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Abstract: Mobile social apps have experienced enormous growth as online personal networking
media. Social exchange theory (for individual motivation), theories of collective action and social
capital theory (for social capital) can be applied in order to understand how an individual’s behavior
may exert effects on or receive influences from other users with regard to the continuance usage
intention of mobile social apps. This study examines individual motivations and social capital
affecting relationship quality in terms of trust in and satisfaction with mobile social apps and how
these factors influence continuance usage intentions of mobile social apps. An online survey is used
to collect 320 responses from users of mobile social apps. Our results indicate that promotional
motivation and innovativeness affect relationship quality levels. Maintaining relational enhancement,
social homogeneity, and social identity along with service usefulness have effects on the relationship
quality level, which in turn affects continuance usage intention. Given the lack of studies regarding
the application of the theories of collective action and social capital to gain a better understanding of
continuance usage intentions, this study provides additional insight into how individual motivations
and social capital affect continuous usage.
Keywords: mobile social apps; individual motivations; social capital; relationship quality; attitude
toward use of social apps; the continuance usage intention of social apps

1. Introduction
Mobile social apps have witnessed a rapid increase in the number of users around the world.
Social apps offer a method by which to build and share social network. As of the second quarter of
2020, Facebook had 2.7 billion monthly active users who have accessed Facebook in the last month [1].
When employees form networks of positive relationships, they tend to share information and positive
emotions more, benefiting individuals and their organizations [2].
Despite the fact that maintaining the continued usage of a social network service (SNS) can have
strategic importance, major social network services are showing a slowdown in terms of the number of
users [3]. Given the decreased numbers of revisiting users, research that investigates the key factors
that influence continuance usage intention is crucial to those who devise marketing strategies for
mobile social apps. Mobile social apps are mobile versions of desktop social applications installed
on mobile devices such as smart phones and iPads, providing much more business importance than
desktop applications as the reliance of business activities on smart devices increases. The sustainable
use of mobile social apps becomes important as business processes based on smart devices become
important in creating business value. Thus, sustainability issues can be applied in developing factors
affecting the continuous usage of social apps.
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The research motivation behind this study can be described as follows. First, our study intends
to focus on the effects of individual motivations (promotional motivation, altruism, innovativeness,
and conformity) on relationship quality and continuance usage intention. Previous studies of
utilitarian or hedonic motivations behind the use of mobile social apps are rather limited in that they
focused on perceived value based on information and service quality levels, i.e., fun. However, it is
necessary to examine additional facets of motivation based on social exchange theory [4] or social
influence while including specific variables related to individual motivations toward participating in a
social community.
Previous studies examined SNS qualities [5], gratifications [6], flow [7], and the research field itself,
but investigations of the effects of individual motivations toward participating in a social community
based on social exchange theory on relationship quality encompassing trust and satisfaction as they
pertain to continuous usage are necessary. This study intends to fill this void. The difference in our
approach is that we adopt a second-order construct to measure relationship quality, encompassing
the two inherent variables of trust and satisfaction and testing the effects of four variables regarding
individual motivations on relationship quality. Previous studies rarely considered the effects on
relationship quality as a second-order construct encompassing trust and satisfaction.
Second, our study examines the role of social capital (maintaining relational enhancements,
social homogeneity, social identity, and a social presence) with regard to continuance usage intention.
Social capital, as a metaphor, refers to the advantages obtained by individuals from being in certain
types of social arrangements or a positive product of human interaction [8]. It is facilitated by the use of
the Internet [9] and has potential value because it offers an opportunity for actors to access information
resources in a SNS [10], to engage in knowledge sharing behavior in an online community [11], and to
build trust and affinity for brands [12]. Moreover, it is being applied toward more specific aspects and
mechanisms after undergoing a maturation period [13]. Social capital can also expire through under-use
and social media users are constantly searching for the next new feature [14]; this can be related to
social media success [15], and the users with weak social capital are likely to less use social media as
they have not accomplished the intended goal of social media to increase social capital [16–19]. As the
pace and power of social media are having a major impact worldwide on expanding networks [20,21],
it is necessary to study the impact of social capital of social media on its continuous usage in order to
verify the role of social capital from social media empirically with regard to attracting users. In order to
explain participation in online communities, electronic networks for practice, and social virtual world
services, theories of collective action have been applied to study how social capital affects collaboration,
the contribution of knowledge, and continuous usage intention [22,23]. In the context of mobile social
apps, however, while it is necessary to apply theories of collective action and social capital in order to
understand how users’ social behaviors can affect or be influenced by other actors, studies applying
these theories to understand continuance usage intention are almost nonexistent. While many studies
have considered factors affecting trust and satisfaction [24,25], studies regarding the impact of social
capital on relationship quality encompassing trust in and satisfaction with mobile social apps are rare.
This study seeks to bridge this gap by suggesting four variables related to social capital: maintaining
relational enhancement, social homogeneity, social identity, and social presence, all of which are posited
to have an impact on relationship quality and the continuance usage intention of mobile social apps.
The next section presents the theoretical background on individual motivations and social capital,
service usefulness, and relationship quality, and this is followed by explanations of the method of
using the online survey, results based on a structural equation modeling analysis, a discussion, and a
conclusion and implications for research and practice.
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2. Literature Review
2.1. Individual Motivations and Social Capital for Adopting Mobile Social Apps
Based previous literature on the continuous usage of SNS, our study suggests the factors affecting
the sustainable use of mobile social apps which are showing much more business importance than
desktop applications as business processes using smart devices become crucial in building business
value. Thus, sustainability issues in continuous usage of social media [26–30] can be utilized in showing
factors influencing the continuous usage of social apps.
Studies of SNSs have used motivational theory, flow theory, and trust theory [31–33], all of which
are related to each other. Lin and Lu [32] adopted motivational theory and network externality to study
user the use of a SNS. Individual motivations are important in the early stage of trust, when users do
not have experience interacting with others [34]. Individual types of motivation such as those related
to reputation and altruism exert a positive influence on the quality and quantity of knowledge sharing
behavior [11]. Motivation can be used to classify SNS users, implying that motivation is an important
factor describing SNS usage behaviors [35]. Individual motivations can be explained either as utilitarian
motivation, which is based on functional, economic or extrinsic criteria, or as hedonic motivation,
based on non-functional, emotional or intrinsic criteria [36]. SNS users’ motivations can be utilitarian
as users’ trust and flow experiences are affected by information quality and system quality levels [31].
Information, systems, and service quality levels are related to functional criteria by which SNS users
assess and evaluate whether a SNS will permit them to accomplish their objectives [5]. SNS users’
motivations can be hedonic, as empathy and entertainment are crucial for flow and relationship quality
outcomes [5]. For instance, pleasure is considered as a perceived value of SNSs related to enjoyment
and entertainment obtained from SNS usage [37]. Pleasure and enjoyment will likely build positive
emotional reactions toward SNSs by increasing satisfaction and a feeling of belonging with the SNS.
Previous studies of utilitarian or hedonic motivations for SNSs, however, are quite limited in
that they focused on perceived value based on information and service quality levels, pleasure,
and entertainment. Accordingly, it is necessary to study another aspect of motivation based on social
exchange theory [4] or social influence while including specific variables related to individuation
motivations toward participating in a social community. Social exchange theory posits that individuals
adjust their interaction with others after comparing the cost and benefits of interactions [4]. Individuals
contribute knowledge if they believe that the benefits outweigh the cost.
Social capital is not same as other type of capital, as it is positioned in relationships among
individuals, while other types of capital are determined by assets [38]. Social influence represents
the degree to which an individual’s beliefs and attitudes are under the influence of referent other
people [39]. Recently, social influence has also been posited to have an influence on SNS user behavior.
For instance, Ku et al. [40] used gratifications theory and discovered that subjective norms play a
positive role in the continuance usage intention of SNS users. Subjective norms and group norms have
effects on teenagers’ SNS usage [41].
Social capital is specifically described as “resources embedded in a social structure that are
accessed and/or mobilized in purposive action” [42] (p. 29). The concepts of social capital have been
utilized in order to provide insightful explanations for pro-social behaviors such as differential social
achievements, community participation, and collective action, where the concept of individual-based
capital such as financial or human capital cannot serve to provide an explanation [43]. Social capital is
a determinant of intellectual capital, which can help firms create professional B2B services [44], and of
the quality and quantity of knowledge sharing behavior in online community [11].
Social capital can diminish through under-use, and social media users are always searching for
the next new feature [14], and can be associated with social media success [15]. Users with weak social
capital tend to use social media less, as they have not obtained the intended goal of social media,
i.e., to increase social capital [16,17,19]. As the pace and power of social sites are having a worldwide
crucial impact on expanding networks or searching for information such as job opportunities [21], it is
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becoming important to examine the influence of social capital as built by social media on its continuous
usage in order to investigate the role of social capital empirically using social media and how it
accumulates users. While many studies have investigated factors affecting trust and satisfaction [24,25],
studies of the effect of social capital on relationship quality in terms of trust in and satisfaction with
mobile social apps are almost nonexistent. Thus, in the context of mobile social apps, it is necessary
to introduce the theory of collective action and social capital in order to explain why individuals
contribute time, effort, opinions, information, and knowledge for a collective group benefit, while they
could simply watch and not provide any opinions or information. For instance, when a user’s friends
suggest that they should use a certain mobile social app platform, they are likely to abide by such
a recommendation. While there exist negative effects resulting from social capital [45], theories of
collective action improve our understanding of why individuals in a group would not merely watch
and would rather participate by interacting with others and providing opinions and information to
others owing to the influence of social capital [38].
Social competence or relational efficacy is the belief in the individual capability to create
relationships with others in a community, and it affects behaviors when building relationships [46]
or creating employee innovation [47]. With greater relational efficacy, individuals will perceive more
value in relationships with others in a SNS and participate in more frequent interactions with others,
increasing the continuous usage of mobile social apps. Social competence facilitates social acceptance,
as it is not possible to participate in mobile social apps without being recognized by others who are
requester of social competence when one can always ignore or reject the request.
Social capital involves maintaining relational enhancement, social homogeneity, social identity,
and social presence. Social acceptance is crucial in SNSs, as further participation or satisfaction with
the SNS cannot be successful if many users are allowed easy connections and have less interest in other
users [48]. In this context, maintaining relational enhancement is crucial for the intention to engage in
the continuous usage of mobile social apps, which will increase the attachment to the group and its
members and the intention to share knowledge with others.
Social homogeneity refers to the extent to which individuals belong to a social group, accompanied
by the emotional and social values possessed by individuals toward the social group [49]. Individuals
with high social homogeneity tend to differentiate their social group from others and possess a positive
ego. Social homogeneity is linked to high individual goals and the building of an ego for people with
low self-esteem. Based on social identity theory, Schau and Gilly [50] suggested that in an online
community, social identity is not a separate concept from that applied in offline environments. An online
community provides an anonymous and flexible environment for relationships compared to an offline
community, offering new opportunities to develop and express one’s social identity. Social presence is
described as “the degree of salience of the other person in the interaction and the consequent salience
of the interpersonal relationships” [51] (p. 65). Social presence can be operationalized as the extent of
awareness by other users in a social network.
2.2. Service Usefulness as Service Factor for Adopting Mobile Social Apps
Perceived customer value or the service quality of a specific SNS is the extent to which users perceive
and realize consuming goals by participating in the SNS [52]. Perceived values include usefulness and
playfulness, while perceived sacrifice encompasses technical effort, costs, and time [53]. Service quality
indicates the extent to which users positively evaluate the services provided by the service provider
through the website. Service quality refers to how users experience satisfactory, efficient, and reliable
services. Service by mobile social apps which is not satisfactory results in a discontinuance of the use of
the service. As dimensions or measures of service quality, for instance, Heim and Field [54] suggested
four dimensions regarding the creation of e-service quality. Benilan et al. [55] indicated measures that
extensively encompass service quality assessments in SaaS (software as a service). These include
measures which permit consumers to assess their satisfaction with the reliability and business process
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of the service, which helps them assess service support overall. Thus, this study uses service usefulness,
as it encompasses the most important aspects of service quality.
2.3. Relationship Quality and Attitude toward Mobile Social Apps
Relationship quality is a viable area of research, especially considering new types of relationships
between parties [56]. Thus, this study posits that relationship quality indicates a user’s attitude toward
the provision of service of mobile social apps. As relationship quality components, trust and satisfaction
have been suggested [57] and have been found to be significantly related to continued system usage or
re-use [58]. Trust represents the belief that the service provider can provide benevolent and honest
service [59]. Trust is crucial in creating and facilitating exchange processes. Trust demonstrates
an allowance of vulnerability based on a positive expected future behavior by another party and
significantly influences the behavioral intention of users [33]. Mutual trust is importantly related
to P2P website “stickiness” [60]. Satisfaction, described as a positive emotional state resulted from
cognitive appraisals, and can affect an individual’s coping response.
Trust and satisfaction are crucial determinants of website usage or success. For instance, there are
significant effects of trust on e-government success [61]. Mutual trust exerts a crucial impact on
customers’ loyalty to a website [60]. Trust is likely to improve the opinions of users regarding the
integrity and ability of service provides to ensure protection of their personal information, and trust
may enhance continuance usage [62]. Previous studies have also indicated a relationship between
satisfaction and continuance usage intention [63,64]. If users are satisfied with a web community,
they tend to be strongly connected to those in the community [65]. User commitment over the long term
is not possible with continued dissatisfaction. Thus, user satisfaction is likely to result in continuous
SNS usage [66]. Chu & Kim [67] used expectation-confirmation and rational behavior theory to show
that satisfaction has an effect on the continuous intention of usage for SNS. Yoon & Rolland [68]
adopted a technology acceptance model and the information systems (IS) success model to explain the
impact of satisfaction on the continuance usage intention of SNS.
3. Research Model
This study focuses on (1) individual motivations such as reputation and helping others based
on social exchange theory, and (2) relational capital such as continuing strengthened relationships,
homogeneous groups and social identity, as these fit the wide base of users for which structural links
cannot easily be captured. In addition to knowledge, the contribution content is diverse, such as
chatting with friends, gaining information, and developing opinions. Our study intends to expand
utilitarian or hedonic motivations for mobile social apps which focus on perceived value based on
information and service quality, entertainment by showing another aspect of motivation based on social
exchange theory [4], or social influence by encompassing additional variables related to individuation
motivations toward participating in a social community.
Recently, studies of SNS have begun to focus on social capital formation in SNS [69]. Social capital
is important for the organizational sharing and creation of knowledge [70]. When organizations offer
an institutional condition amenable to the creation of social capital, organizations are better prepared
for creating knowledge. A specific environment for exchanges and combinations of knowledge is
established when (1) users are encouraged to participate in these exchanges, (2) structural connections
or links exist between users (structural capital), (3) users possess the cognitive ability to capture and
utilize knowledge (cognitive capital), and (4) users’ relationships represent positive and strong traits
(relational capital).
Relational capital reflects the affective nature of users’ relationships. Relational capital is established
when members strongly possess a social identification [71], understand and adhere to its cooperative
norms [72], have trust in others in a group [38], and recognize the perception of obligatory participation
in a group [43]. The relational aspect of social capital facilitates interactions between individuals within
the structure, providing benefits to users and their community [43]. Simply because everyone belongs
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to a group and possesses an orientation toward a collective goal, they are encouraged to support
other users [73]. Users interact with others in organizational networks due to a sense of moral duty to
compensate for the help from others [74].
Relational capital is based on a commitment to a group such as an online network of practice [75]
when a sense of responsibility to support others arises from the homogeneity of the group, social identity,
or social presence. In an organizational online network, the contribution of valuable comments is
encouraged by a sense of obligatory duty toward the group [76]. Social identification and reciprocity
from participation, which are facets of relational capital, play a positive role in enhancing quality
and quantity of knowledge sharing in an online community [11]. Based on studies on relational
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Hypothesis 1-1 (H1-1). The promotional motivation of mobile social app users positively affects relationship
quality.
Altruism of SNS users is positive related to trust, satisfaction, and online group purchases [79].
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to others, and those posted comments can enhance the reputation of the writer, which improves the
writer’s trust in and satisfaction with the mobile social app.
Hypothesis 1-1 (H1-1).
relationship quality.

The promotional motivation of mobile social app users positively affects

Altruism of SNS users is positive related to trust, satisfaction, and online group purchases [79].
Decentralization and storytelling based on altruism can support participatory practices [80].
The motivation to share knowledge can be based on enjoyment gained by helping others [81].
In the context of reciprocal altruism, users may be more encouraged to be influenced by other users
who are altruistic [82]. Individuals are encouraged to provide knowledge to other users when they like
helping other users [75]. Users can donate knowledge in an online network of practice as they consider
helping others as challenging and interesting and perceive it as good to support other users [83].
Thus, users who commit to participate in social networks show altruism, and their posting behavior
can provide the opportunity to create helpful comments for others; the posted comments can help
users recognize that they are doing some good for others, which improves users’ trust or satisfaction
with mobile social apps. Thus, altruism may be posited to influence relationship quality.
Hypothesis 1-2 (H1-2). Altruism of mobile social app users positively affects relationship quality.
Innovativeness is described as the intention to attempt to use new technologies by individuals [84]
and the degree of acceptance of new technologies earlier than others in the same social group after
reviewing acceptance factors [85]. Innovative users are likely to accept new technologies and adapt
themselves to changes stemming from technology adoption [86]. Thus, innovative users are likely
to be generous to and have a favorable attitude toward new technology, and they enhance their
participation activities. Then, these users intend to pursue the opportunity to offer and follow up
useful comments through mobile social apps, which helps them perceive greater levels of trust and
satisfaction, characterizing an ongoing social relationship.
Hypothesis 1-3 (H1-3). Innovativeness of mobile social app users positively affects relationship quality.
Conformity refers to the following of group activities despite differences between the group and
individual values and beliefs [87]. Social conformity moderates the relationship between relationship
quality and online buyers’ intentions to participate in reputation systems related to C2C shopping [88].
Korea has a strong tendency toward conformity to group norms and values, which may strengthen
the role of conformity with regard to trust and satisfaction, which characterize continuous social
relationships in mobile social apps. If users are inclined to follow group activities and enhance
their conforming social activities, their posting behavior would bring a sense of belonging and
accomplishment as they obtain the opportunity to join community activities, which improves their
trust or satisfaction with mobile social apps. Thus, conformity among mobile social app users has a
positive influence on relationship quality.
Hypothesis 1-4 (H1-4). Conformity among mobile social app users positively affects relationship quality.
3.2. Social Capital
Our study posits that social capital is related to relationship quality, as social capital has an influence
on trust from a sociological perspective [89]. Owing to the social and collaborative nature of mobile
social apps, relational capital plays a significant role in encouraging users to continue using mobile
social apps. In social virtual world services, relational capital facilitates affective commitment [90].
First, maintaining relational enhancement is to strengthen human relations with others in mobile social
apps, differing from promotional motivation in that the latter refers to the motivation to spread a
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personal reputation and is not merely based on social relationships (e.g., bulletin boards, personal news
or advertisement). Social communication is crucial to enjoyment and continuous relationship building
in a SNS [91]. One’s personal identification, which is a part of relational social capital, is established
over the phases of a mentoring relationship and can affect the quality of the relationship over time [92];
in mentoring relations, relational quality includes personal learning and growth, inspiration, affirmation
of self, shared influence and mutual respect, relational trust, and commitment [93]. Social bonds
based on the expression of ideas and opinions can help build social bonds among mobile social app
members and can facilitate the formation of trust among them. If users tend to maintain relational
enhancement, their posting behavior would bring a sense of accomplishment, as they obtain the
opportunity to enhance their social relationships through mobile social apps, which contributes to
their trust or satisfaction with mobile social apps. Thus, maintaining relational enhancement affects
trust and satisfaction, highlighting the characteristics of interpersonal relationships among users.
Hypothesis 2-1 (H2-1). Maintaining the relational enhancement of mobile social app users positively affects
relationship quality.
This study suggests social homogeneity as the extent of the homogeneous nature of a group
to which the user belongs. This differs from the conformity of mobile social app users, which is
related to the motivation to adhere to social influences or norms. Support for communication
is an important variable linked to social collaboration where the social composition of users is
homogeneous [94]. Social factors, including the tendency to engage in social comparisons and follow
subjective norms, have an impact on intention to use a specific service in a virtual community [95].
Online community users search for SNSs in which they perceive less cognitive dissonance and greater
social homogeneity [96]. If users are inclined to belong to a homogeneous group, their posting behavior
would bring a sense of membership in a homogeneous group by participating in its community
activities, improving users’ trust or satisfaction with mobile social apps. Thus, if users belong to a
homogenous group, they tend to have trust and satisfaction and perceive the relationship quality of
mobile social apps.
Hypothesis 2-2 (H2-2). Social homogeneity among mobile social app users positively affects relationship quality.
Social identity represents the emotional value which members assign to the sense of belonging
to a SNS as a member [49]. Social identity represents the sense of belonging to an online community
where users are motivated to enter into social interactions with other users. Students with lower
self-esteem are likely to form heterogeneous and large networks that comprise media that can connect
social capital [97]. This can be explained by the greater desire for social identity by students with
low self-esteem. Social identity is posited to affect a user’s adoption of a SNS [82]. Many online
communities provide a cyberspace where social identity is built and valued. For instance, identification
with an online brand community is affected by a consumer’s identification with the brand [98].
Knowledge sharing and communication are possible using various relationships provided through
mobile social apps, and as the expressions of ideas and opinions by people are becoming more
recognized by others, they are motivated to participate in building a social identity in a community [75].
People intend to form personal identities by expressing themselves to accomplish personal goals
through user-created content and the creation of personal sites [99]. SNS use may be considered as
an activity influenced by social factors, and social identity positively affects customer activity within
an online community [95]. As social identity in a SNS positively affects perceived encouragement,
perceived usefulness, and perceived ease of use [82], social identity can exert a similar influence on
relationship quality. If users have social identity when following group activities and this enhances
their social activities, their posting behavior would enhance their social identity by bringing a sense of
belonging and accomplishment, which improves users’ trust or satisfaction with mobile social apps.

Sustainability 2020, 12, 8364

9 of 30

Hypothesis 2-3 (H2-3). Social identity of mobile social app users positively affects relationship quality.
Social presence represents the extent to which a medium shows the perceived presence of
users interacting through communication [51]. This is also represented as telepresence according
to the network navigation model of Hoffman and Novak [100]. SNSs provide various services
for cyber social activities which appear real, akin to experiences of social presence. The extent of
perceived social presence in cyberspace is important for building trust, as social presence in B2C
online services influences e-loyalty [101]. If a user perceives telepresence in a SNS, he/she is likely
to obtain encouragement from other users [82]. Greater levels of perceived social presence exert an
impact on the perceived enjoyment, trust, and usefulness of shopping mall sites, resulting in more
favorable attitudes by consumers [102]. Awareness of social presence has been found to be important
for enhancing and maintaining social connections [37] and relationship quality, which characterizes
ongoing social relationships. If users are likely to pursue social presence and enhance their social
activities, their posting behavior would create a sense of belonging and accomplishment, as they have
the opportunity to enhance their social presence, which improves their trust or satisfaction with mobile
social apps. Thus, social presence can have a positive effect on relationship quality in the context of
mobile social apps.
Hypothesis 2-4 (H2-4). Social presence of mobile social app users positively affects relationship quality.
Service usefulness as a type of service quality intends to ensure that individuals experience
satisfactory, efficient, and reliable service. In cases in which mobile social app service cannot be
provided as expected, the result is a negative experience with the mobile social app and a possible
discontinuance of use. Useful service permits users to solve their problems and establish relationship
quality through B2C e-commerce [103]. Useful services can help users obtain the complete set of
benefits satisfactorily, matching their expectations. If users experience useful services, they enhance
their social activities to pursue their social goals more strongly with other users, improving their
trust or satisfaction with mobile social apps. Thus, service usefulness has a positive impact on
relationship quality.
Hypothesis 3 (H3). The service usefulness of mobile social apps positively affects relationship quality.
The literature on online communities suggests that satisfaction leads to greater participation in
the community [65]. A long-term commitment may not be possible with persistent dissatisfaction.
Thus, user satisfaction can increase continuous SNS usage [66]. Trust in an online community has
been suggested as crucially related to knowledge sharing [104,105]. Teo et al. [61] discovered the
impact of trust on e-government success. Mutual trust greatly influences C2C website “stickiness,”
as mentioned earlier [60]. If users no longer trust a SNS, they will not share information and will
revoke their membership in the SNS, indicating that the trust of SNS users is crucial to the continuous
usage of the SNS [106].
The impact of satisfaction on continuance usage intention has been widely investigated [64,107].
Previous studies posited that relationship quality exerts a positive effect on a user’s intention to use an
online service continually [108]. Satisfaction with mobile commerce is strongly related to the continuous
usage intention of users [109]. Thus, relationship quality encompassing trust and satisfaction has a
positive impact on attitudes toward the use of mobile social apps and continuance usage intention.
Lastly, a positive attitude toward the use of mobile social apps has a positive impact on the
continuance usage intention of mobile social apps, as SNSs are a type of online technology, and the
extent of acceptance may be similarly examined by a technology acceptance model [110].
Hypothesis 4 (H4). Relationship quality affects attitude toward use of mobile social apps.
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Hypothesis 5 (H5). Relationship quality affects the continuance usage intention of mobile social apps.
Hypothesis 6 (H6). A positive attitude toward the use of mobile social apps positively affects the continuance
usage intention of mobile social apps.
4. Methods
4.1. Sampling
A survey questionnaire was revised based on proofreading by ten potential respondents and four
IS professors. The word structures of the questions were improved in order to enable straightforward
responses. The measurement items for each variable are presented in Table 1.
Data collection was done using an online survey site composed by one of the authors using a
Google service based on a structured questionnaire. The target sample was initially chosen randomly
from a list of undergraduate and graduate students registered at the researchers’ schools, and requests
containing the URL address of our online survey site were emailed so that potential respondents
would complete the survey. The target sample of students was chosen because they are dedicated
users of mobile social apps and are considered to answer surveys reliably. Secondly, the users who
visiting the online survey site were asked whether they have routine experiences with mobile social
apps as a condition presented on the first page of the online survey presented to users before they can
continue with the survey. Respondents’ identities were confirmed by their e-mail addresses in an effort
to detect repetitive replies. We suggested examples of mobile social apps, including Facebook, Twitter,
and Google+, and allowed the respondents to provide answers based on the mobile social apps which
they most actively use.
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Table 1. The measurement items for each variable.
Research Variables

Promotional motivation

Altruism

Innovativeness

Conformity

Maintaining relational
enhancement

Social homogeneity

Items
REP1

I like to have a reputation from others.

REP2

I like to be recognized by others.

REP3

I like to be elevated by others.

REP4

I like to become popular by others.

ALT1

I console others in trouble.

ALT2

I am good at answering others’ questions.

ALT3

I am good at helping others who need help.

ALT4

I am good at providing favors to others.

INN1

I am favorable to new information technology more than others.

INN2

I tend to try to use new technology more than others.

INN3

I am familiar with new technology more than others.

CON1

I tend to be somewhat sensitive to what others think about me.

CON2

I tend to be following others’ opinions.

CON3

I like to know what others think about me.

CON4

I take a look at others to have a hint in determining next actions in certain contexts when I am
unsure about actions.

RLT1

I feel strong bonds with others through mobile social apps.

RLT2

I maintain close relationship with others around me through mobile social apps.

RLT3

I make friends who become closer through mobile social apps.

RLT4

Through mobile social apps, I become closer to people who I already know.

HOM1

I think in a similar way with friends in mobile social apps.

HOM2

I am acting in a similar way with friends in mobile social apps.

HOM3

My hobby and habits are similar to friends in mobile social apps.

Sources

[75]

[75,81]

[84,85,111]

[112–114]

[115–117]

[67,118,119]
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Table 1. Cont.
Research Variables

Social identity

Social presence

Service usefulness

Trust toward mobile social apps

Satisfaction with
mobile social apps

Items
IDE1

My position in mobile social apps which I am using is very important.

IDE2

I like to post letters or pictures in mobile social apps which I am using.

IDE3

My activities in mobile social apps are important parts of my life.

PRE1

Mobile social apps provide experience of reality from location based service of mobile social apps.

PRE2

Mobile social apps provides a realistic group meeting in group function.

PRE3

Mobile social apps provides experience of reality in invitation function.

PRE4

Mobile social apps enables realistic conversation from chatting function.

USE1

Mobile social apps is useful in the service of finding friends.

USE2

Mobile social apps is useful in messaging function service.

USE3

Mobile social apps is useful in group function service.

USE4

Mobile social apps is useful in invitation function service.

TRU1

The information from mobile social apps is reliable.

TRU2

Mobile social apps which I am using has a high reputation.

TRU3

Mobile social apps which I am using provides a quality service.

TRU4

Mobile social apps which I am using is trustable.

TRU5

I have overall trust in information and service from mobile social apps.

SAT1

I am overall satisfied with mobile social apps use.

SAT2

I am satisfied with information provided from mobile social apps.

SAT3

I am satisfied with service provided from mobile social apps.

SAT4

Mobile social apps satisfies my expectation.

Sources

[82]

[102,120,121]

[110,122]

[106,107,123,124]

[125–127]
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Table 1. Cont.
Research Variables

Attitude toward use of mobile
social apps

Continuance usage intention to
use mobile social apps

Items
ATT1

I feel OK with mobile social apps which I am using.

ATT2

I am positive to mobile social apps which I am using.

ATT3

I feel favorable to mobile social apps which I am using.

ATT4

I like using mobile social apps which I am using.

ATT5

Mobile social apps is familiar to me.

ATT6

Mobile social apps is helpful to me.

CIN1

I continue to use mobile social apps at the same pace with current use.

CIN2

I will continuously use mobile social apps without interruption.

CIN3

I have an intent to increase usage frequency of mobile social apps in the future.

CIN4

I will continuously use mobile social apps to share information with my acquaintances.

CIN5

I will use mobile social apps more than the other alternative medium.

CIN6

I have an intent to diverse mobile social apps if possible.

CIN7

I think that it is meaningful to continuously use mobile social apps in the future.

Sources

[128,129]

[130–132]
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4.2. Data Collection
In this study, 335 responses were received and 320 were finally included in the final sample after
excluding 15 which were incompletely or unfaithfully answered. We determined the responses to
include by examining the proportion of missing values in them, using the judgment of the researchers
to distinguish random responses from valid ones (overly repetitive values for all items). Descriptive
distributions of sample are given in Table 2. The respondents were mostly male (58.8%), in their
twenties (84.4%), and fulltime college students (70.9%), as they are normally the most active users of
mobile social apps. They use mobile social apps between 30 min and two hours per day (55.9%) and
have used them for more than two years (71.6%).
Table 2. Descriptive characteristics of sample.
Frequency

Percentage (%)

Gender

Female
Male

132
188

41.25
58.75

Age

20s
30s
40s
Older than 40

270
23
22
5

84.38
7.19
6.87
1.56

Education

Middle school graduates
College student
College graduates
Having master degree or doctoral degree

11
227
72
10

3.44
70.93
22.50
3.13

Job

Student
Office employee
Specialized work
Sales/service
Technical/production
House wife
Self employed
Others

233
19
35
9
10
7
3
4

72.81
5.94
10.94
2.81
3.12
2.19
0.94
1.25

Mobile social apps
usage time per day

Less than 30 min
30 min~one hour
One hour~two hours
More than two hours

53
90
89
88

16.56
28.13
27.81
27.50

Current mobile social
apps usage duration

Less than six months
Six months~one year
One year~two years
More than two years

12
20
59
229

3.75
6.25
18.44
71.56

5. Results
5.1. Reliability and Validity of Measures
As a test of convergence and discriminant validity, a principal component factor assessment with
Varimax notation was conducted (Tables 3 and 4), the results of which explain 67.3 and 63.9 percent
of the covariance among the independent and dependent variables. Factor loadings exceed the
minimum factor loading of 0.5 as suggested by Hair et al. [133]. Our results reveal that all items
were loaded on the same variable, as initially devised. The Cronbach alpha values of the research
variables exhibit sufficient reliability because they exceed Nunnally’s [134] reliability guidelines of 0.7.
Thus, the exploratory factor analysis and Cronbach alpha results validate the reliability and validity of
the variables.
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Table 3. Factor analysis of independent variables.
Variables

Items

Factor Loadings

Communality

1

2

3

4

5

6

7

8

9

Promotional motivation

REP1
REP2
REP3
REP4

0.721
0.808
0.816
0.798

0.198
0.149
0.097
0.064

0.127
−0.056
0.098
−0.001

−0.017
0.166
0.21
0.209

−0.172
0.139
0.004
0.059

0.039
0.019
0.083
0.111

0.114
−0.02
0.182
0.148

−0.018
0.082
0.151
0.062

0.137
0.059
−0.019
0.113

0.639
0.737
0.791
0.739

Altruism

ALT1
ALT2
ALT3
ALT4

0.18
0.226
0.038
0.056

0.665
0.665
0.838
0.753

−0.058
0.071
−0.006
0.02

0.132
−0.053
0.021
0.08

0.161
0.19
0.089
0.027

0.112
−0.016
0.013
0.039

−0.178
0.07
0.044
0.119

−0.014
0.071
0.091
0.172

0.086
−0.025
0.049
0.157

0.573
0.548
0.725
0.647

Innovativeness

INN1
INN2
INN3

0.011
0.04
0.069

−0.011
0.01
0.028

0.823
0.906
0.878

−0.004
0.026
−0.014

0.014
0.024
−0.018

0.023
0.005
−0.022

−0.045
0.067
0.053

0.087
0.045
0.006

−0.022
−0.057
0.045

0.688
0.834
0.783

Conformity

CON1
CON2
CON3
CON4

0.26
−0.269
0.304
0.207

−0.001
−0.031
0.131
0.069

−0.026
−0.068
−0.056
0.138

0.686
0.658
0.768
0.642

0.147
−0.135
0.003
0.067

0.067
0.022
0.031
0.133

−0.021
0.237
−0.016
−0.053

0.103
0.211
0.034
−0.066

0.127
−0.053
0.045
0.103

0.593
0.634
0.707
0.52

Maintaining relational
enhancement

RLT1
RLT2
RLT3
RLT4

0.055
−0.045
0.003
0.042

0.029
0.116
0.15
0.218

0.03
−0.069
0.057
0.022

0.121
−0.013
−0.067
0.09

0.667
0.802
0.702
0.755

0.111
−0.003
0.156
0.222

0.215
0.112
0.247
0.048

0.257
0.093
0.164
0.088

0.121
0.223
0.118
0.03

0.604
0.735
0.649
0.687

Social homogeneity

HOM1
HOM2
HOM3

0.109
0.018
0.094

0.111
0.044
−0.021

0.04
−0.052
0.015

0.164
0.1
−0.011

0.226
0.153
0.043

0.78
0.857
0.808

0.136
0.181
0.095

0.075
0.127
0.187

0.017
0.01
0.121

0.737
0.821
0.722

Social identity

IDE1
IDE2
IDE3

0.129
0.115
0.104

0.002
0.051
0.028

0.064
0.014
−0.007

0.067
0.003
0.094

0.097
0.18
0.14

0.078
−0.007
−0.004

0.696
0.774
0.77

0.162
0.134
0.092

−0.106
0.157
0.264

0.563
0.691
0.711
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Table 3. Cont.
Variables

Items

Factor Loadings

Communality

1

2

3

4

5

6

7

8

9

Social presence

PRE1
PRE2
PRE3
PRE4

0.106
0.029
0.075
0.028

0.041
0.11
0.047
0.159

−0.049
0.065
0.052
0.105

0.095
0.088
−0.069
0.106

0.176
0.109
0.168
0.063

0.003
0.177
0.038
0.249

0.01
0.07
0.141
0.062

0.707
0.8
0.809
0.632

0.193
0.162
0.137
0.045

0.592
0.739
0.739
0.52

Service usefulness

USE1
USE2
USE3
USE4

0.073
0.068
0.045
0.115

0.188
0.013
0.017
0.066

−0.003
−0.043
−0.049
0.078

0.047
0.133
0.031
0.025

0.041
0.229
0.122
0.07

0.216
0.066
−0.103
−0.011

−0.023
−0.051
0.059
0.191

0.036
0.057
0.254
0.356

0.647
0.818
0.771
0.611

0.511
0.756
0.694
0.566

Eigen Value

2.958

2.436

2.384

2.174

2.647

2.356

2.122

2.739

2.379

Variance explained (%)

8.964

7.382

7.225

6.588

8.02

7.139

6.429

8.3

7.21

Cronbach’s Alpha

0.856

0.759

0.85

0.685

0.816

0.839

0.74

0.802

0.756

Total cumulative variance explained = 67.26%, KMO = 0.795, Bartlett test of sphericity = 3396.20, p = 0.000.
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Table 4. Factor analysis of dependent variables.
Variables

Items

Factor Loadings

Communality

1

2

3

4

Trust

TRU1
TRU3
TRU4
TRU5

0.726
0.669
0.812
0.822

0.158
0.113
0.161
0.155

0.006
0.234
0.053
0.168

0.153
0.193
0.118
0.102

0.575
0.553
0.703
0.738

Satisfaction

SAT1
SAT2
SAT3

0.1
0.431
0.187

0.824
0.677
0.826

0.225
0.109
0.18

0.17
0.096
0.09

0.768
0.666
0.758

Attitude toward
use of mobile
social apps

ATT1
ATT3
ATT4
ATT6

0.158
0.051
0.044
0.249

0.353
0.146
0.078
0.1

0.625
0.719
0.812
0.631

0.161
0.175
0.109
0.28

0.566
0.571
0.68
0.549

Continuance
usage intention
to use mobile
social apps

CIN1
CIN2
CIN4
CIN5
CIN7

0.056
0.044
0.157
0.243
0.273

0.109
0.07
0.186
−0.017
0.145

0.054
0.102
0.228
0.21
0.305

0.794
0.812
0.739
0.664
0.615

0.648
0.677
0.658
0.544
0.567

Eigen Value

2.796

2.143

2.347

2.934

Variance explained (%)

17.472

13.393

14.67

18.341

Cronbach’s Alpha

0.81

0.794

0.797

0.829

Total cumulative variance explained = 63.88, KMO = 0.870, Bartlett test of sphericity = 1494.196, p = 0.000.

In addition to an exploratory factor analysis, the confirmatory factor analysis conducted here
shows high fitness of the model (Table 5). A second-order construct is used to measure relationship
quality, as the study intends to measure relationship quality with the two inherent variables of trust
and satisfaction. The confirmatory factor analytical procedure implemented in AMOS 22.0 was
utilized to test the measurement model, which was tested with the structural model at the same time.
The average variance extracted (AVE) for each variable exceeds 0.5, indicating convergent validity
of the variables. The internal composite reliability (ICR) shows sufficient reliability, as these values
exceed 0.7. The square root of the AVE for each variable exceeds the correlations among the variables
(Table 6), demonstrating that discriminant validity of the variables is established.
Table 5. Confirmatory factor analysis.

Variables

Items

Factor
Loadings

t-Value

Average
Variance
Extracted

Internal
Composite
Reliability

Promotional
motivation

REP1
REP2
REP3
REP4

0.626
0.774
0.867
0.824

10.041
13.111
14.953
-

0.586

0.848

Altruism

ALT1
ALT2
ALT3
ALT4

0.606
0.604
0.785
0.7

7.855
7.84
9.26
-

0.585

0.83

Innovativeness

INN1
INN2
INN3

0.695
0.927
0.81

11.323
13.151
-

0.684

0.865
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Table 5. Cont.

Variables

Items

Factor
Loadings

t-Value

Average
Variance
Extracted

Internal
Composite
Reliability

Conformity

CON1
CON3
CON4

0.654
0.848
0.568

7.24
7.607
-

0.594

0.76

Maintaining
relational
enhancement

RLT1
RLT2
RLT3
RLT4

0.708
0.727
0.758
0.717

9.739
9.961
10.318
-

0.57

0.841

Social homogeneity

HOM1
HOM2
HOM3

0.792
0.89
0.708

11.195
11.685
-

0.695

0.871

Social identity

IDE2
IDE3

0.724
0.855

9.282
-

0.58

0.733

Social presence

PRE1
PRE2
PRE3
PRE4

0.677
0.837
0.772
0.633

7.602
9.565
9.215
-

0.562

0.811

Service usefulness

USE1
USE2
USE3
USE4

0.525
0.81
0.729
0.71

6.377
9.065
7.798
-

0.531

0.816

Trust

TRU1
TRU3
TRU4
TRU5

0.665
0.631
0.77
0.824

10.339
9.728
12.186
-

0.614

0.863

Satisfaction

SAT1
SAT2
SAT3

0.793
0.686
0.784

11.418
10.2
-

0.716

0.883

Attitude toward use
of mobile social apps

ATT1
ATT3
ATT4
ATT6

0.696
0.606
0.61
0.693

9.115
8.098
8.14
-

0.522

0.845

Continuance usage
intention to use
mobile social apps

CIN1
CIN2
CIN4
CIN5
CIN7

0.602
0.637
0.801
0.671
0.727

8.411
8.905
10.936
9.397
-

0.589

0.865

Trust
User
Satisfaction

0.831

23.37

0.865

16.72

0.727

0.813

Second order
construct
Relationship quality

x2 = 742.764, DF = 647, CMIN/DF = 1.148, GFI = 0.858, AGFI = 0.837, NFI = 0.827, CFI = 0.975, RMSEA = 0.025,
RMR = 0.039.

Sustainability 2020, 12, 8364

19 of 30

Table 6. Correlation analysis among variables.
Variables

(1)

(2)

(3)

(4)

(6)

(7)

(8)

(9)

(10)

Promotional motivation (1)
Altruism (2)
Innovativeness (3)
Conformity (4)
Maintaining relational
enhancement (5)
Social homogeneity (6)
Social identity (7)
Social presence (8)
Service usefulness (9)
Trust (10)
Satisfaction (11)
Attitude toward use of
mobile social apps (12)
Continuance usage
intention to use mobile
social apps (13)

0.766
0.341
0.115
0.558

0.744
0.041
0.268

0.827
0.019

0.721

0.181

0.402

0.038

0.137

0.755

0.246
0.307
0.246
0.278
0.18
0.325

0.201
0.182
0.319
0.251
0.231
0.237

0.015
0.084
0.126
0.001
0.1
0.087

0.244
0.101
0.205
0.264
0.089
0.24

0.445
0.528
0.472
0.434
0.438
0.451

0.834
0.435
0.366
0.19
0.485
0.341

0.762
0.325
0.271
0.577
0.462

0.721
0.49
0.323
0.326

0.729
0.238
0.417

0.783
0.494

0.144

0.218

0.846

−0.069 0.101

0.437

0.291

0.412

0.344

0.279

0.482

0.627

0.722

0.2

0.249

0.035

0.481

0.387

0.49

0.356

0.283

0.482

0.465

0.648

0.246

(5)

(11)

(12)

(13)

0.751

The diagonals represent square root of average variance extracted (AVE).

To investigate the common method variance (CMV), this study tested the measurement model
with all items as indicators of a factor showing the method effect and re-estimated the model
(Malhotra et al., 2006). The results presented poor fitness, showing that CMV was unlikely to be a
serious problem.
5.2. Test of Hypotheses
The model fitness can be considered as good based on the fitness indices: x2 = 807.738, df = 674,
x2 /df = 1.198, RMR = 0.042, GFI = 0.865, AGFI = 0.836, CFI = 0.966, NFI = 0.828, IFI = 0.967, TLI = 0.961,
and RMSEA = 0.029. The fitness indices are within the ranges suggested by the guidelines stipulating
a good model (RMR ≤ 0.05, RMSEA ≤ 0.05, GFI ≥ 0.8, TLI ≥ 0.9) [135].
Figure 2 and Table 7 present the test results of the structural model. Among the paths from
individual motivations to relationship quality, altruism and conformity fail to affect relationship quality.
If users are active in promoting themselves and more favorable to new information technology than
others, they tend to have trust and satisfaction, which affect their continuous use of mobile social apps.
However, helping others or conforming to social norms is not directly related to trust and satisfaction
with the current mobile social app service. Users who like helping others or following others do not
always have trust and satisfaction with mobile social apps. Altruism and conformity, which are factors
that depend upon others, are not sufficient reasons for trust and satisfaction with mobile social apps.
Even when users are good at answering others’ questions and tend to be somewhat sensitive to what
others think about them, they may not have trust or be satisfied with mobile social apps.
Among social capital factors, maintaining relational enhancement, social homogeneity, and social
identity are important determinants of relationship quality, while social presence has an insignificant
effect on relationship quality. Even when users feel realistic bonds with others through mobile
social apps and maintain a social presence with others around them through mobile social apps,
they may not feel complete trust and satisfaction with mobile social apps. In order to improve trust
and satisfaction, mobile social app services should be devised such that they maintain relational
enhancement and enhance social homogeneity and social identity. When users think in a similar way
with friends on mobile social apps and act in a similar way with these friends, they can feel trust and
satisfaction with mobile social apps and continue their usage of these apps. Thus, maintaining relational
enhancement, social homogeneity and identity are more important social capital factors than social
presence. When users’ positions on a mobile social app are very important and users like to post letters
or pictures on these apps, they can feel trust and satisfaction with the apps. The insignificant effect of
social presence on relationship quality indicates that while users do not perceive much experience of a
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Figure 2. Test of structural model. **: p-value < 0.01, ***: p-value < 0.001.
Figure 2. Test
of structural
< 0.01, ***:This
p-value
< 0.001. that when users feel
Among the dependent
variables,
all model.
paths **:
arep-value
significant.
indicates
trust and satisfaction with mobile social apps, they are likely to continue using the mobile social apps.
Relationship quality has a strong impact on continuance usage intention to adopt mobile social apps,
indicating that when users perceive that mobile social apps are trustful or that they bring satisfaction,
they will continue to use mobile social apps.
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Table 7. Results of hypothesis testing.
Hypothesis
H1-1
H1-2
H1-3
H1-4
H2-1
H2-2
H2-3
H2-4
H3
H4
H5

H6

Path
Promotional motivation −→
Relationship quality
Altruism −→ Relationship quality
Innovativeness −→
Relationship quality
Conformity −→ Relationship quality
Maintaining relational enhancement
−→ Relationship quality
Social homogeneity −→
Relationship quality
Social identity −→
Relationship quality
Social presence −→
Relationship quality
Service usefulness −→
Relationship quality
Relationship quality −→ Attitude
toward mobile social apps use
Relationship quality −→ Continuance
usage intention to use mobile
social apps
Attitude toward mobile social apps
use −→ Continuance usage intention
to use mobile social apps

Coefficient

t-Value

p-Value

Test Result

0.375 **

3.073

0.006

Accept

0.059

1.247

0.154

Reject

0.485 ***

3.761

0

Accept

0.047

0.862

0.269

Reject

0.392 **

2.675

0.003

Accept

0.516 ***

3.86

0

Accept

0.379 ***

3.892

0

Accept

0.058

1.48

0.371

Reject

0.336 **

4.852

0.008

Accept

0.427 ***

3.395

0

Accept

0.568 ***

4.482

0

Accept

0.623 ***

5.235

0

Accept

**: p-value < 0.01, ***: p-value < 0.001.

6. Discussions
The significant effect of promotional motivation on relational quality supports its important
connection to participation in an online network [75] and shows that users are likely to have trust and
satisfaction when they prefer to be acknowledged by others or like to gain a reputation from others.
Users obtain trust and satisfaction, intending to use mobile social apps continuously when they like to
be elevated by others and like to become popular with others. Innovativeness has a significant effect
on relationship quality, and this indicates that innovative users have trust and satisfaction with mobile
social apps because they adapt themselves to the changes resulting from technology adoption and
support the notion of Rogers [85], who holds that innovativeness is one of the key factors enabling
users to use additional new technologies.
Further, altruism has an insignificant effect on relationship quality, indicating that when users are
good at answering others’ questions or helping others who need help, they are not always likely to
have trust and satisfaction with mobile social apps. This shows the motivation to help other does not
always lead to having trust and satisfaction. Conformity insignificantly affects relationship quality,
showing that if users tend to be somewhat sensitive to what others think about them or tend to follow
others’ opinions, they may not always have trust or satisfaction with mobile social apps. Confirming
to online community values or norms does not result in trust and satisfaction.
The influence of maintaining a relational enhancement on relationship quality is significant,
a finding consistent with Zhou et al. [90] regarding the impact of relational capital on affective
commitment in a social virtual world. This shows that when users feel strong bonds with others
through mobile social apps or maintain close relationship with others through mobile social apps,
they have more trust and satisfaction with mobile social apps. The effects of social homogeneity and
social identity on relationship quality are strong, consistent with Song and Kim [95] regarding the
effect of the tendency to build a social identity on the behavioral intention to use a specific online
service. This indicates that if users perceive that they belong to a homogeneous group and consider
their position in mobile social apps as an important part of life and like to post messages or pictures on
mobile social apps, they are likely to have trust and satisfaction with mobile social apps.
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The impact of social presence on trust and satisfaction with mobile social apps is insignificant,
showing that while mobile social apps may provide the experience of social presence from location-based
services of mobile social apps and mobile social apps provide a realistic group meeting in a group
function, users are not always likely to have trust and satisfaction with mobile social apps from the
effect of social presence. The impact of service usefulness on relationship quality, however, is significant,
supporting the work of Zhang et al. [103], which posits the importance of service usefulness and
showing that if a SNS provides a useful service, such as a friend-finding service, a messaging function
service, a group function service, and an invitation function service, users are likely to have trust and
satisfaction with the mobile social app.
Relationship quality has a strong impact on attitude and continuance usage intention to use
mobile social apps, a finding which supports [60,64,104] regarding the impact of trust and satisfaction
on usage intention. This indicates that trust and satisfaction are important factors for continuous use.
The significant impact of attitude toward mobile social apps use on continuance usage intention to use
mobile social apps confirms that TAM (technology acceptance model) remains effective with regard to
explaining the use of mobile social apps.
7. Conclusions and Implications
Although theories of collective action and social capital can be useful when attempting to
understand individuals’ behaviors, studies that apply these theories of continuance usage intention
are rare. Based on theories of collective action and social capital, the purpose of the present study is to
investigate individual motivations and social capital, which affect relationship quality encompassing
trust and satisfaction with mobile social apps, which in turn affect attitudes toward use and continuance
usage intentions of mobile social apps.
The results indicate that as individual motivations, promotional motivation and innovativeness
affect relationship quality. As social capital, maintaining relational enhancement, social homogeneity,
and social identity along with service usefulness have a strong impact on relationship quality, which in
turn influences attitude toward use and continuance usage intention. Our study indicates the
importance of enhancing individual motivations and social capital for the continuance usage of mobile
social apps. Based on a number of studies on the continuous usage of SNS, our study provides the
factors comprised for affecting the sustainable use of mobile social apps which are creating much more
business ramification than desktop applications as the dependence of business processes on smart
devices becomes greater. Thus, sustainability issues can be considered in devising factors affecting the
continuous usage (similar to sustainable use) of social apps.
7.1. Implications for Researchers
Our study offers several implications to researchers. First, the study provides an insightful
extension of the literature on individual motivations as they pertain to mobile social apps, as studies
of individual motivations are lacking in relation to mobile social apps. It is necessary to study
another facet of motivation based on social exchange theory or social influence by considering specific
variables related to individuation motivations to participating in a social community. The results
here demonstrate the importance of promotional motivation and innovativeness in that users who
like to promote themselves and innovative users have trust and satisfaction with mobile social apps
use, indicating that these users have stronger motivations to be socially popular and have higher
technological or service expectations toward mobile social apps, leading them also to have trust and
satisfaction with the use of mobile social apps. The difference in our approach is that a second-order
construct is utilized here to measure relationship quality. Previous studies scarcely investigated effects
on relationship quality with a second-order construct encompassing trust and satisfaction.
Secondly, this study provides insight into the potential value of social capital to promote
continuance usage intention. Social capital can also be reduced through under-use, and social media
users are always seeking the next new factor [14] and can influence social media success [15]. Moreover,
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users with weak social capital are likely less utilize social media, as they have not realized the intended
goal of social media to increase social capital [16,17,19]. As the pace and power of social media are
having a significant impact worldwide on expanding networks [21], it is crucial to investigate the
effects of social capital as built by social media on the continuous usage of social media in order to
validate empirically the role of social capital by social media to attract participants. This study intends
to bridge this gap in the literature by suggesting four social-capital-related variables: maintaining
relational enhancement, social homogeneity, social identity, and social presence based on the theory of
collective action and on social capital theory. This is in line with previous studies which posit that
social capital produces an opportunity for actors to obtain information resources on a SNS and to
share information and positive emotions, benefiting individuals and their organizations [2]. Our study
also provides insights in relation to previous studies of online communities, electronic networks for
practice, and social virtual world services [22,74,75,90] by showing that theories of social capital can be
utilized to investigate how social capital affects continuous usage intentions. Based on the literatures
of social capital, in the context of mobile social apps, where user behavior may have effects on or
be affected by other actors beyond knowledge contribution, this study applies theories of collective
action and social capital by suggesting four variables related to social capital in an effort to understand
the effects of social influence as experienced by individuals as members of social networks on their
continuance usage intentions.
Thirdly, this study adopts relationship quality, encompassing trust in and satisfaction with mobile
social apps, as a mediating variable of the impact of individual motivations and social capital on
continuance usage intention. While there have been several studies of factors affecting trust and
satisfaction [24,25], studies on individual motivations and social capital on the relationship quality
of mobile social apps are rare. This study examines how users’ motivations and social behavior
can have effects on trust or satisfaction when they interact with other actors. Thus, the study of
individual motivations and social capital related to relationship quality provides implications for
current researchers of mobile social apps.
The study has several limitations as well as areas of future research on mobile social apps.
First, the sample lacks diversity in that it mostly consists of those aged 20–29 and who are college
students. This may be an issue when attempting to generalize the results to the general public,
who have diverse occupations and ages. Second, different effects of user motivations and social
capital can be suggested according to different user groups in terms of gender, age, and occupation.
Differences in trust, satisfaction, and attitudes toward mobile social apps according to different user
groups can also inform future research issues. This will help to suggest promising marketing strategies
to promote the continued use of mobile social apps to various user groups. Third, as the use of mobile
social apps is rapidly increasing and more strongly relying on mobile platforms, research that suggests
different factors affecting the transition to mobile social apps is necessary. Fourth, altruism by mobile
social app users does not lead to user trust or satisfaction, indicating that users with altruism are
mostly motivated to help others or interact with them out of goodwill, not necessarily resulting in
their trust and satisfaction. Similarly, conformity fails to affect relationship quality, showing that
factors such as altruism and conformity are intrinsic personal factors not affecting trust or satisfaction.
Thus, as previous studies lack investigations of altruism or conformity, these can be promising variables
when studying their effects on trust and satisfaction in the future. Fifth, the research model can be
expanded by adding new variables related to sustainability, such as social participation, community
engagement, and social engagement with sustainability in future studies.
7.2. Implications for Practitioners
As mobile social apps are faced with a significant decrease in active usage, the results of the
study provide implications for practitioners in that individual motivations and social capital can
be practically reflected in the design of mobile social apps. The significant effects of maintaining
relational enhancement, social homogeneity, and social identity and the insignificant impact of social
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presence on relationship quality show that the design of mobile social apps should be directed toward
enhancing more relationships based on homogeneous social group and social identity in these groups
rather than focusing on service presence based on the realistic experience of two-way communication.
Service usefulness significantly influences relationship quality, showing that mobile social app users
generally recognize trust and are satisfied, and have positive attitudes toward mobile social apps
when mobile social apps focus more on tools, widgets, and applications in order to improve service
usefulness, mobile social apps are more likely to show increased continuance usage intention.
As promotional motivation and social identity are strongly related to trust and satisfaction with
mobile social apps, mobile social app service providers should place more importance on protecting
users’ reputations, statuses, and popularity on their sites by employing security measures to reduce as
much as possible postings with bad intentions to harm the reputations of other users with no reasonable
basis. If ungrounded assaults on others’ fame, reputations, or privacy are discovered in cyberspace,
these postings should be deleted as soon as possible. The social identity of users, which represents
their social status and trends of activity on the site, are crucial in the building of trust and satisfaction
and facilitating the use of mobile social apps. By highlighting the number of followers, consenters,
and impressed users, for example, mobile social apps managers should focus on emphasizing the
social identity of users by encouraging them to express ideas and opinions which are diverse and
represent the unique characteristics of users.
As increasing numbers of services of mobile social apps are becoming similar across different sites,
it is now necessary to develop differentiated services to promote reputation and attract innovative users.
For example, regarding the promotional motivation of users, services should highlight the number of
followers or provide reposting for each post, which can serve as a reward to enhance promotional
motivation. Mobile social app services should be more customized to support interactions among users
using incentives such as coupons if they show promotional motivation. Regarding the innovativeness
of users, services satisfying certain traits of users, such as a service based on the state-of-the-art design
of the site, can be considered to encourage experience with current sophisticated social technologies
and businesses.
The maintaining relational enhancement is related to relationship quality. Therefore, if mobile
social apps enhance their security functions to protect the closeness of relationships, this will affect
trust and satisfaction with mobile social apps and have an influence on continuance usage intentions.
Thus, it is necessary to improve the security image of mobile social apps, ensuring the effect of
relationships among users on trust and satisfaction with mobile social apps. The homogeneity and
social identity of a social group may be helpful when attempting to understand trust and satisfaction
with mobile social apps and are relevant factors for determining the intention to use mobile social apps.
This shows that as the level of homogeneity and social identity recognized by the same group are
increasing, mobile social app service providers can expect high trust and satisfaction levels from these
users. Service providers should maintain high levels of security functions ensuring homogeneity and
social identity of such groups to manage the trust and satisfaction of users. For social homogeneity
and social identity, more customized small communities should be devised and encouraged in order to
ensure continuance usage intentions.
If users feel trust and are satisfied with the current site, the current trust and satisfaction level
can help to predict the possible future usage extent. Users can move to another site anytime as a
communication channel which they discover that it fits their personal and social needs and find more
attractive services at those sites. Mobile social app service providers should not be highly optimistic
about trust and user satisfaction and should evaluate how much their users have trust and satisfaction
with their mobile social apps, as well as actual intentions to engage in further use.
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