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EXECUTIVE SUMMARY

Mobile social networking sites have become one of the fastest growing Web 2.0 
services worldwide both in developing and developed countries and have a major 
interest for the information systems research community. This chapter aims to give 
managers and students insight into the mobile social networking industry and 
the different drivers and barriers to mobile social networking sites adoption. The 
chapter’s specific goals are to: (i) Identify consumer segments more likely to adopt 
mobile social networking services; (ii) Analyze the perceived benefits and barriers 
that encourage/discourage the adoption of mobile social networking services; (iii) 
Provide empirical research on the Spanish market that analyses the influence of 
uses and gratifications in attitude and usage behavior of mobile social networks; 
(iv) Provide future trends on the mobile social networking services industry and 
use the study’s findings to develop strategies for managers of developing countries 
on how to maximize the rate of mobile social networking adoption. 
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INTRODUCTION

Social networking sites (SNS) provide services that allow people with common in-
terests to create their communities online. These services offer functions for contact 
and information exchange among users, which include sharing photos or videos, 
personal blogs, group discussion, real-time messaging or e-mails, thereby enhancing 
social interaction (Hsiao, 2011; Wang et al., 2010). With social networks, consumers 
can access not only the opinions of close friends, relatives and work colleagues but 
also those of anyone in the world who has used a given product or service.

Social networking sites (SNS) have become one of the fastest growing Web 2.0 
services worldwide both in developing and developed countries (Boyd and Ellison, 
2007). By way of illustration, Facebook which began in early 2004 as a Harvard-only 
SNS, expanded later to include high school students, professionals in side corporate 
networks and everyone and reached over 600 million users at the beginning of 2011, 
which accounts for nearly 10% of the world population. The economic impact of 
SNSs on economic markets is also increasing, i.e. Facebook´s market value has been 
set at about 50 billion dollars with a forecast of one billion users by 2012 (ABC, 
2011). SNS have grown differently in different countries, while initially MySpace 
attracted the majority of media attention in the U.S. and abroad, other SNSs were 
proliferating and growing in popularity worldwide. Friendster gained attraction in 
the Pacific Islands while Orkut became the premier SNS in developing countries 
such as Brazil and India (Madhavan, 2007), Mixi attained widespread adoption in 
Japan, LunarStormtook off in Sweden, Dutch users embraced Hyves, Grono captured 
Poland, Hi5 was adopted in smaller countries in Latin America, South America, 
and Europe, and Bebo became very popular in the United Kingdom, New Zealand, 
and Australia. Additionally, other communication services began implementing 
SNS features. The Chinese QQ instant messaging service became the largest SNS 
worldwide when it added profiles and made friends visible (McLeod, 2006), while 
the forum tool Cyworld cornered the Korean market by introducing home pages 
and buddies (Ewers, 2006). Although SNSs like QQ, Orkut, and Live Spaces are 
just as large as, if not larger than, MySpace, they receive little coverage in U.S. and 
English-speaking media, making it difficult to track their trajectories.

The chapter is divided into three parts. In the first section, the authors include the 
literature review on key drivers of consumer adoption of mobile social networks 
and present a conceptual model, focusing on the rationale of the constructs used. 
In the second part, methodology design using a sample of 220 Spanish teenagers 
is presented and validated. Finally, the results are presented and implications for 
developing countries are discussed.



 

 

36 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/web-goes-mobile/73056

Related Content

Using Prior Knowledge in Data Mining
Francesca A. Lisi (2009). Encyclopedia of Data Warehousing and Mining, Second

Edition (pp. 2019-2023).

www.irma-international.org/chapter/using-prior-knowledge-data-mining/11096

Enhancing Web Search through Query Log Mining
Ji-Rong Wen (2009). Encyclopedia of Data Warehousing and Mining, Second Edition

(pp. 758-763).

www.irma-international.org/chapter/enhancing-web-search-through-query/10905

Visualization of High-Dimensional Data with Polar Coordinates
Frank Rehm, Frank Klawonnand Rudolf Kruse (2009). Encyclopedia of Data

Warehousing and Mining, Second Edition (pp. 2062-2067).

www.irma-international.org/chapter/visualization-high-dimensional-data-polar/11103

Automatic Genre-Specific Text Classification
Xiaoyan Yu, Manas Tungare, Weiguo Fan, Manuel Pérez-Quiñones, Edward A. Fox,

William Cameronand Lillian Cassel (2009). Encyclopedia of Data Warehousing and

Mining, Second Edition (pp. 120-127).

www.irma-international.org/chapter/automatic-genre-specific-text-classification/10808

Context-Sensitive Attribute Evaluation
Marko Robnik-Šikonja (2009). Encyclopedia of Data Warehousing and Mining,

Second Edition (pp. 328-332).

www.irma-international.org/chapter/context-sensitive-attribute-evaluation/10840

http://www.igi-global.com/chapter/web-goes-mobile/73056
http://www.igi-global.com/chapter/web-goes-mobile/73056
http://www.irma-international.org/chapter/using-prior-knowledge-data-mining/11096
http://www.irma-international.org/chapter/enhancing-web-search-through-query/10905
http://www.irma-international.org/chapter/visualization-high-dimensional-data-polar/11103
http://www.irma-international.org/chapter/automatic-genre-specific-text-classification/10808
http://www.irma-international.org/chapter/context-sensitive-attribute-evaluation/10840

