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Mobile SNS Addiction and User Continuance: An Empirical Investigation of WeChat
Li FANG, Qihua LIU
Abstract: Mobile social networking sites (SNS) have become one of the most popular means of online social interactions. However, that excessive and uncontrolled SNS
use may have negative consequences. Recent statistics show that use of mobile SNS can be addictive for some individuals, which can lead to some significant behavioural
or psychological problems. This study has extended the dual-process continuance model by examining the impact of users’ levels of addiction as important factors that
influence their continuance intention to use WeChat, as one of the most popular mobile SNS in China. Structural equation modelling was used to validate the proposed
models and assumptions. Based on survey data from 495 valid responses of WeChat users, we found that the level of mobile SNS addiction augments users’ perceptions
of perceived usefulness, perceived enjoyment, trusting beliefs and habit, whereas it has no impact on users’ satisfaction and loyalty. It can serve as a platform for future
research on technology addiction, and for better understanding of addiction-driven system overuse behaviours and their effects on users. The results suggest that the
increase in usage time and frequency of use does not necessarily mean higher satisfaction and loyalty to the mobile SNS, perhaps certain addictive symptoms occurring.
Keywords: belief systems; continuance usage intention; mobile social network sites; SNS addiction; SNS continuance; technology addiction

1

INTRODUCTION

Mobile devices such as tablets, smart phones, and
portable computers are becoming increasingly penetrated
among people [1]. Under the guarantee of being available
anywhere and anytime, users are frequently utilizing
mobile devices to connect and interact with their families,
friends, colleagues and communities in virtue of social
network sites today [2]. Referring to the most popular and
excessively utilized mobile SNS, Facebook and WeChat
stand out. As of the first quarter of 2018, the number of
monthly active Facebook users has reached 1.45 billion.
WeChat is the largest mobile SNSs in China. By September
2018, the number of monthly active WeChat users has
reached 1 billion.
To uncover the mechanism behind why mobile SNSs
are adopted quickly by heterogeneous groups in terms of
age, gender, culture, language, etc., and figure out which
factors are effective in this process is imperative [3].
Multitudes of research have examined the stimulating
factors for adopting intention on the purpose of better
understanding the initial adoption decision of SNS. While
initially studies have often extended the theoretical core of
the technology acceptance model (TAM) to explain
adoption process [4-6], it is noticeable that more and more
theories and models such as theory of planned behavior
(TPB) [7], the uses and gratifications (U&G) theory [8] and
the social influence processes framework [9] are used and
tested.
Along with the rapidly increasing number of mobile
SNS users, information systems (IS) researchers’ attention
on mobile SNS usage behaviors has shifted from initial use
to continued, post-adoption usage decisions. Drawing from
theories of user satisfaction and information adoption,
some research has applied the expectation–confirmation
model (ECM) and expanded it within the mobile SNS
context [10, 11]. Besides, sense of community (SOC), selfregulation framework and the dual-process theories also
have been applied in mobile SNS continuance [12-15].
Most of the above literature has assumed that the use
of mobile SNS is a positive phenomenon that should be
promoted through a more subtle understanding of the key
factors of system-referenced perceptions [16]. However,
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several studies have suggested that excessive and
uncontrolled mobile SNS use may have negative
consequences [17, 18]. Owing to technology
characteristics, such as complexity, uncertainty, and SNSspecific characteristics as to social overload, more and
more users have recently experienced stress and feelings of
strain caused by excessive use of mobile SNS [17].
Excessive engagement in mobile SNS has been regarded as
having potential for addictive use [18]. Mobile SNS use
can be addictive in that it can make up for social voids in
people’s lives and bring in unremitting thrills, which may
appeal vulnerable brains. Furthermore, an increasing
number of users being addicted to mobile SNS has already
become a fact [19, 20].
Extant research indicates that individuals manage to
rationalize unjustified abnormal behaviors as a result of
addictions distorting user’s perceptions. Turel et al. (2011)
proposed and empirically validated that technology
addiction indeed distorted user perceptions of usefulness,
ease of use, and enjoyment of the system to which users are
addicted, which is one of the seminal and influential MIS
works on technology addiction [16]. Recent studies of SNS
adoption also have discussed the addictive influences of
such technologies on users usage behaviors [17][21],
however, most of them focused on the impact of addiction
on user initial adoption decision of mobile SNS. There are
few studies on the impacts of addiction on user continued
usage behaviours of mobile SNS.
This study has extended the dual-process continuance
model by examining the impact of users’ levels of
addiction as important factors that influence their
continuance intention to use WeChat, as one of the most
popular mobile SNS in China. Structural equation
modelling was used to validate the proposed models and
assumptions. Based on survey data from 495 valid
responses of WeChat users, we found that that the level of
mobile SNS addiction augments users’ perceptions of
perceived usefulness, perceived enjoyment, trusting beliefs
and habit, whereas it has no impact on users’ satisfaction
and loyalty. It can serve as a platform for future technology
addiction research, and for better understanding of
addiction-driven system overuse behaviours and their
effects on users. The results suggest that the increase in
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usage time and frequency of use does not necessarily mean
higher satisfaction and loyalty to the mobile SNS, perhaps
certain addictive symptoms occurring.
2

THEORETICAL BACKGROUND AND RESEARCH
MODEL
2.1 Mobile SNS Addiction
Technology addiction encapsulates a psychological
dependency on the use of an information technology,
which is a special type of behavioural addiction [22]. Based
on Turel et al. (2011)’s definition, "technology addiction is
often manifested through a number of symptoms, such as
salience, withdrawal, conflict, relapse and reinstatement,
tolerance, and mood modification" [16]. One’s level of
technology addiction is consistent with the magnitude of
associated symptoms of technology addiction the user has
been obsessed with and the degree of psychological
dependency on the technology. The concept of technology
addiction has transcended pure technology overuse or high
level of interaction with technology. It is also distinct from
the notion of habit, because habit often describes automatic
action owing to learning [23], which has nothing to do with
psychological dependency. In other words, overuse of
technology, automatic use of technology or overuse of
technology is not necessarily technically addiction.
Mobile SNS addiction is an instance of technology
addiction. In line with the definition of technology
addiction, mobile SNS addiction can be describe as a
psychological state of maladaptive dependency on the
mobile SNS use to such a degree that the following
distinctive behavioral addiction symptoms appear: salience,
conflict, relapse and reinstatement, withdrawal symptoms,
tolerance, and mood modification.
Addictive mobile SNS-use has been observed in many
studies. According to Xu and Tan (2012), a host of
individuals expend a lot of time on SNS every day, which
can cause some social and psychological problems such as
SNS addiction [24]. Likewise, the online-survey, Rosen et
al. (2013) campaigned on 1143 subjects, demonstrated that
the number of one’s Facebook friends was bound up with
symptoms regarding narcissism and histrionic personality
disorders [19]. Salehan and Negahban (2013) harbored the
idea that engagement in mobile SNS is a significant
predictor of mobile addiction [25]. Also, the degree of
social anxiety has been discussed as a mediator of the
effects of SNS-use [20]. Jeong et al. (2016) found that SNS
use predicted smartphone addiction better than game use,
although both of them were positive predictors of
smartphone addiction [18].
2.2 Mobile SNS Continued Usage
The number of mobile SNS users has been growing at
an astonishing rate in recent years and SNS is increasingly
utilized for individuals to socially interact with one another,
as part of routine activities. Because of inordinate mobile
SNS pouring into users’ attention and limited time they
own, a multitude of mobile SNS, incorporating the
renowned MySpace, have been abandoned by a great
amount of users [14]. Due to the emergence of a large
number of competitors and the worryingly high
abandonment rate, it will be very important for each mobile
Tehnički vjesnik 26, 4(2019), 1104-1111

SNS to better understand the key factors that affect users’
continued usage [14].
A lot of prior research has examined the determinants
of mobile SNS continuance. In general, the extant SNS
continuance models can be mainly classified as analytic
based (AB) models, the emotion based (EB) models, and
the habit/automaticity perspective (HAP) [14]. The AB
model explains the continuance intention of mobile SNS
users mainly through the use of the theory of reasoned
action (TRA) and TAM. Perceived usefulness, perceived
enjoyment and trusting beliefs are the three post adoption
beliefs in AB models. EB models recognize that the
emotion is very important in decision making. The existing
literature on mobile SNS continuance and user retention
mostly uses satisfaction and loyalty as a key factor in
predicting continuance intentions [11, 13, 14]. The HAP
focuses on the important role of habits in the continued use
of mobile SNS users.
Human cognition is often determined by multiple
processes and their interactions, not simply controlled by a
single process [14]. In fact, there are direct or indirect
connections between the intrinsic beliefs of AB models,
EB models and HAP models in the context of mobile SNS.
According to the dual-process theories, Gwebu et al. (2014)
absorbed the key components of the competitive
continuous model to theoretically integrate the above three
models, and tested the potential value of the integrated
model [14]. This research uses the integrated model to
examine the users’ continuance intention of WeChat, a
popular mobile SNS in China. Thus we propose that:
H1. Perceived usefulness has a positive effect on
continuance intention toward WeChat.
H2. Trusting beliefs have a positive effect on
continuance intention toward WeChat.
H3. Perceived enjoyment has a positive effect on
continuance intention toward WeChat.
H4. Satisfaction has a positive effect on continuance
intention toward WeChat.
H5. Loyalty has a positive effect on continuance
intention toward WeChat.
H6. Satisfaction has a positive effect on loyalty toward
WeChat.
H7. Perceived usefulness has a positive effect on
satisfaction toward WeChat.
H8. Trusting beliefs have a positive effect on
satisfaction toward WeChat.
H9. Perceived enjoyment has a positive effect on
satisfaction toward WeChat.
H10. Perceived usefulness has a positive effect on
loyalty toward WeChat.
H11. Trusting beliefs have a positive effect on loyalty
toward WeChat.
H12. Perceived enjoyment has a positive effect on
loyalty toward WeChat.
H13. Habit has a positive effect on continuance
intention toward WeChat.
H14. Habit positively mediates the relationship
between perceived usefulness and continuance intention.
H15. Habit positively mediates the relationship
between trusting beliefs and continuance intention.
H16. Habit positively mediates the relationship
between perceived enjoyment and continuance intention.
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2.3 Integrating Mobile SNS Addiction with Continuance
Becker and Murphy (1988) suggested that every user,
regardless of the addiction level of his/her, would
invariably follow a reasoned action process with
expectation to maximize utility; that is, he/she takes into
account an extended set of technology perceptions when
forming continuance intention toward mobile SNS [26].
Turel et al. (2011) has pointed out that when users
experience symptoms of technical addiction, their brains
are rewired so that they are highly allergic to rewards and
other stimuli (from WeChat in our case), which modify
their perception system [16]. Moreover, addiction gives
rise to more frequent system use, more specifically, the
higher user is addicted, the higher intrinsic and extrinsic
utilities are to be achieved, and then his/her perceptions and
continuance intention is awoken by a behavior evaluation
feedback mechanism [27]. Meanwhile, Maier et al. (2014)
indicated that, besides perceptual beliefs, addiction was
also able to influence intentions concerning whether a
technology should be used continuously or not [17].
Further, users who are addicted develop dilated
continuance intentions of the technology [14]. In fact,
previous research has confirmed that addicted users
exaggerate their evaluation of computer games compared
to non-addicted people [28]. Therefore, in terms of WeChat,
there may exist a similar intensification of positive
continuance. We therefore propose the assumption that
users with higher level of addiction accordingly develop
more positive intention on continuous usage of WeChat.
Perceived usefulness, trusting beliefs, perceived
enjoyment, satisfaction, loyalty and habit are the six key
components of the dual-process continuance model
proposed by Gwebu et al. (2014). Our research expands the
model by integrating it with SNS addiction. Hence, we
propose the following:
H17: The level of SNS addiction has a positive impact
on perceived usefulness toward WeChat.
H18: The level of SNS addiction has a positive impact
on perceived enjoyment toward WeChat.
H19: The level of SNS addiction has a positive impact
on trusting beliefs toward WeChat.
H20: The level of SNS addiction has a positive impact
on satisfaction toward WeChat.
H21: The level of SNS addiction has a positive impact
on loyalty toward WeChat.
H22: The level of SNS addiction has a positive impact
on the habit toward WeChat.
Fig. 1 presents the research model.
3 METHODOLOGY
3.1 Data Collection and Sample
Data from this study were collected from a Web-based
survey of WeChat users. WeChat is a free application
aiming at providing social networking services for
intelligent terminal users created by Tencent in 2011. It
mainly supports the addition of friends, and can send texts,
pictures, videos and voice messages between friends
through the mobile Internet. Meanwhile, mobile users also
can use some location-based social plugins such as "shake
it off", "current bottle", "circle of friends", "public
platform", etc. As of the end of 2018, WeChat has more
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than 1 billion active users per month, with 45 billion
messages sent every day and 410 million audio and video
calls.
Post adoption beliefs
Perceived
usefulness
Mobile SNS
Addiction

Satisfaction

Continued
usage intention

Trusting
beliefs
Perceived
enjoyment

Loyalty

Habit

Figure 1 The proposed research model

To facilitate reference to the questionnaire used in
previous studies, this study used English to design the
questionnaire. Later, the questionnaire was translated into
Chinese to facilitate the Chinese respondents to fill out. In
order to ensure the correctness and reliability of the
Chinese translation results, the Chinese translation of all
the items in the questionnaire was independently
completed by the two authors of this study. Next, we invite
a Chinese-speaking information system researcher to
summarize and optimize the two results. For disputed
places, the above three people will form a consensus
through discussion. Before forming a formal questionnaire,
we invited 50 college students with experience in WeChat
from Jiangxi University of Finance and Economics to do a
pre-test, which was used to improve ambiguous or poorly
worded items. According to the results of the pre-test, some
unclear or puzzling descriptions were modified. The
official questionnaire was published through a professional
survey service website called Sojump.com, which lasted
four months from December 2016 to March 2017. The
questionnaire was spread through e-mail, QQ, Wechat and
other communication tools to allow more users to
participate in our survey. In total, 579 responses were
received. We scrutinized and eliminated those
questionnaires, which either had too many missing values
or the same answers to all questions. Finally, 495 valid
responses were obtained.
As shown in Tab. 1, 44.4% respondents were male and
55.6% were female, with 83.2% respondents between 17
and 28 years old. The majority of respondents were under
35 years old (95.6%). 88.7% respondents held a bachelor’s
degree. 97.4% respondents use WeChat for not less than
half year. The results of this survey were nearly consistent
with the reported by Tencent (2015). According to Tencent
(2015), WeChat user sex ratio was 1.8:1, that is, male users
accounted for more than 60%. This group is young, with
nearly half of users under 28 years old and about 90%
under 35 years old. Above-mentioned descriptions
provided supports for the point that our sample was not
influenced by a non-response bias.
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Table 1 Descriptive statistics of respondents’ characteristics

Measure

Category

Male
Female
16 and under
17-28
29-35
Age
36-44
45-60
Over 60
Doctorate
Master's degree
Education
level
Bachelor’s degree
Others
Half year
Half year-one year
One year-two years
Time of use
Two years-three
years
Over three years
Frequent use ever
day
Several times ever
day
Once a day
Frequency of
Several times a
use
week
Once a week
Not more than one
time a week
Not more than one
time a month
Gender

220
275
2
412
59
15
7
0
9
77
353
56
13
67
160

Percentage
(%)
44.4
55.6
0.4
83.2
11.9
3.0
1.4
0
1.8
15.6
71.3
11.3
2.6
13.5
32.3

131

26.5

124

25.1

293

59.2

114

23.0

29

5.9

41

8.3

2

0.4

10

2.0

6

1.2

Frequency

3.2 Measurement Development
Our questionnaire was composed of three parts. Five
questions concerning demographic information shown in
preceding Table 1 composed the first part. 29 items about
the mobile SNS continuance usage behaviors made up the
second part. They were designed to measure the constructs
of perceived usefulness (5 items), trusting beliefs (5 items),
perceived enjoyment (3 items), satisfaction (4 items),
loyalty (3 items), habit (5 items) and continuance intention
(4 items). Each construct items in part two and part three
were measured on the 5-point Likert scales ranging from
"strongly disagree" to "strongly agree".
The questionnaire exploited three different approaches
to operationalize the mobile SNS addiction. Byun et al.
(2009) pointed out that existing technology addiction and
obsessive-compulsive disorder scales varied in the sets of
addiction symptoms they captured, and consequently the
space of potential measures of technology addiction was
convoluted [29]. So, three different scales were selected
based on their fit to the WeChat context. The first, second,
and third approaches, in which addiction was
operationalized by means of the Faber and O’Guinn scale
(FOGS), the Charlton scale (CTAS), and the obsessivecompulsive usage scale (CUW), respectively. This
treatment was similar to the study of Turel et al. (2011) [16].
Of course, we also assessed the interchangeability of
measures of addiction. The correlations between addiction
constructs were rFOGS-CTAS = 0.78, rFOGS-CUW = 0.75, and
rCTAS-CUW = 0.97, all significant at p < 0.001. These results
evinced that the scales were somewhat interchangeable but
Tehnički vjesnik 26, 4(2019), 1104-1111

not fully exchangeable, because ranges of symptoms of
technology addiction they taped into were separate from
each other. Therefore, three different scales for measuring
mobile SNS addiction were used in this paper. The third
part of the questionnaire consisted of 27 items. Among
them, FOGS had 8 items; CTAS had 9 items; and CUW
had 10 items.
All the construct items used in our study were selected
from previously validated measurements and had been
slightly modified to fit the specific context under mobile
SNS. Adapted from Turel et al. (2011) [16], we used three
different constructs to measure the mobile SNS addiction
such as the compulsive usage scale [30], the behavioral
technology addiction scale [31] and the obsessivecompulsive usage scale [32]. The scales for perceived
usefulness were derived from Lin and Lu (2011) [33] while
questions for perceived enjoyment came from work of Lin
et al. (2014) [13]. The questions used in the trusting beliefs
were derived from Gwebu et al. (2014) [16]. The measure
for loyalty and satisfaction was developed from Kim (2009)
[10] and Lin et al. (2014) [13] respectively. The questions
used in the habit came from Chiu et al. (2012) [34]. The
questions for continuance intention were derived from
Mouakket (2015) [11].
4 RESULTS
4.1 Testing the Validity and Reliability of Constructs
We used the Amos 22.0 and SPSS 19.0 to test
reliability and validity of the measurement model. As
shown in Tab. 2, the Cronbach’s alpha (α) values of all
constructs were over the 0.70 level. Therefore, the
reliability of the measurement model is acceptable.
Construct
PE
PU
TB
SA
LO
HA
FOGS
CTAS
CUW
CI

Table 2 Construct and Cronbach’s alpha value
Cronbach’s alpha
Reference
Number of items
(α)
value
3
0.926
5
0.890
5
0.911
4
0.922
3
0.855
Cronbach
α ≥ 0.70
5
0.956
8
0.915
9
0.953
10
0.948
3
0.774

This paper used the method of confirmatory factor
analysis to evaluate the convergent validity. The results
show that the factor loadings of all remaining items in the
three models were greater than 0.60. The average variance
extracted (AVE) values of all items except continuance
intention exceed the 0.50 threshold. Moreover, since the
AVE values of continuance intention in the second and
third model (0.464 and 0.46) were close enough to 0.50, we
perceived that there was an acceptable convergence among
the items of continuance intention. Besides, the square root
of the average variance extracted was greater than that of
other constructs. The internal consistency of the
measurement model was measured by Composite
reliability, and all the composite reliabilities in the three
models meet the minimum required level of 0.70 (Fornell
& Larcker, 1981). Thus, all the measures were reliable and
valid.
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4.2 Testing the Hypotheses
We exploited Structural Equation Modelling (SEM) to
examine the research model and explore the relationships
between the hypotheses in this study. The fit of the model
was satisfactory. All the fit indices (X2/df, GFI, AGFI,
RMSEA, CFI, TLI and IFI) were within the recommended
values. The standardized path coefficients and path
significances were displayed in Tab. 3.
Our research used the integrated model of Gwebu et al.
(2014) to examine users’ continuance intention toward
mobile SNS. So, we compared our results with those of
Gwebu et al. (2014) [14], shown in Tab. 3. Overall, except
H16, other results (from H1 to H15) were similar to the
study of Gwebu et al. (2014).
The results in Tab. 3 evince that except H2, H11, H15,
H20, and H21, the other hypotheses are supported. Overall,
the three models suggest that consistent with the proposed
theory, addiction inflates one’s perceptions of usefulness,

enjoyment, trusting beliefs and habit. But, mobile SNS
addiction is found to have no effect on satisfaction and
loyalty, refuting H20 and H21.
5

DISCUSSIONS, CONCLUSION AND LIMITATIONS

Mobile SNS is becoming increasingly popular among
individual especially younger generations. However, that
excessive and uncontrolled SNS use may have negative
consequences is supported by several studies. Peculiarly,
engagement in mobile SNS stands a chance of turning into
addictive use. This research incorporates technology
addiction into continued, post-adoption technology usage
decisions in the context of Mobile SNS. Our purpose is to
investigate whether users’ levels of addiction impacts their
continuance intention to use WeChat, as one of the most
popular mobile SNS in China.

Table 3 The structural model: path coefficients and their levels of significance
Path Coefficient and Their Levels of Significance
Hypothesis confirmed?
Hypothesis/Addiction Scale
FOGS
CTAS
CUW
FOGS
CTAS
CUW
H1
PU → CI
0.222***
0.218***
0.220***
Y (Yes)
Y
Y
H2
TB → CI
0.001
0.006
0.008
N (No)
N
N
H3
PE → CI
0.093**
0.096**
0.097**
Y
Y
Y
H4
SA → CI
0.139*
0.136*
0.139*
Y
Y
Y
H5
LO → CI
0.145**
0.149**
0.145**
Y
Y
Y
H6
SA → LO
0.408***
0.398***
0.399***
Y
Y
Y
H7
PU → SA
0.354***
0.374***
0.378***
Y
Y
Y
H8
TB → SA
0.356***
0.365***
0.366***
Y
Y
Y
H9
PE → SA
0.230***
0.243***
0.244***
Y
Y
Y
H10
PU → LO
0.410***
0.445***
0.437***
Y
Y
Y
H11
TB → LO
-0.082
-0.055
-0.060
N
N
N
H12
PE → LO
0.148***
0.169***
0.168***
Y
Y
Y
H13
HA → CI
0.083**
0.085**
0.086**
Y
Y
Y
PU→ CI
0.237***
0.228***
0.229***
H14
Y
Y
Y
HA → CI
0.094***
0.100***
0.101***
TB → CI
-0.003
0.000
0.001
H15
N
N
N
HA → CI
0.083**
0.085**
0.086**
PE → CI
0.092**
0.093***
0.094***
H16
Y
Y
Y
HA → CI
0.082**
0.093**
0.084**
H17
MSAD → PU
0.459***
0.180***
0.150***
Y
Y
Y
H18
MSAD → PE
0.495***
0.176***
0.154***
Y
Y
Y
H19
MSAD → TB
0.357***
0.165***
0.108**
Y
Y
Y
H20
MSAD → SA
0.021
-0.014
-0.034
N
N
N
H21
MSAD → LO
0.054
-0.047
-0.015
N
N
N
H22
MSAD → HA
0.362***
0.099**
0.146***
Y
Y
Y
PU
0.351
0.068
0.035
TB
0.210
0.057
0.018
PE
0.289
0.046
0.026
R2
SA
0.627
0.548
0.536
LO
0.636
0.575
0.570
HA
0.581
0.469
0.469
CI
0.684
0.630
0.624
Notes: *** = p < 0.001; ** = p < 0.01; * = p < 0.05

5.1 Discussion of Findings
The findings suggested that the level of SNS addiction
had a positive impact on perceived enjoyment and
perceived usefulness of mobile SNS. Our results were in
accordance with the prior IS researchers. Huh and Bowman
(2008) suggested that addicted users perceived computer
games more positively than non-addicted individuals [28].
Turel et al. (2011) also pointed out that individuals with
high addiction levels might actually use the system
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(2014)
0.178***
0.003
0.271***
0.145*
0.147*
0.223***
0.186***
0.386***
0.389***
0.153**
0.083
0.455***
0.054
−0.146*
−0.059
−0.014

dissimilarly, in a way that was more useful and more
enjoyable to them [16].
The results also showed that the level of SNS addiction
had positive impacts on users’ trusting beliefs toward
mobile SNS. As a result, users may unreasonably minimize
negatives and maximize the positive aspects of mobile SNS.
His or her perceptions would be driven by emotions, such
as thrill, rather than by a logical assessment. The results
were consistent with the study of Turel et al. (2011), which
pointed out that a successful online gambler might pay
close attention to the significance of a winning episode,
Technical Gazette 26, 4(2019), 1104-1111
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regardless of the amount of time spent online and past
losses [16].
Our findings also suggested that the level of SNS
addiction had a positive impact on the habit toward mobile
SNS. Kim (2009) [10] and Turel et al. (2011) [16] indicated
that user addiction had potential for more frequent system
use. So, our results were in accordance with the technology
addiction literature.
The results found that the level of SNS addiction had
no impact on users’ perceptions of satisfaction. The results
were different from the study of Huh and Bowman (2008)
[28]. Huh and Bowman (2008) pointed out that individuals
who were addicted more heavily, would possess higher
prior evaluations of the system [28]. These augmented
evaluations served as an input to current system
evaluations and would impose a higher starting point for
satisfaction. However, if a user had developed dependence
(i.e. an addiction) on mobile SNS, he/she became more
compulsive than volitional when using the SNS [35]. Thus,
addictive users will be less discerning when assessing the
information quality, technical quality, social support,
entertainment value, and membership policies of mobile
SNS. This finding can partly explain why some users
continue to use mobile SNS if they are not satisfied.
The results also found that the level of SNS addiction
had no impact on users’ perceptions of loyalty. Different
from our results, however, Lu and Wang (2008) suggested
that online game addiction and loyalty show a positive
correlation [36]. They pointed out that once an addiction is
formed, online gamers are more likely to stick to a
particular game for a long time. That is, the loyalty was
more likely to have formed [35]. However, information
technology is constantly innovating, and the incidence of
users switching from an information technology to its
competitors is rapidly increasing [37-39]. Users will be
able to switch between different IT products freely, e.g.,
operating systems, web browsers, office productivity
software, and social networking services software. As an
example, since the emergence of Sina Microblog in China
in 2009, it had experienced a significant increase in the
number of users and use frequency in a very short period,
some of whom even became addicted [40]. However, after
the emergence of WeChat, the number of Sina Microblog
users began to decline in 2013 [41]. Many users had
migrated from Sina Microblog to WeChat. Until 2015,
Sina Microblog began to recover gradually [42]. So,
frequent use or even addicted use did not necessarily
enhance user loyalty to the mobile SNS.
5.2 Theoretical Implications
This research offers the following significant
theoretical contributions. First, this research enriches
existing IS literature by addressing a previously
underexplored issue. On one side, most of IS literature
which has focused on the positive and desirable use and
interaction with SNS, however, research on the SNS
addiction is far from enough. There have existed only a
limited number of empirical studies concerning SNS
addiction. But, these studies have focused on the formation
of SNS addiction, ignoring its impacts on user behaviours.
In fact, Turel et al. (2011) has posited that users’ levels of
technology addiction impact their reasoned IT usage
Tehnički vjesnik 26, 4(2019), 1104-1111

decisions by changing users’ belief systems [16]. On the
other side, previous IS studies on technology addiction
have focused on technology adoption; to date, the impact
of technology addiction on users’ continued use has
received little attention. In fact, the use of mobile SNS has
become ubiquitous. In addition, some researchers have
warned of the possible harm caused by excessive use of
mobile SNS. This fact leads to a lack of understanding of
the impact of mobile SNS addiction on user beliefs and
behaviours after adoption of mobile SNS, which is
essential for understanding the continued use of mobile
SNS.
Second, this research also lends support to several
existing MIS and psychology theories and informs further
research in these fields. Our results show that perceived
usefulness, perceived enjoyment, satisfaction, loyalty and
habit have important impacts on mobile users’ SNS
continuance intention. The integrated model of Gwebu et
al. (2014) [14] is supported. Besides, a higher level of SNS
addiction results in inflated positive perceptions of the
system. The technology addiction constructs of Turel et al.
(2011) is also supported. In fact, the existence of biases that
modify an addict’s perception of reality is potentially
supported. It extends the logic developed in substance
abuse research to behavioural addiction research, and
especially to the case of technology addiction. The
similarities between these different types of addiction have
been noted, which provide warranties for further
integration of MIS theory with addiction research.
Finally, this research can serve as a platform for future
research on technology addiction, and for better
understanding of addiction-driven system overuse
behaviours and their effects on users and their
environments.
5.3 Implications for Practice
For mobile SNS practitioners, this paper shows that
certain technology services can be addictive, in that service
suppliers may burden responsibility to folks. This study
also raises the issue of potential legal liability of mobile
SNS providers. Anecdotal evidence suggests that lawsuits
are a possible line of action for addicted SNS users.
Consequently, even though this study does not certify the
viability of this issue, providers of addiction-prone
technologies may consider how to minimize or prevent
harm.
Providers and managers of mobile SNS services often
face tremendous pressure to retain current users. For
example, Tencent is faced with the problem of how to
allow WeChat to maintain lasting dominance. The monthly
active users and daily active users of Sina Microblog,
competitor of WeChat, have been increasing drastically in
the first quarter in 2016 [42]. The findings underscore that
mobile SNS users are easy to become addicted, and then
perceive more usefulness and enjoyment of systems. In
particular, according to our results addicted users would be
more accustomed to mobile SNS. But, this research also
shows that frequent use or even addicted use does not
enhance user satisfaction and loyalty to the system. This
implies that use time and use frequency increased do not
necessarily mean higher satisfaction and loyalty to a
mobile SNS, perhaps certain addictive symptoms
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occurring. Once a better competitive product existed,
behavior migration may happen to even addicts. So,
providers of mobile SNS products need to remain ever
vigilant and keep their focuses on the qualities of product
and service, technology trends, and customer satisfaction,
and should not pay all attention to these indexes, such as
the number of users, use frequency, use time and so on.
The results manifested that because SNS addiction
could affect the way users interact with SNS, it should not
be disregarded. If mobile SNS users spent a lot of time on
mobile SNS every day, which had affected their work,
study or life, they had to judge whether addicted to SNS,
even if they felt the mobile SNS very good, interesting and
even developed a habit of using it. The key implications of
this study stemmed from the finding that mobile SNS
addiction augments system-referenced perceptions.
Regulating this perception of maladaptation can be
accomplished through a number of belief modification
techniques suggested in the psychological literature. These
methods may require tampering with IT processes to
modify one’s perception and reduce injury.
5.4 Limitations and Future Research
Of course, this study also has many limitations. First,
although this study investigates the impact of mobile SNS
addiction on users’ continuance intention, it does not
analyze the reasons for mobile SNS addiction. Furthermore,
some mobile SNS such as Facebook and WeChat are
multifunctional friend networking (MFN) sites. Future
research should explore which functions tend to trigger
user becoming addicted and disclose which impacts would
lead to addiction. Second, our research focuses on the
user’s continued use intention, but the user’s psychological
perception does not necessarily have an inevitable
relationship with the actual use behaviour. Third, this study
is conducted in one country. Moreover, our respondents are
WeChat users, and findings related to one specific site may
limit generalizability to other SNS. Future research should
replicate our study for other SNS, such as Facebook, and
in other countries, to validate our results. Finally, future
research can investigate the impacts of demographic or
individual differences on mobile SNS addiction, such as
age, gender, and personality traits.
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