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Abstract

Fast and easy online communication enabled versatile applications for blog. It can
also extend to a multi-function platform for management and education. However,
the factors that influence the intention to use this technology are still unclear.This
paper examines the factors which influence the intention to use blog. Based on the
theory of planning behavior (TPB) [1], we proposed a model undertaking an
empirical study by using structural equation modeling (SEM). The model is used for
validating a measurement scale of blog usage. 373 questionnaires were filled out and
364 of them were valid. This study suggests that enjoyment is the key factor which
enhance user attitude than improve bloggers’ intention, while subjective norm has
only a slight effect. Hence, it is suggested that enjoyable content is essential for
blogs. Furthermore, blogs can be developed beyond individuals’ mutual interface,
and they can thus become a powerful tool for management applications and
E-learning platforms.
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1. Introduction

Weblog, often shortened to blog, are used by many organizations and individuals
quickly and easily publish their ideas, and they have become a significant feature of
the Internet. Moreover, these online forums have become an important knowledge
and information sharing platform.

Traditional website is a unidirectional process, while blogs allow a two-way online
process. This new technology behind blogging and the growing popularity of blogs
have created another means of sharing information and knowledge with target
audiences [2]. Hence, users’ intention to use blog will be affected by knowledge

sharing. There are some factors which will affect knowledge sharing, such as



expected reciprocal benefit, reputation, and altruism [3, 4], and all of these factors
are based on trust.

However, despite their rising importance, the factors which affect the users’
intention are still not clear, and thus deserve more attention. To this end, this paper
uses the Theory of Planning Behavior (TPB) [1] to examine the antecedent factors of

user intention in a blog context, as well as the relations among these.

2. Related Literature

There are two factors: PU (perceived usefulness) and PEOU (perceived ease-of-use)
that will affect the users’ attitude and then affect the intention of users [5]. Legris et
al. [6] claimed that it needs to include other factors such as “perceived enjoyment” to
better explain IT adoption. More specifically, Venkatesh et al. [7] had highlighted
the importance of “perceived enjoyment” should be included motivational
perspectives. In research on the acceptance of internet-based learning media [8, 9,
10], it had been found that perceived enjoyment significantly and directly impacts
users’ attitudes and further intentions. Furthermore, bloggging might have a hedonic
benefit derived from an experience of entertainment, excitement, happiness, or warm
feelings during the interaction in the internet [11].

Wasko and Faraj [12] found that people use advanced information and
communication technologies to exchange knowledge primarily out of community
interest, generalized reciprocity and pro-social behavior. In addition, individuals will
be satisfied by contributions that occur without regard to expectations of reciprocity
from others or high levels of commitment to the network [13]. Although blog users
may not anticipate any returns from such activity, there may be responses from
others from time to time. Obviously, blog users will be positively affected by
expected reciprocal benefits.

In the virtual environment, blog user can easily get acquainted with many people and
share their information. Moreover, they can build a reputation from their contribution
of valuable knowledge. Reputation is a personal outcome and it is an extrinsic factor
which can be defined as the performance of an activity [14]. For the extrinsic factors,
we considered personal outcome expectations, because it is perceived to be
instrumental in achieving valued outcomes that are distinct from the activity itself
[15]. It is found that personal outcome expectations, such as reputation, significantly
influence individuals’ intention to share information [9, 13].

Knowledge can also be considered a public good, owned and maintained by a
community. Knowledge exchange is motivated by moral obligations and community
interest rather than by narrow self-interest [9]. Knowledge sharing is thus an

altruistic activity.



Blogs break the barriers of time and location, and provide a great platform for
individual knowledge sharing. Hence, the motivations of blog users will be enhanced.
However, people would not share knowledge with those they do not trust [16]. Trust
is the fundamental factor for individuals to share knowledge. The concept of trust
has been appilied in many fields for explaining the consumer behavior [17]. Trust
makes people believe in each other and establish connections. Trust will be broken if
the knowledge providers engage in supplying illegitimate or counterfeit information.
Thus, Trust is an essential factor that drives the virtual internet [17].

Besides, expected relations are also important for blog users. If individuals believe
they can improve relationships with others by offering their knowledge, they will
develop a more positive attitude towards knowledge sharing [18].

Ajzen [1] proposed TPB claims that individual behavior is the result of behavioral
intention (BI), and BI is affected by attitude (AT), subjective norms (SN) and
perceived behavioral control (PBC). Intention refers to a person’s subjective
probability that they will perform some behavior [19]. In addition, a person’s actual

behavior will be strongly affected by their behavioral intention.

3. Research Framework & Hypotheses

Since perceived usefulness, perceived ease of use and perceived enjoyment all affect
attitude which we have reviewed in last section. Hence, they become the antecedent
of attitude. Consequently, we have the following hypotheses:

H1: Perceived usefulness has a significant positive effect on blog users’ attitude.
H2: Perceived ease of use has a significant positive effect on blog users’ attitude.
H3: Perceived enjoyment has a significant positive effect on blog users’ attitude.
Davenport and Prusak [3] claimed that knowledge sharing occurs in knowledge
markets in which there are buyers, sellers and brokers. In the knowledge market
requires trust to ensure the orderly procedure of activities. Hence, trust will be an
important antecedent factor of blog users’ attitude. Therefore, we propose the fourth
hypothesis.

H4: Trust has a significant positive effect on blog users’ attitude.

Wasko and Faraj [12] claimed that knowledge exchange is motivated by moral
obligation and community interest rather than by narrow self-interest. It is obvious
that sharing knowledge is an altruistic activity that will be intensified by the
individuals’ surrounding influential people. In addition, Bock et al. [20] pointed out
that individuals can improve relationships with others by offering their knowledge.
Hence, expected relationship will be an antecedent factor of subjective norm.
Therefore, we assume the following hypotheses.

HS: Altruism has a significant positive effect on blog users’ subjective norm.



H6: Expected Relationship has a significant positive effect on blog users’ subjective
norm.

Pennebaker and Beall [21] had also pointed out that writing about our personal
experiences can help us to understand ourselves more deeply and mitigate major
problems or conflicts. The more they benefit from the blog, the more they will feel
satisfaction and this will then enhance their belief in their own perceived behavior
control. Therefore, expected reciprocal benefit will be an antecedent factor of
perceived behavioral control.

Furthermore, individuals’ sharing their useful knowledge with others not only earns
reciprocal benefits, but also can help people to get respect from others. Therefore,
individuals will perceive that they can enhance their reputation by sharing more
valuable knowledge or information, and thus reputation will be an antecedent of
perceived behavioral control. Thus, we present another two hypotheses, as follows.
H7: Expected reciprocal benefit has a significant positive effect on blog users’
perceived behavior control.

H8: Reputation has a significant positive effect on blog users’ perceived behavior
control.

By Ajzen’s TPB [1], we know that attitude is the evaluation of the self-performance
of individuals’ particular behavior. Their evaluation will affect individuals’ intention
for a particular behavior. In addition, subjective norm is an individual’s perception of
social normative pressures from significant others that he or she should or should not
perform a particular behavior. As for perceived behavioral control, it is an
individual’s perceived ease or difficulty in performing a particular behavior. It will
also affect individuals’ intention for particular behaviors.

Intention is an indication of performing a given behavior. It is antecedent factor of
behavior. For the intention of blog usage, it is naturally based on the attitude toward
the behavior, subjective norm, and perceived behavioral control. Hence, we have the
following hypotheses.

H9: Attitude has a significant positive effect on blog users’ intention.

H10: Subjective norm has a significant positive effect on blog users’ intention.

H11: Perceived behavior control has a significant positive effect on blog users’

intention.

4. Method

Further, we examined the causal relations of hypotheses and the conceptual
framework by Structural Equation Modeling (SEM). And, a questionnaire was
developed for this purpose. Before the formal survey was undertaken, the study had a

pretest by sending out 50 pretest questionnaires and received 47 effective responses



(effective feedback rate of 94%). Then, using SPSS for item analysis and reliability
estimation, the Cronbach’s a value of every individual construct was greater than 0.7
and that of the total framework was 0.95. Therefore, the questionnaire was

acceptable for further analysis [22].

5. Results

Questionnaires were delivered by hand in person or through the Internet. We sent out
373 questionnaires and had a total effective sample of 364 (response rate 97.6
%).The percentage of female respondents was 70.1%, and most of the sample were

aged between 21 and 40, and had an education level of college/bachelor degree.

5.1 Tests of the Measurement Model

Measurement model is a confirmatory factor analysis (CFA), which is used to
measure the reliability and validity of the variable items [23, 14]. First, the reliability
and convergent and discriminate validity of the measurement model were tested. The
results of the factor loading, average variance extracted (AVE), and composite
reliability are calculated.

Convergent validity is the degree to which examine multiple measure to the same
construct. Following suggestions in Fornell and Larcker [24] and Hair et al. [25], the
convergent validity was evaluated by two criteria. The first is that all the factor
loadings on respective constructs should be greater than 0.5, and the second is that
the AVE for every construct should exceed the threshold value of 0.5. In this study
these requirements were all met, and thus the convergent validity was verified.

As for reliability, it can be assessed by computing the value of the composite
reliability. Following the suggestions of Hair et al. [25], an acceptable value of
composite reliability is above the benchmark of 0.7. In this paper, this requirement
was also reached, and thus the reliability was verified.

The discriminate validity can be verified through the average variance extracted for
each construct. When the value exceeded the squared correlation between any pair of
distinct constructs [25], it can be implied that the constructs were empirically distinct.

And, the results of this paper were all met, and confirmed the discriminate validity.

5.2 Test of the Structural Model

By testing the goodness of fit of the research framework that this paper proposed, we
can test whether each hypothesis is true or not. Following the suggestion of Bagozzi
and Yi [26] and Hair et al. [25], the overall model fit can be identified by the
absolute fit indices, relative indices and parsimonious fit indices. By using AMOS,

we had absolute fit measurement, incremental fit measurement and parsimonious



measurement. Consequently, those important indices that obtained from the AMOS
are all fulfilled the criterion [25, 26], and thus this model is acceptable.

6. Conclusions

From the empirical analysis, we find that our research framework is properly fit.
However, the regression coefficients of some paths are not significant. Therefore,
several hypotheses are not valid, namely H2, H8 and H11, while the other

hypotheses are all true. The final results are summarized in Figure 1.
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Figure 1 — Result of SEM analysis
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Perceived enjoyment is the most important factor that will affect attitude, while
attitude is the most important factor that affects intention. Most people are exhausted
from their work or studies, and so they want to relax. Therefore, perceived
enjoyment will be deeply affect individuals’ attitude and to their intention to use a
novel technology.

Obviously, trust is a basic requirement for linking each individual, and this will also
affect the users’ attitudes. However, in the virtual world there exist many traps and
dangers, and people might already be wary of strangers online. Hence, blog users
would be watchful for suspicious behaviors, and since they are already cautious in
using blogs, trust is a minor factor with regard to their attitude.

Subjective norm is a force from someone who makes blog users be deeply concerned.
Obviously, this will strongly affect the intention to use a blog, and this is reflected in
the results of this paper. However, its effect is not as strong to attitude. For the
antecedents of subjective norm, altruism is more important than expected
relationship.

Although expected reciprocal benefit has a significant effect on perceived behavior

control, perceived behavior control effect on blog users’ intention is not significant.



This means that individuals lack self controlling power online, and thus, this factor
of perceived behavior control is meaningless for blog users.

Moreover, blogs should not be limited to individuals’ mutual interface.
Organizations can extend blogs for advancing management applications, and
E-learning platforms to enahance their performance. It is suggested that establishing
organization’s own blogs in their trusting environment with an enjoyable content,

would be an effective tool for knowledge sharing and learning.
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