an online distribution channels, to add 

perceptions that are perceived by its users, therefore can 

increase the use of Facebook and its users’ usage intention 

continuously. 

 

 

7. Limitations and future research direction 
 

This research was conducted among predominantly 

unmarried respondents and of a certain age range, hence the 

results of this research could not be generalized and 

identified to different groups of respondents. Likewise, this 

research is conducted in a cross-sectional design, thus it is 

necessary to carry out more research in different years, and 

the determining variables for continuous usage intention 

can be further developed with other variables, such as trust, 

satisfaction, and respondent's demographic variables.  
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Curras-Pe ŕez, R., Ruiz-Mafe ,́ C., and Sanz-Blas, S. (2013). 
Social network loyalty: evaluating the role of attitude, 

perceived risk and satisfaction. Online Information Review, 37 
(1), 61-82. 

Dai, W., and Lee, J.-H. (2018). Effects of Website Characteristics 

and Delivery Service Quality on Repurchase Intention. 
Journal of Industrial Distribution & Business, 9(5), 17–24. 

doi:10.13106/ijidb.2018.vol9.no5.17 
Dhoha A. Alsaleh, Michael T. Elliott, Frank Q. Fu, and Ramendra 

Thakur. (2019). Cross-cultural differences in the adoption of 
social media. Journal of Research in Interactive Marketing, 

10. https://doi.org/10.1108/JRIM-10-2017-0092 
Dong, T.P., Cheng, N.-C., and 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. 
Dumpit, D.Z., and 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(1), 1-16. 

Erik H., Martin E., and Tomas Bay’on, (2020). Facebook and the 

cultivation of ethnic diversity perceptions and attitudes. 

Internet Research, 30 (4), 1123-1141 

Facebook. (2021). Facebook Q4 2020 results. Available at: 

https://www.statisca.com., Facebook MAU worldwide 2020 

(accessed 2 February 2021). 

Gallant, I., and Arcand, M. (2017). Consumer characteristics as 

drivers of online information searches. Journal of Research in 

Interactive Marketing, 11 (1), 56-74. 

Gan, C., Liang, X., and Yu, X. (2017). Continuance intention on 

mobile social networking service: examine the effects of habit 

and gratifications. Proceedings WHICEB. 

Gu, W., Bao, P., and Lee, J.-H. (2019). A Study on the 

Continuance Intention of O2O Fresh Agricultural Products E-

Commerce. Journal of Industrial Distribution & Business, 

10(10), 35–44. doi:10.13106/ijidb.2019.vol10.no10.35 

Hammedi, W., and Bouquiaux, L. (2015). Online customer 

engagement, creating social environments through brand 

community constellations. Journal of service management, 26 

(5), 777-806. 

He, Y. (2019). A Study on the Mutual Effect between Small & 

Medium-sized Enterprises and Economic Growth: Evidence 

from Alibaba Group and City of Hangzhou. Journal of 

Business Economics and Environmental Studies, 9(2),27–34. 

doi:10.13106/jbees.2019.vol9.no2.27 

Hossain, L., and Silva, A. (2009). Exploring user acceptance of 

technology using social networks. Journal of High Technology 

Management Research, 20 (1), 1-18. 

Hsin Chen, A., Papazafeiropoulou,  Ta-Kang., Chen, Y.D., and 

Hsiu-Wen, L. (2014). Exploring the commercial value of 

social networks. Journal of Enterprise Information 

Management, 27(5), 576 - 598 

Ifinedo, P. (2018). Determinants of students’ continuance intention 

to use blogs to learn: an empirical investigation. Behaviour & 

Information Technology, 37(4), 381-392. 

Kim, P.-J. (2017). A Study on the Recognition Level of Traditional 

Market Users on Return Intention. Journal of Industrial 

Distribution & Business, 8(5), 77–85. 

doi:10.13106/ijidb.2017.vol8.no5.77. 

Kim, P.-J., Kim, M.-S., Kim, W., Mehyaoui, O., and Youn, M.-K. 

(2014). Effects on the Consumer Buying Behavior of an 

Agricultural Brand in South Korea. Journal of Industrial 

Distribution & Business, 5(2), 21–28. 

doi:10.13106/jidb.2014.vol5.no2.21. 

Ko, H.C. (2013). The determinants of continuous use of social 

networking sites: an empirical study on Taiwanese journal-

type bloggers’ continuous self-disclosure behavior. Electronic 

Commerce Research and A lications, 12(2), 103-111. 

Lee, S. J., and Dai Jing. (2015). Use Intentions of Mobile Tour A s 

through Expansion of the Technology Acceptance Model. 

Journal of Distribution Science, 13(10), 135–142. 

doi:10.15722/jds.13.10.201510.135 

Leung, X.Y., Bai, B., and Erdem, M. (2017). Hotel social media 

marketing: a study on message strategy and its effectiveness. 

Journal of Hospitality and TourismTechnology, 8(2), 239-255. 

Li, H., Liu, Y., Xu, X., Heikkila, J., and Heijden, H.V.D. (2015). 

Modeling hedonic is continuance through the uses and 

gratifications theory: an empirically study in online games. 

Computers in Human Behavior, 48, 261-272. 

Liao, C., To, P., and Liu, C. (2013). A motivational model of blog 

usage. Online Information Review, 37(4), 620-637 

Li-Barber, K.T. (2012). Self-disclosure and student satisfaction 

with Facebook. Computers in Human Behavior, 28, 624–630. 

Linda Alkire, Johannes Pohlmann, Willy Barnett. (2019). Triggers 

and motivators of privacy protection behavior on Facebook. 

Journal of Services Marketing, 10. 

https://doi.org/10.1108/JSM-10-2018-0287 

Litt, E., Hargittai, E. (2014). Smile, snap, and share? A nuanced a 

roach to privacy and online photo-sharing. Poetics, 42, 1–21. 

doi:10.1016/j.poetic.2013.10.002 

Liu, D., and Brown, B.B. (2014). Self-disclosure on social 

networking sites, positive feedback, and social capital among 

Chinese college students. Computers in Human Behavior, 38, 

213–219. 

Liu, Q., Shao, Z., and Fan, W. (2018). The impact of users’ sense 

of belonging on social media habit formation: empirical 

evidence fromsocial networking andmicroblogging websites 

in China. International Journal of Information Management, 

43, 209-223. 

Min, J., and Kim, B. (2015). How are people enticed to disclose 

personal information despite privacy concerns in social 

network sites? The calculus between benefit and cost. Journal 

of the Association for Information Science and Technology, 

66(4), 839-857. 

Nguyen, O. T. (2020). Factors Affecting the Intention to Use 

Digital Banking in Vietnam. The Journal of Asian Finance, 

Economics and Business, 7(3), 303–310. 

doi:10.13106/jafeb.2020.vol7.no3.303 

Ozanne, M., Navas, A.C., Mattila, A.S., and Hoof, H.B.V. (2017). 

An investigation into Facebook ‘Liking’ behavior an 

exploratory study. Social Media Society, 3(2), 1-12. 



60 Continuous usage intention of social media as an online information distribution channels 

Park, H. Y., and Park, S. Y. (2017). The Influence of Service 

Quality Factors on Reuse Intention. Journal of Distribution 

Science, 15(4), 59–67. doi:10.15722/jds.15.4.201704.59 

Pinho, J., and Soares, A. (2011). Examining the technology 

acceptance model in adoption of social networks. Journal of 

Research in Interactive Marketing, 5(2/3), 116-129. 

Rauniar, R., Rawski, G., Yang, J., and Johnson, B. (2013). 

Technology acceptance model (TAM) and social media usage: 

an empirical study on Facebook. Journal of Enterprise 

Information Management, 27(1),6-30. 

Raynes-Goldie, K.S. (2012). Privacy in the age of Facebook. 

Dissertation, Curtin University, Perth. 

Rupak, R., Greg, R., Jei, Y., and Ben, J. (2014). Technology 

acceptance model (TAM) and social media usage: an 

empirical study on Facebook. Journal of Enterprise 

Information Management. 27(1), 6 – 30. 

Ryu, J. S. (2019). Is Consumer Characteristics and Sho ing for 

Fashion in the Omni-channel Retail Environment. Journal of 

Business Economics and Environmental Studies, 9(4), 15–22. 

doi:10.13106/jbees.2019.vol9.no4.15 

Schivinski, B., Christodolides, G., and Dalorowski, D. (2016). 

Measuring consumers’ engagement with brand related social 

media content. Journal of Advertising research, 64-80. 

Singhal, T.K. (2016). Impact of social media expressions on 

engagement and trust of customers. Amily Business Review, 17 

(2), 96-103. 

Teo, T., and Noyes, J. (2011). An assessment of the influence of 

perceived enjoyment and attitude on the intention to use 

technology among pre-service teachers: a structural equation a 

roach. Computers and Education, 57 (4), 1645-1653. 

Tham, K. W., Dastane, O., Johari, Z., and Ismail, N. B. (2019). 

Perceived Risk Factors Affecting Consumers’ Online Sho ing 

Behaviour. The Journal of Asian Finance, Economics and 

Business, 6(4), 246–260. 

doi:10.13106/jafeb.2019.vol6.no4.249 

Tran, V. D. (2020). The Relationship among Product Risk, 

Perceived Satisfaction and Purchase Intentions for Online Sho 

ing. The Journal of Asian Finance, Economics and Business, 

7(6), 221–231. doi:10.13106/jafeb.2020.vol7.no6.221 

Tuten, T.L., and Solomon, M.R. (2014). Social Media Marketing, 

Sage, Thousand Oaks, CA  

VanMeter, R., Syrdal, H.A., Powell-Mantel, S., Grisaffe, D.B., and 

Nesson, E.T. (2018). Don’t just ‘like’ me, promote me: how 

attachment and attitude influence brand related behaviors on 

social media. Journal of Interactive Marketing, 43, 83-97. 

Wamba, S.F., Bhattacharya, M., Trinchera, L., and Ngai, E.W.T. 

(2017). Role of intrinsic and extrinsic factors in user social 

media acceptance within workspace: assessing unobserved 

heterogeneity. International Journal of Information 

Management, 37(2), 1-13. 

Waters, R. (2009). The use of social media by nonprofit 

organizations: An examination from the diffusion of 

innovations perspective. In press in: Dumova, T., &Fiordo, R. 

(Eds.). Handbook of research on social interaction 

technologies and collaboration software: Concepts and trends 

(pages TBD). IGI Publishing: Hershey, PA. 

Wiedermann, W., and Li, X. (2018). Direction dependence 

analysis: a framework to test the direction of effects in linear 

models with an implementation in SPSS. Behavior Research 

Methods, 50(4), 1581-1601. 

Won, J., and Kim, B.-Y. (2020). The Effect of Consumer 

Motivations on Purchase Intention of Online Fashion - 

Sharing Platform. The Journal of Asian Finance, Economics 

and Business, 7(6), 197–207. 

doi:10.13106/jafeb.2020.vol7.no6.197 

Yazdanparast, A., Joseph, M., and Qureshi, A. (2015). An 

investigation of Facebook boredom phenomenon among 

college students. Young Consumers, 16(4), 468-480. 

Yin, H., and Zhang, R. (2020). The Effect of Corporate Integrity 

on Stock Price Crash Risk. Journal of Business Economics 

and Environmental Studies, 10(1), 19–28. 

doi:10.13106/jbees.2020.vol10.no1.19  

Zahy, B.R., Ibrahim A., and Vesna Z. (2018). All in the value: The 

impact of brand and social network relationships on the 

perceived value of customer endorsed Facebook advertising. 

European Journal of Marketing. https://doi.org/10.1108/EJM-

03-2017-0189 

Zhao,Y., Liu, J., Tang,J., and Zhu, Q. (2013). Conceptualizing 

perceived affordances in social media interaction design. Aslib 

Proceedings, 65(3), 289 – 303. 

 


