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ABSTRACT 

 

Focusing on social network services (SNSs), this research applies status quo bias (SQB) and proposes a 

research model for investigating why people continue to use their current SNSs and avoid switching to others. 

Specifically, this research examined the relationships between habit, interpersonal relationships, inertia, satisfaction, 

perceived value, and continuance intention. To develop a more efficient research model, this study utilizes conscious 

interpersonal relationships and unconscious habits as the antecedents of inertia. This study hypothesizes that 

interpersonal relationships and habit increase an individual’s inertia regarding using an SNS, consequently 

increasing the individual’s continuance intention. This study also examines whether satisfaction and perceived value 

moderate the impact of inertia on continuance intention. Data collected from 458 Facebook users provide support for 

most hypotheses. Our findings indicate that unconscious and conscious factors both affect individuals’ inertia 

regarding SNS usage; however, unconscious factors are slightly more important than conscious factors. Further, 

inert users will continue to use their current SNS. In addition, regarding SNS usage, the cognitive evaluation is more 

important than the unconscious process. The result also indicated that the moderating effect of satisfaction is 

diminished when perceived value is taken into account. Implications for theory and practice are discussed. 
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1. Introduction 

Social network services (SNSs) can be defined as online services, platforms, or websites that enable the 

construction and reflection of social networks or social relations among individuals [Chiu &Huang 2015]. As SNSs 

have grown in popularity, individuals have become increasingly reliant on them to establish and maintain online 

relationships with others. As a consequence, SNSs have also become an important channel for doing business. The 

growth of the SNS phenomenon has intensified competition among SNS providers. A recent Piper Jaffray survey 

[CNBC 2016] suggested that Instagram, Twitter, and Facebook must step aside as Snapchat continues to rule among 

teens. Eighty percent of respondents said that Snapchat was their favorite SNS, unseating Instagram and Facebook. 

Meanwhile, Facebook saw the largest decline in usage during the same period. A survey by SimilarWeb, a market 

intelligence firm, found that people are spending less time on popular SNSs (e.g., Facebook, Instagram, Snapchat, 

and Twitter) than they were one year ago [ZDNet 2016]. SNSs that used to receive the most attention are now 

receiving significantly less screen time. Therefore, cultivating people’s inertia and enhancing users’ intention to 

continue to use the incumbent SNS is very important for SNS owners.  

Kim & Kankanhalli [2009] indicated that when people make a new behavioral decision, status quo bias (SQB) 

can explain the impacts of the previous status. Status quo bias provides a context-dependent lens to explain why 

individuals prefer to maintain their current status rather than to change it even though the new status is a better 

choice [Samuelson & Zeckhauser 1988]. Samuelson & Zeckhauser [1988] argued that individuals’ decision making 
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between the status quo and a new situation may be biased on internal factors, such as rational decision making (e.g., 

habit), cognitive misperceptions (e.g., inertia and perceived value), and psychological commitment (e.g., 

interpersonal relationships and continuance intention). Status quo bias can explain the phenomenon of people 

tending to choose their current status, i.e., to continue using their current SNS, rather than switching to another SNS.  

Verhoef [2003] indicated that past behaviors explain the largest part of the variance in customer loyalty. More 

specifically, past behaviors in the relationship would represent the inertia effect [Rust et al. 2000]. In other words, 

customer loyalty may result from inertia [Colgate & Lang 2001]. Polites & Karahanna [2012] proposed that inertia 

can reflect a bias toward the status quo. They defined status quo inertia as the attachment to, and persistence of, 

existing behavioral patterns, even if there are better alternatives and incentives to change. The implication here is 

that people will stay with their current SNS as long as no other force compels them to change. In other words, 

individuals who have high inertia will be reluctant to change even though the alternatives are more attractive. In 

addition, past research examined the role of inertia on the organizational or group level [e.g., Kim & Kankanhalli 

2009; Kim et al. 2005] and paid less attention to the individual level in information system research. Therefore, it is 

valuable to understand the antecedents of inertia in the SNS context. According to Rumelt [1995], embedded 

routines have been identified as a common source of inertia. In addition, inertia can be seen as part of the 

unconscious mind, and defined as habit persistence [Rumelt 1995]. Therefore, habit is treated as an unconscious 

antecedent of inertia in this study. In addition to having its source in the unconscious, inertia can be the result of a 

conscious bias toward the status quo. One explanation given for status quo bias is interpersonal relationships. People 

can develop and extend their personal social ties in SNSs. Therefore, personal bonds or friendships may inhibit their 

willingness to switch to a new SNS. Considering the potential financial and social loss or psychological burden of 

switching, people may remain with a particular service provider even when they are not satisfied with the service 

received [Fornell 1992]. Thus, using the SQB perspective, this study identifies two antecedents of inertia in the SNS 

context: conscious interpersonal relationships and unconscious habit. 

Ye [2005] indicated that people experiencing inertia tend to prefer the status quo; in other words, they will 

continue to use their current SNS. However, other studies [e.g., Zhou et al. 2012; Tsai & Huang 2007; Yang & 

Peterson 2004] have proposed that satisfaction and perceived value are also important antecedents for continuance 

intention. Therefore, satisfaction and perceived value may affect the relationship between inertia and continuance 

intention. Thus, this study also examines the moderating role of satisfaction and perceived value in the SNS usage 

context. 

In summary, based on the concept of SQB, the purpose of this study is to examine the conscious (i.e., 

interpersonal relationships) and unconscious (i.e., habit) antecedents of inertia. This study also examines the 

moderating role of satisfaction and perceived value. More specifically, this study constructs habit as a second-order 

construct and also examines whether individuals’ satisfaction and perceived value can lower the level of inertia 

associated with continuance intention toward an SNS. We address the following research questions: 

(1) To what extent do conscious interpersonal relationships and unconscious habit drive inertia? 

(2) Which type of antecedent is more important to inertia: conscious or unconscious? 

(3) Can inertia increase continuance intention toward an SNS? 

(4) Which antecedents have the greatest effect on an individual’s continuance intention toward an SNS: inertia, 

perceived value, or satisfaction? 

(5) Does the level of satisfaction and/or perceived value lower the influence of inertia on continuance 

intention? 

This paper proceeds as follows. First, this study outlines the theoretical underpinnings and discusses the existing 

literature. Second, we develop a conceptual model and hypotheses. Third, we describe the detailed methodology and 

data collection process of this research, followed by presenting structural equation modeling analysis with survey 

data from SNS users. Fourth, we discuss the major findings and highlight the theoretical and practical contributions 

with recommendations for further research, and also address the research limitations. Finally, the paper concludes in 

the last section. 

 

2. Theoretical Background  

2.1. Status Quo Bias 

Samuelson & Zeckhauser [1988] were the first to identify the concept and coin the term “status quo bias.” This 

particular bias explains why individuals disproportionately make decisions to continue performing an incumbent 

behavior rather than switching to a potentially superior choice. Status quo bias arises when consumers are reluctant 

to leave their current provider even if better alternatives are readily available [Neipp & Zeckhauser 1985; Samuelson 
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& Zeckhauser 1988; Strombom et al. 2002]. Samuelson & Zeckhauser [1988] indicated that individual decision 

makers are biased toward maintaining the status quo, which means “doing nothing or maintaining one’s current or 

previous decision.” (p. 7) According to Eidelman & Crandall [2012], consumers’ psychological reasoning support 

their current choices and can be explained from rational and non-rational perspectives. From the rational 

perspective, consumers maintain the status quo because they consider the switching costs, status quo values, and 

risks involved in seeking alternatives. In addition, the non-rational reason may be due to consumers perceiving that 

they are averting loss [Kahneman et al. 1991] and avoiding regret [Anderson 2003]. Shi et al. [2018] proposed that 

regardless of the offers of alternative brands and social pressures for a brand change, when the current product has a 

positive emotional attachment, personal information, and embedded usages, consumers may take a risk aversion 

attitude in decision making in order to change brands and switch products [Kahneman & Tversky 1979; Samuelson 

& Zeckhauser 1988; Schwarz 2012]. 

Previous research has examined the influence of the status quo on information system usage. Many studies have 

examined information system resistance behavior or switching intention, such as knowledge management systems 

[Li et al. 2016], cloud systems (PharmaCloud system) [Hsieh & Lin 2018], enterprise systems (New Office Plus 

system) [Kim & Kankanhalli 2009], and paid online content [Li & Cheng 2014]. In addition, status quo bias has 

examined the adoption behavior of new systems, such as online health services [Zhang et al. 2017], mobile 

applications [Zhao et al. 2016], and Google docs [Polites & Karahanna 2012]. However, past studies have focused 

less on the perspective of incumbent system usage from status quo bias theory, especially SNS usage intention. 

Compared with enterprises’ information systems that are mostly within a mandatory context for employees, SNS 

usage is primarily an individual decision. Each person has his/her own social networks on SNSs. Therefore, previous 

social networks and interpersonal relationships influence individuals’ perceptions of SNSs. Status quo bias can 

explain why people make decisions to continue an incumbent course of action, rather than switching to a new course 

of action [Samuelson & Zeckhauser 1988]. Consequently, status quo bias can provide theoretically driven 

explanations of an individual’s usage intention to the incumbent SNS. Differing from other theories focused on the 

enablers or facilitators of the adoption or usage of SNS, such as network externalities [Chiu et al. 2013], media 

system dependency [Huang et al. 2016], and self-disclosure [Huang 2016], status quo bias explains the usage 

intention of SNSs from the inhibiting perspective. More specifically, when individuals make a decision regarding a 

new behavior, status quo bias can explain the impacts of the previous status [Kim & Kankanhalli 2009]. Based on 

the reasons mentioned above, it is suitable to apply status quo bias to explain why people continue to use their 

current SNSs. 

According to Samuelson & Zeckhauser [1988], status quo bias can be explained using three main categories: 

rational decision making, cognitive misperceptions, and psychological commitment. First, rational decision making 

is based on an assessment of the relative costs and benefits of change before making a switch to a new alternative. 

Greater costs than benefits lead to status quo bias. As the theory focuses on bias, Samuelson & Zeckhauser [1988] 

indicated that costs are the main emphasis of this viewpoint. According to Lindbladh & Lyttkens [2002], habitual 

behavior is not only effortless, but also efficient since cognitive processing and deliberate control of the individual 

are minimal. Therefore, habit can save time or decrease the mental effort (i.e., costs saving) involved in decision 

making [Rosenstein & Grant 1997]. Therefore, habit can be considered as the switching barrier that makes it 

difficult or costly for people to change SNSs. In this study, we identify habit as a construct from the rational 

decision making viewpoint.  

Second, cognitive misperceptions of loss aversion can also influence an individual’s resistance to switching 

services. Kahneman & Tversky [1979] indicated that loss aversion is a psychological principle that has been 

observed in human decision making. Loss aversion can result in status quo bias because even small losses involved 

in changing from the incumbent situation can be perceived as larger than they actually are. From the perspective of 

loss aversion, inertia can be defined as user attachment to persistence in using an incumbent information system, 

even when there are better alternatives [Polites & Karahanna 2012]. In addition, the loss aversion viewpoint of status 

quo bias qualifies how the perceived value of change is measured [Hsieh & Lin 2018]. Kim & Kankanhalli [2009] 

and Kahneman & Tversky [1979] indicated that perceived value refers to whether the benefits derived are worth the 

costs incurred in changing from the status quo to the new system. Consequently, in this study, inertia and perceived 

value contribute to cognitive misperceptions of loss aversion.  

Third, status quo bias may be the result of psychological commitment to an existing behavior. The commitment 

may be the result of incorrectly factoring in sunk costs, or a desire to maintain cognitive consistency [Samuelson & 

Zeckhauser 1988]. As Zhang et al. [2017] mentioned, sunk costs can be explained as the greater the number of 

sources that people have invested in current situations, the greater the probability that they will continue with their 

current commitments, and therefore their situation is more likely to remain unchanged [Samuelson & Zeckhauser 
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1988]. Interpersonal relationships refer to the social ties between people in a social network [Garton & Wellman 

1997; Wellman et al. 1996]. Prior studies found that the tie strength of interpersonal relationships exerts a 

remarkable impact on media use [Haythornthwaite 2002, 2005; Haythornthwaite & Wellman 1998]. In other words, 

people who want to switch to another SNS may consider their invested time and efforts in keeping the social ties in 

their current SNS. Taking these factors into account, people may have already written many posts, uploaded many 

pictures, and built up many friendship ties with people in their incumbent SNS. Thus, people who decide to continue 

to use the incumbent SNS may do so because they are reluctant to cut their losses and have a tendency to justify 

their previous commitment. Therefore, interpersonal relationships and continuance intention contribute to the 

psychological commitment viewpoint in this study.  

2.2. Inertia 

Status quo bias is often manifested as inertia [Polites & Karahanna 2012]. According to the Merriam-Webster 

Dictionary [Merriam-Webster Dictionary 2018], inertia is defined as “remaining at rest or in uniform motion in the 

same straight line unless acted upon by some external force.” Individual-level inertia is primarily discussed in 

consumer behavior literature, for instance, Solomon [2007] proposed that inertia is a consistent pattern in which 

consumers repurchase the same brand almost every time, selecting the same brand out of habit because less effort is 

required. In this sense, inertia-driven consumers repurchase the same brand passively without much thought [Huang 

& Yu, 1999]. Therefore, inertia can reflect an unconscious process [Huang & Yu 1999].  

Polites & Karahanna [2012] formally defined individual-level inertia as an “attachment to, and persistence of, 

existing behavioral patterns (i.e., the status quo), even if there are better alternatives or incentives to change (p.22).” 

They conceptualized inertia as comprising of three types: behavioral, cognitive, and affective. Further, behavior-

driven inertia implies that people continue to use a system simply because they have always used it. Cognitive-

driven inertia implies that although people know the incumbent system might not be the best, most efficient, or most 

effective tool, they consciously continue to use it [Rumelt 1995]. Lastly, affective-driven inertia implies that people 

continue to use the incumbent system because: (1) it would be too stressful to change; (2) they enjoy or feel 

comfortable using the incumbent system; or (3) they have developed a strong emotional attachment to the present 

way of doing things [Barnes et al. 2004; Rumelt 1995].  

Prior studies have paid little attention to the antecedents of inertia [Huang et al. 2017]. One notable exception is 

Polites & Karahanna [2012], who constructed the concepts of incumbent system habits and switching costs as 

antecedents of inertia in order to examine an individual’s intention to use a new system. However, Polites & 

Karahanna’s study examined the context of information system usage rather than the SNS context. Additionally, 

they examined new information system usage intention (i.e., Google Docs) rather than SNS (i.e., Facebook) usage 

intention. Differing from the usage of enterprise information systems, the motivation of SNS usage is voluntary 

instead of mandatory. People who use SNSs are social-oriented, and they may invest their time and efforts to extend, 

develop, and maintain their interpersonal relationships. Therefore, considering the invested time and efforts in the 

incumbent SNS, people may prefer the status quo rather than switch to a new SNS. Moreover, people who 

experience inertia are seen as avoiding making new decisions [White & Yanamandram 2004], avoiding learning 

new service routines and practices, and avoiding making comparisons between alternatives [Pitta et al. 2006]. 

Therefore, when people experience action inertia, they exhibit habitual and routine repeating behaviors [Wu 2011]. 

Due to the psychological commitment to prior experiences and the desire to minimize thinking costs, people may 

exhibit habitual and routine repeating behaviors. It helps people simplify the decision making process and save the 

cost of making decisions [Vogel et al. 2008]. Therefore, to minimize thinking efforts, people may stay with the 

status quo. Consequently, interpersonal relationships and habits can be seen as the antecedents of inertia in this study. 

2.3. The Unconscious Antecedent of Inertia: Habit 

Triandis [1980] defined habit as “situation-behavior sequences that are or have become automatic … the 

individual is usually not conscious of these sequences.” (p. 204) According to Aarts et al. [1998], habitual behavior 

is an automatic behavioral response that is not preceded by a cognitive analysis process because of the learned 

association between human behavior and satisfactory results. Verplanken & Aarts [1999] also indicated that habit is 

a kind of automatic behavior triggered by specific cues in the context of an activated goal. Polites & Karahanna 

[2012] proposed that habit should be operationalized as a multidimensional and formatively measured psychological 

concept and constructed by four sub-dimensions: intentionality, awareness, controllability, and mental efficiency 

[Bargh 1989, 1994; Polites 2009; Verplanken & Orbell 2003]. Polites & Karahanna [2012] indicated that habit is 

intentional in that it is functional or goal-oriented in nature. People may be unaware of the situational trigger leading 

them to act out the behavior, or unconscious of how the trigger is activated at the moment it occurs. In other words, 

habitual behavior exists outside of awareness. Therefore, habit is difficult to control. However, habitual behavior is 

mentally efficient in that it frees the individual’s attentional resources to simultaneously do other things [Bargh 1994; 
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Verplanken & Orbell 2003; Polites & Karahanna 2012]. Given the above, habit can be seen as an unconscious 

exercise in this study. 

According to Bargh [1989, 1994], habit can be measured based on four dimensions: awareness, control, mental 

efficiency, and intentionality with respect to performing a particular behavior. However, habit is intentional in 

nature because the definition shows that habit is goal-directed [Polites & Karahanna 2012]. Moreover, intentionality 

is implied for the habit of SNS usage, since an SNS is used to complete an individual’s social-related tasks, for 

example, updating statuses, sending or accepting friend requests, writing posts, and leaving comments or messages. 

Additionally, habit can be manifested by a combination of high lack of awareness, low controllability, and high 

mental efficiency. Overall, the dimension of intentionality is not individually constructed into the theoretical model 

in this study. 

Although habit is often confused with inertia, they are two different concepts. Habit is an automatic learned 

response that is triggered by stimulus cues in the environment. However, inertia is a choice to stay with the status 

quo even in the presence of better alternatives or incentives to change. Furthermore, habit enables people to defer to 

the status quo. People can also save costs associated with reanalyzing prior decisions to follow a particular course of 

action [Samuelson & Zeckhauser 1988]. Therefore, it can be inferred that habit may lead to inertia. Huang et al. 

[2016] also conceptualized habit and inertia as two different constructs. 

2.4. The Conscious Antecedent of Inertia: Interpersonal Relationships 

According to Berry & Parasurmaman [1991] and Turnball & Wilson [1989], interpersonal relationships in this 

context refer to the personal bonds that develop between customers and their service provider’s employees. In the 

present study, interpersonal relationships can be seen as the personal bonds that develop between individuals and 

their friends on SNSs. When people switch their SNS, they may lose their personal bonds or friendships with their 

current SNS. Businesses could strengthen the interpersonal relationship between customer and supplier by retaining 

their customers [Berry & Parasurmaman 1991; Turnball & Wilson 1989]. People may commit themselves to 

establishing or developing relationships with other people that offer superior value benefits and effective switching 

barriers. This kind of relationship provides many benefits, such as fellowship, personal recognition, reducing anxiety 

[Berry 1995; Kim et al. 2004; Peterson 1995], and a personalized setting. Jone et al. [2000] also conceptualized 

interpersonal relationships as a switching barrier in the consumer services context. Therefore, interpersonal 

relationships can be seen as one kind of switching barrier in the SNS context. 

Previous studies have defined switching barriers as the degree to which individuals experience a sense of being 

“locked into” a relationship based on the economic, social, or psychological costs associated with leaving a 

particular service provider [Rusbult et al. 1988; Allen & Meyer 1990]. This kind of specific relationship increases 

individuals’ dependency because they raise the costs of switching to other alternatives. By switching to an 

alternative, an individual would lose the accumulated resources, such as their interpersonal social network, posted 

photos, followed fan pages, SNS groups in which they participated, and the articles they commented on, from the 

specific relationship that is not readily available from the alternatives. Considering the relationship-specific 

investment with the incumbent SNS, people tend to prefer the status quo. Therefore, the recognition of interpersonal 

relationships can be seen as a conscious exercise. Hence, in the present study, interpersonal relationships can be seen 

as the conscious antecedent of inertia. 

2.5. Perceived Value 

According to Yang & Peterson [2004], perceived value results from an evaluation of the relative rewards and 

sacrifices associated with obtaining what is being offered. Therefore, perceived value is considered to be the ratio of 

the value of a consumer’s outcome or input to that of the service provider’s outcome or input [Oliver & DeSarbo 

1988]. In other words, perceived value can be defined as the individual’s overall assessment of the utility of a 

product or service based on what is received and what is given [Zeithaml 1988, p. 14]. In this study, perceived value 

is defined as the benefits received from using an SNS, considering the time and effort spent. 

2.6. Satisfaction 

Satisfaction is widely studied in the fields of information system usage and consumer behavior. For instance, 

Bhattacherjee [2001] defined satisfaction as the “users’ affect with (feelings about) prior information system use 

(p.359).” Oliver [1981] defined satisfaction in the consumption context as “the summary psychological state 

resulting when the emotion surrounding disconfirmed expectations is coupled with the consumer’s prior feelings 

about the consumption experience. (p.29)” Eid [2011] defined customer satisfaction as how satisfied consumers are 

with the offered product or service. According to Hsu et al. [2016], the repetitive behavior intention will depend on 

whether or not people are satisfied with that behavior. In this study, satisfaction refers to an individual’s feelings of 

pleasure or disappointment resulting from comparing the perceived performance (or outcomes) of SNS usage in 

relation to his or her expectations. 
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2.7. Continuance Intention 

An individual’s continuance intention has been defined as “the intention to continue using an IT. (p.75)” [Deng 

et al., 2010] Studies have also used this construct to measure individual behavior in several different fields, 

including information system usage [Bhattacherjee 2001], online auction usage [Wang & Chiang 2009], and SNS 

usage [Sledgianowski & Kulviwat 2009; Huang et al. 2016]. Therefore, this study models SNS continuance 

intention as the dependent variable for measuring the subjective probability that an individual will continue to use 

the same SNS in the future. 

 

3. Research Model and Hypotheses 
Figure 1 presents the proposed research model for explaining why an individual prefers to use the incumbent 

SNS rather than choose an alternative. SQB suggests that an individual prefers to remain with the status quo even 

when better alternatives are available. Following Samuelson & Zeckhauser’s [1988] status quo bias categories, this 

study defines status quo bias in terms of three distinct dimensions: rational decision making in the presence of habit, 

cognitive misperceptions in the presence of inertia and perceived value, and finally, psychological commitment 

stemming from interpersonal relationships and continuance intention. Further, based on the concept of SQB, we 

assume that an individual’s choice to continue using the incumbent service can be caused by inertia. Therefore, this 

study examines the conscious and unconscious antecedents of inertia, i.e., habit and interpersonal relationships. 

Habit is utilized as a formative second-order construct and is composed of three first-order constructs: awareness, 

controllability, and mental efficiency. We examine whether inertia increases an individual’s continuance intention 

toward an SNS. This study also examines how satisfaction and perceived value moderate the relationship between 

inertia and continuance intention.  

 

First-order Construct

Second-order Construct

Continuance 

intention
Inertia

Satisfaction

Habit

Interpersonal 

relationships

Awareness Controllability
Mental 

efficiency

Perceived value

H1

H2

H3

H4

H5

H6

H7

 
Figure 1. Research Model 

 

3.1. Habit and Inertia 

Since habitual SNS users automatically engage in behaviors, they will not reevaluate these behaviors, but will 

instead simply continue with their existing behavioral patterns [Petty & Cacioppo 1981; Ronis et al. 1989]. In other 

words, the behaviors may induce inertia. According to Polites & Karahanna [2012], habits enable the individual to 

automatically defer to the status quo, and save costs associated with having to reanalyze prior decisions to follow a 

particular behavior [Samuelson & Zeckhauser 1988]. Wood & Quinn [2004] also indicated that considering 

alternative behaviors can increase stress, leading individuals to become even more committed to their current 

behavioral patterns. These situations imply that habits are associated with inertia. Therefore, this study proposes the 

following hypothesis: 

H1: Habit is positively associated with inertia. 

3.2. Interpersonal Relationships and Inertia 

In addition to having an unconscious antecedent, inertia can also have a conscious antecedent. Switching 

barriers, for example, interpersonal relationships, make it costlier for people to change providers [Jones et al. 2000]. 

Due to potential benefits, such as maintenance or developed relationships with others, people may develop strong 

personal bonds with the service provider. These benefits may be why people stay with their social network service 

provider. Gwinner et al. [1998] argued that people commit themselves to establish, develop, and maintain 
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relationships with a service providing superior valued benefits. They also found that even if an individual perceives 

the core service attribute as being less than optimal, they may remain in a relationship if they are receiving important 

relational benefits. Thus, we expect that when people experience strong interpersonal relationships, they will be 

more likely to stick with the status quo, resulting in greater levels of inertia. Based on the abovementioned, we posit: 

H2: Interpersonal relationships are positively associated with inertia. 

3.3. Inertia and Continuance Intention 

According to Solomon [2007], inertia-driven consumers make buying decisions without much contemplation. In 

addition, inert customers are typified as lazy, inactive, or passive [Beckett et al. 2000; Bozzo 2002]. Therefore, inert 

individuals are seen to avoid making new purchasing decisions [White & Yanamandram 2004], avoid learning new 

service routines and practices, and avoid making price comparisons among alternatives [Pitta et al. 2006]. In other 

words, inert customers prefer the status quo [Ye 2005]. Therefore, this study proposes the following hypothesis: 

H3: Inertia is positively associated with continuance intention toward an SNS. 

3.4. Satisfaction and Continuance Intention 

According to Deci & Ryan [1985], people who feel happy performing an activity are determined and self-

motivated to continue that activity. An effective response is associated with extreme agitation, leading to a focus on 

specific targets. Therefore, the response can have a powerful effect on ongoing behavior [Patterson & Spreng 1997]. 

Thus, we posit: 

H4: Satisfaction is positively associated with continuance intention toward an SNS. 

3.5. Perceived Value and Continuance Intention 

Zeithaml [1988] described perceived value as an individual’s overall assessment of the utility of a 

product/service based on what is received and what is given. Sweeney & Soutar [1997] examined the relationship 

between perceived value and adoption intention. Kim et al. [2007] also noted that perceived value positively affects 

adoption continuance intention for experienced mobile Internet users in Singapore. Chang & Wildt [1994] found 

that customer-perceived value is a key contributor to purchasing intention. Hence, this study proposes the following 

hypothesis:  

H5: Perceived value is positively associated with continuance intention toward an SNS. 

3.6. The Moderating Role of Satisfaction 

According to Oliver [1997], satisfaction is “the summary psychological state resulting when the emotion 

surrounding disconfirmed expectations is coupled with a consumer’s prior feelings about the consumer experience. 

(p.27)” Oliver [1997] proposed that satisfaction is an ongoing evaluation of the surprise inherent in a product 

acquisition and consumption experience. Therefore, satisfaction is primarily an affective evaluative response [Oliver 

& Swan 1989]. Anderson & Srinivasan [2003] indicated that a dissatisfied customer is more likely to search for 

information on alternatives and more likely to yield to competitor overtures than a satisfied customer. In other words, 

a satisfied customer is more likely to develop closer relationships with his or her current retailer and is more likely 

to take steps to increase dependence on the incumbent retailer. Given the above, it is reasonable to theorize that 

satisfaction affects the relationship between inertia and continuance intention. 

Prior studies have concluded that customer satisfaction is positively related to repeat purchase intention [e.g., Brady 

et al. 2001; Cronin et al. 2000; Johnson & Fornell 1991; Zeithaml et al. 1996]. Hence, customers make purchases 

out of a sense of satisfaction (conscious judgment) rather than via the unconscious mind (inertia). The effect of 

inertia on continuance intention may therefore be decreased by satisfaction. Thus, this study proposes the following 

hypothesis: 

H6: Satisfaction negatively moderates the relationship between inertia and continuance intention toward an SNS. 

3.7. The Moderating Role of Perceived Value 

Holbrook [1994] proposed that an individual’s perception of value is “the fundamental basis for all marketing 

activity.” (p. 22) Sirdeshmukh et al. [2002] indicated that an individual’s perceived value is a superordinate goal, 

and behavioral intention is a subordinate goal. A superordinate goal is likely to regulate subordinate goals. Thus, 

people may use an SNS based on their conscious perception of value, rather than via the unconscious mind (inertia). 

Consequently, perceived value is expected to decrease the effect of inertia on continuance intention. Hence, this 

study proposes the following hypothesis:  

H7: Perceived value negatively moderates the relationship between inertia and continuance intention toward an SNS. 

 

4. Research Methodology 

Drawing from the studies of Chin et al. [1997] and Salisbury et al. [2002], this research is conducted in three 

phases: (1) the initial item development phase; (2) the instrument testing, refinement, and data collection phase; and 

(3) the model testing and confirmation phase. 
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4.1. Initial Item Development 

Following Polites & Karahanna [2012], habit is goal-directed and intentional in nature, and intentionality is 

captured by wording each item in terms of a specific system usage, such as SNS usage, to perform a specific task, 

for example, a social-related task, as opposed to being captured via separate items [Verplanken & Orbell 2003]. 

Therefore, intentionality is not measured individually in this study. Overall, following Jarvis et al.’s [2003] 

judgement rules for determining whether a construct is formative or reflective, habit is constructed as a formative 

second-order construct which consists of three first-order dimensions: awareness, mental efficiency, and 

controllability. 

Similar to Polites [2009], this study measures habit formatively as a multidimensional psychological construct. 

The rationale for operationalizing habit as a formative second-order construct is threefold [Petter & Straub 2007]. 

First, according to the conceptual definition of habit, awareness, mental efficiency, and controllability should be 

regarded as habit forming rather than the other way around. Second, awareness, mental efficiency, and 

controllability are clearly unique, distinguishable, and not interchangeable. Third, these three constructs are 

theoretically independent, i.e., they are not highly correlated. For example, in Polites’s [2009] study, the inter-

construct correlations among awareness, mental efficiency, and controllability are 0.55, 0.46, and 0.28, respectively, 

which are not highly correlated. Therefore, habit is operationalized as a formative second-order construct which 

consists of awareness, mental efficiency, and controllability. 

Measurement items (see Appendix A) were adopted from existing literature and were adapted here to the SNS 

context. Items for measuring the three first-order constructs of habit (awareness, mental efficiency, and 

controllability) were slightly modified from Polites & Karahanna [2012]. Items for interpersonal relationships were 

adapted from Jones et al. [2000]. Items for inertia were adapted and modified from Anderson & Srinivasan [2003], 

Kuo et al. [2013], and Ranaweera & Neely [2003]. Items for measuring satisfaction were adapted from 

Bhattacherjee [2001]. Items used to measure perceived value were adapted from Levesque & McDougall [1996], 

Kim et al. [2007], and Sirdeshmukh et al. [2002]. Lastly, items used to measure continuance intention were adapted 

from Bhattacherjee [2001]. All items measure online users’ SNS experiences. The scales have been slightly 

modified to fit the SNS context. Items are measured on a seven-point Likert scale, with anchors from strongly 

disagree (1) to strongly agree (7). Appendix A lists the operational definition, sources, and items of the measures.  

In addition, we also incorporated gender, age, and Facebook tenure into the research model as control variables. 

According to Aladwani [2017], age and gender play an important role in online interactions and information 

technology acceptance, respectively. Venkatesh et al. [2003] also indicated that gender and age have been shown to 

have a significant impact on users’ acceptance of technology. Compared to less experienced users, experienced users 

are abler to grasp, apply, and benefit from what they have learned before from using a given technology [Ko & 

Dennis 2011]. Bolton [1998] indicated that tenure duration can predict customer retention. Therefore, for controlling 

an explanation of the results due to these three variables, we included gender, age, and Facebook tenure as the 

control variables in this study. 

4.2. Instrument Testing, Refinement, and Data Collection 

4.2.1. Instrument Testing and Refinement 

Both a pretest and a pilot test were conducted to validate the instruments. For the pretest, a questionnaire was 

provided to three experts with Facebook experience in order to verify the logical consistency, ease of understanding, 

wording, and appropriateness of the instruments. A pilot test was conducted with 169 users of the target online SNS 

to confirm the measurement properties of the final items. The results indicated that the measurement model fulfills 

the criteria for reliability, convergent validity, and discriminant validity. 

4.2.2. Data Collection 

The research model was tested using data collected from Facebook users in Taiwan. Facebook was chosen as 

the target SNS because it is the third most popular site in the world [Alexa traffic rankings January 2019], with one 

billion members. It is the dominant player in the social network industry, growing daily. In order to target Facebook 

users, a hyperlink leading to the survey website was posted on several Facebook forums on a number of bulletin 

board systems (BBSs), and the relevant information was published on Facebook. The response rate is the percentage 

of the selected users in a sample that provided data for analysis. However, all of the respondents in this study were 

self-selected instead of being invited to participate in the survey. As a result, there is no selected sample (the number 

of people in the sample is not known) and thus, the response rate cannot be calculated. Chiu et al. [2017] also 

indicated that the convenience sampling method does not allow for the computation of a response rate. In addition, 

this survey was conducted in Taiwan and distributed over an approximate six-week period from August 8 to 

September 22, 2016.  

The questionnaire consists of three sections. As Yen & Chang [2015] pointed out, in order to minimize social 

desirability bias, we follow the advice of Podsakoff et al. [2003] to explain the purpose of this study and to ensure 
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participant confidentiality in the first section containing brief instructions, the length of the questionnaire, and 

offering our gratitude for the respondents’ participation. We also assure respondents that there are no right or wrong 

answers and encourage them to answer the questions as honestly as possible. The second section includes 27 

questions that record the subjects’ perceptions of each factor in mixed order of the research model. The third section 

consists of five questions capturing respondents’ demographic information: gender, age, highest educational level 

achieved, current occupation, and tenure using Facebook. The respondents are instructed to answer all the questions 

based on their experience of using Facebook. Twenty randomly selected respondents were contacted via email to 

obtain their contact information in order to mail them the incentive of US$10 in cash. For valid questionnaires, the 

returned questionnaires were initially screened for usability and reliability. The selection criteria were that the 

respondents had to have experience using Facebook, and only completed and valid questionnaires were used for data 

analysis. A total of 489 questionnaires were collected in this web survey. The exclusion of 31 invalid questionnaires 

yielded a total of 458 complete, valid responses for data analysis. Table 1 lists the demographic information of the 

respondents. The basic demographics of our sample are similar to that of real Facebook users, which showed that 

males accounted for 47% of the sample and females for 53% [Aslam 2017]. Moreover, SNS studies also showed a 

similar gender ratio. For example, Shanmugam et al.’s [2016] study of SNSs in Malaysia indicated that 48% of the 

respondents are male and 52% female; Mamonov & Benbunan-Fich’s [2017] research in the United States also 

showed that 43.8% of respondents were male and 56.2% of respondents were female. 

 

Table 1. Demographic Information of Respondents (N = 458) 

Measure Items Freq. Percent Measure Items Freq. Percent 

Gender Male 199 43.4 Gender Female 259 56.6 

Age 

 

<20  

20–24 

25–29 

30–34 

35–39 

40+ 

 20 

62 

82 

101 

86 

107 

4.4 

22.1 

18.8 

23.4 

13.5 

17.9 

Usage 

Frequency  

Less than once/month 

Once/month  

Several times/month 

Once/week 

Several times/week 

Once/day 

Several times/day 

9 

5 

15 

9 

38 

86 

296 

2.0 

1.1 

3.3 

2.0 

8.3 

18.8 

64.6 

Education ~High school 

College 

University  

Graduate school~ 

 77 

 57 

239 

 85 

16.8 

12.4 

52.2 

18.6 

Membership 

(in years) 

Less than 1 Year 

1–2 Years 

2–3 Years 

More than 3 Years 

13 

19 

31 

395 

2.8 

4.1 

6.8 

86.2 

 

Due to the research adopting a convenience sample (i.e., the participants were recruited through messages 

posted on Facebook forums in BBSs and on Facebook rather than by individual invitation), non-response bias 

cannot be examined by comparing respondents and non-respondents. Therefore, this study used wave analysis 

[Roberts et al. 2016] in which the sample was partitioned into quartiles based on the time the survey was completed 

[Boyer & Hult 2005]. The first and last quartile (proxy for non-respondents) were then compared across the 

respondents. We then compared the first quartile versus the last quartile of the respondents’ responses regarding 

principal constructs. We found no significant difference between the early and late respondents on any of the eight 

summated measures in the survey (i.e., awareness (t=-0.845), mental efficiency (t= -1.346), controllability (t=-

0.498), interpersonal relationships (t=-1.610), inertia (t=1.025), perceived value (t=-0.216), satisfaction (t=-0.214), 

and continuance intention (t=-0.291)). Therefore, we concluded that non-response bias was unlikely to have had a 

significant influence on the findings. 

4.3. Model Testing and Confirmation 

Data analysis utilized the two-step approach recommended by Anderson & Gerbing [1988]. The first step 

involves the analysis of the measurement model, while the second step tests the structural relationships among latent 

constructs. The aim of the two-step approach is to establish the reliability and validity of the measures before 

assessing the structural relationship of the model. This study used SmartPLS 2.0 M3 to analyze both the 

measurement model and the structural model. The partial least squares (PLS) method places minimal restrictions on 

measurement scales, sample size, and residual distribution [Chin & Newsted 1999], and it does not impose 

normality requirements on the data. 

4.3.1. Measurement Model 

The adequacy of the measurement model was evaluated on the criteria of reliability, convergent validity, and 

discriminant validity. Reliability was examined using composite reliability values (CR), which should be greater 

than the threshold of 0.7 to be considered adequate [Fornell & Larcker 1981]. Fornell & Larcker [1981] suggested 
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two conditions for assessing convergent validity: (1) all indicator loadings should be significant and exceed 0.7, and 

(2) the average variance extracted (AVE) for each construct should exceed the variance caused by measurement 

errors for that construct (i.e., AVE should exceed 0.5). As shown in Table 2, all items exhibited a loading higher 

than 0.7 on their respective constructs, and all the AVEs ranged from 0.773 to 0.929, thus satisfying both conditions 

for convergent validity. 

 

Table 2. Correlation and the Square Root of the AVE of the Constructs 

Constructs 
Cronbach’s 

Alpha 
Composite 

Reliability 
Mean (STD) AW ME CO IR IN PV SA CI 

Awareness (AW) 0.956 0.968 4.880 (1.368) 0.940        

Mental Efficiency 

(ME) 
0.877 0.925 4.953 (1.198) 0.497 0.896       

Controllability (CO) 0.937 0.960 4.224 (1.488) 0.724 0.414 0.943      

Interpersonal 

Relationships (IR) 
0.943 0.956 5.873 (1.079) 0.410 0.389 0.266 0.902     

Inertia (IN) 0.877 0.924 5.028 (1.309) 0.684 0.345 0.610 0.395 0.896    

Perceived Value 

(PV) 
0.930 0.956 5.167 (1.040) 0.548 0.425 0.488 0.419 0.663 0.937   

Satisfaction (SA) 0.952 0.969 5.088 (1.127) 0.522 0.449 0.505 0.440 0.623 0.771 0.956  

Continuance 

Intention (CI) 
0.962 0.975 5.631 (1.094) 0.533 0.451 0.425 0.543 0.646 0.730 0.743 0.964 

 

Next, this study assessed discriminant validity by examining the cross-loadings, the correlations among all 

constructs, and the square root of the AVEs. First, this study used the cross-loading method proposed by Chin 

[1998a, p. 321]. The loading of each measurement item on its assigned latent variable is larger than its loading on 

any other construct [Chin 1998b]. Second, the correlations among all constructs are all well below 0.85. Following 

Kline [1998], this suggests that all constructs are distinct from one another. Third, the square root of the AVE is 

higher than the correlations among the constructs. This also demonstrates discriminant validity [Fornell & Larcker 

1981]. Table 3 shows that the loading of each measurement item on its assigned latent variable is larger than its 

loading on any other construct, and the cross-loading differences are larger than the threshold of 0.1 [Gefen and 

Straub 2005]. In addition, as shown in Table 2, the correlations among the constructs are well below the 0.85 

threshold. Finally, all the AVE square roots are larger than the construct intercorrelations (see Table 2), 

demonstrating sufficient discriminant validity. 

The use of self-reported data introduces the potential for common method bias in this study. To assess the risk 

of common method bias, this study performed statistical analyses recommended by Harman [1976], Liang et al. 

[2007], and Pavlou et al. [2007]. First, we performed Harman’s one-factor test. All the variables were entered into 

an exploratory factor analysis using unrotated principal components factor analysis, forcing us to extract one factor. 

The merged factor accounted for 49% and less than 50% of the variance. Second, following Liang et al.’s approach, 

this study constructed a PLS model with a common method factor linked to all the principal constructs’ indicators. 

The results showed that 25 of 27 method factor loadings were not significant, and all of the substantive variances 

were substantially greater than their method variances. However, both of these approaches are limited and have their 

critics. We thus followed the guidelines by Pavlou et al. [2007] to conclude that common method bias is highly 

unlikely, because all of our latent construct correlations were below 0.8 and most were moderate to low. Since 

common method bias is indicated by extremely high correlations (r > 0.90) [Bagozzi et al. 1991], common method 

bias should not be a serious concern for this study. Furthermore, variance inflation factors (VIF) were used to assess 

the degree of multi-collinearity. This study conducted a regression analysis by modeling continuance intention as the 

dependent variable and the other eight variables as independent variables. The VIFs ranged from 1.393 to 2.919, 

which is well below the suggested threshold of 3 to 5 [Hair et al. 2009]. Therefore, we did not find a significant 

multicollinearity problem in this study. 
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Table 3. Loadings and Cross-Loadings 
  AW ME CO IR IN PV SA CI 

AW1 0.930 0.451 0.675 0.376 0.652 0.534 0.485 0.506 

AW2 0.950 0.470 0.659 0.374 0.631 0.518 0.499 0.507 

AW3 0.945 0.451 0.713 0.373 0.658 0.491 0.478 0.486 

AW4 0.936 0.495 0.675 0.421 0.630 0.518 0.502 0.506 

ME1 0.452 0.875 0.342 0.356 0.301 0.374 0.387 0.406 

ME2 0.477 0.928 0.419 0.356 0.334 0.406 0.421 0.432 

ME3 0.403 0.884 0.348 0.335 0.291 0.362 0.398 0.372 

CO1 0.673 0.371 0.913 0.244 0.529 0.420 0.433 0.370 

CO2 0.681 0.392 0.960 0.256 0.590 0.474 0.479 0.414 

CO3 0.692 0.408 0.954 0.251 0.604 0.484 0.516 0.416 

IR1 0.420 0.360 0.285 0.915 0.401 0.380 0.417 0.491 

IR2 0.365 0.357 0.238 0.902 0.341 0.379 0.392 0.505 

IR3 0.335 0.361 0.237 0.890 0.342 0.376 0.379 0.490 

IR4 0.391 0.347 0.239 0.900 0.351 0.383 0.405 0.477 

IR5 0.330 0.330 0.190 0.901 0.341 0.372 0.389 0.488 

IN1 0.510 0.263 0.414 0.344 0.861 0.533 0.461 0.543 

IN2 0.627 0.297 0.586 0.317 0.926 0.600 0.581 0.600 

IN3 0.684 0.359 0.618 0.400 0.899 0.639 0.618 0.590 

PV1 0.501 0.370 0.453 0.372 0.603 0.925 0.718 0.648 

PV2 0.521 0.417 0.441 0.418 0.616 0.945 0.710 0.697 

PV3 0.517 0.407 0.477 0.388 0.643 0.941 0.739 0.705 

SA1 0.498 0.420 0.482 0.411 0.602 0.743 0.952 0.705 

SA2 0.480 0.442 0.457 0.418 0.582 0.725 0.954 0.700 

SA3 0.519 0.425 0.509 0.432 0.602 0.742 0.960 0.724 

CI1 0.499 0.441 0.407 0.514 0.617 0.711 0.723 0.963 

CI2 0.524 0.434 0.415 0.543 0.620 0.701 0.703 0.965 

CI3 0.519 0.428 0.408 0.515 0.631 0.699 0.723 0.964 

 

4.3.2. Structural Model 

After confirming the measurement model, the next step in the two-step approach was to validate the structural 

model [Anderson & Gerbing 1988]. Specifically, we used SmartPLS 2.0 [Ringle et al. 2005] with 500 bootstrap runs 

to test the structural model and the significance levels of the paths. As Figure 2 shows, all paths exhibited a p-value 

of less than 0.05, except for the moderating effect of satisfaction. Overall, the research model explains 65.4% of the 

variance of continuance intention. 

 

First-order Construct

Second-order Construct

Continuance 

intention
Inertia

Satisfaction

Habit

Interpersonal 

relationships

Awareness Controllability
Mental 

efficiency

Perceived value

R2=0.654R2=0.485

Gender

Age

Tenure

0.382***

0.285***

-0.120*

-0.009

0.194***

0.631***

0.132**

0.378***
0.546*** 0.239***

0.008

0.020

-0.022

*   p < 0.05

**  p < 0.01

*** p < 0.001
 

 Figure 2. Result of the Research Model 

 

4.3.3. Moderating Effect 

With regard to the interactive effect of inertia and perceived value, its effect on continuance intention was 

negative and significant at the p<0.05 level. To further examine this interaction effect, a slope analysis diagram was 

plotted. As shown in Fig. 3, inertia and perceived value were substitutable, and continuance intention was at its 
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highest level when both inertia and perceived value were high. Conversely, continuance intention was at its lowest 

level when both inertia and perceived value were low. However, moderate to high levels of continuance intention 

were observed when either inertia or perceived value was high. It is also interesting to note that only minor 

differences were associated with the presence of inertia or perceived value versus both inertia and perceived value. 

This implies that inertia or perceived value can significantly boost continuance intention, and that perceived value, 

as a moderator, may be of minimal benefit. 

 

 
Figure 3. Interaction Effect Analysis 

 

4.3.4. Mediating Effect 

Following Vance et al.’s [2015] method, we used bootstrapping to construct confidence intervals (CIs) of the 

mediation effects of inertia. Compared with Baron & Kenny’s [1986] method and the Sobel [1982] method, testing 

the mediation effect through bootstrapping enables more accurate and powerful statistical computing power [Shrout 

& Bolger 2002]. We bootstrapped the effects of habit and interpersonal relationships on inertia with 5,000 resamples 

and did the same for the effect of inertia on continuance intention. In this study, by obtaining 5,000 resamples and 

specifying a 95% CI, Table 4 reports the 95 percent CIs for the results, as well as whether zero was obtained in the 

CI, indicating mediation, and whether full or partial mediation was observed. According to Shrout & Bolger [2002], 

if ab is nonzero and c’ is zero, this result indicates full mediation. If both ab and c’ are nonzero, then this result is 

evidence of partial mediation. The results show that the effects of habit and interpersonal relationships on 

continuance intention were partially mediated by inertia. 

 

Table 4. Bootstrapped CI Tests for Full and Partial Mediation 

Variable 

Mediation Test (ab) Full/Partial Mediation Test (c’) 
Type of 

mediation 
95% 

LL 
95%UL 

Zero 

included? 

95% 

LL 
95%UL 

Zero 

included? 

Habit 0.377 0.509 No 0.250 0.424 No Partial 

Interpersonal 

Relationships 
0.186 0.324 No 0.148 0.254 No Partial 

 

5. Discussion and Implications 

In this study, we examined the conscious (i.e., interpersonal relationships) and unconscious (i.e., habit) 

antecedents and consequences (continuance intention) of an individual’s inertia toward SNSs. Furthermore, this 

study examined the moderating role of satisfaction and perceived value. Our results provide support for most of the 

hypothesized relationships in the theoretical model. 

As shown in Figure 2, both habit (H1) and interpersonal relationships (H2) were found to increase individuals’ 

inertia. With the exception of the relationship between inertia and continuance intention (H3), the direct effects from 

satisfaction to continuance intention (H4) and from perceived value to continuance intention (H5), as well as the 

moderating effect of perceived value (H7), were supported. However, the impact of satisfaction on the relationship 

between inertia and continuance (H6) was not supported. 

5.1. Summary of the Results 

As predicted, both habit and interpersonal relationships have a positive effect on inertia. First, this finding is 

consistent with prior studies examining the relationship between habit and inertia [e.g., Polites & Karahanna 2012]. 
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According to Samuelson & Zeckhauser [1988], habits are associated with inertia not only because habits enable 

people to unconsciously comply with the status quo, but also because they can save decision costs. Thus, in this 

study, people use their existing SNS because they view the habit as beneficial and able to reduce the costs of 

decision making. Second, as hypothesized, interpersonal relationships positively impact inertia. In other words, 

people continue to use the incumbent SNS because they do not want to relinquish the relationship-specific 

investment. 

For the antecedents of inertia, the results indicate that unconscious and conscious factors both affect 

individuals’ inertia regarding SNS usage. However, habit (β = 0.631, p < 0.001) is largely more important than 

interpersonal relationships (β = 0.132, p < 0.01) in relation to the shaping of individuals’ inertia. Polites & 

Karahanna [2012] also indicated that inertia has both conscious and unconscious origins. Therefore, an inert 

individual may be a habitual user of the incumbent SNS. However, while the use of an incumbent SNS may be 

automatically triggered by habit, when the individual perceives the time and effort required to switch to another SNS 

as high, the individual will be even more likely to stay with the status quo, resulting in even greater levels of inertia. 

As hypothesized, individuals’ inertia (β = 0.194, p < 0.001) toward an SNS increases continuance intention. 

This is consistent with Rumelt’s [1995] description of inertia as “the strong persistence of existing form and 

function.” (p. 2) Therefore, although inert users perceive the presence of superior alternatives, they may be resistant 

to or simply disinterested in changing their ways [Barnes et al. 2004; Ergün et al. 1999; Rumelt 1995]. In other 

words, inert users will continue to use their current SNS.  

Consistent with prior studies [e.g., Kim et al. 2013; Lu & Hsiao 2010; Choi et al. 2004; Kuo et al. 2009] that 

examined the impacts of satisfaction and perceived value on continuance intention, our findings indicate that 

satisfaction and perceived value both have a positive effect on continuance intention. The result implies that it is not 

only the positive evaluations of SNS usage experiences (i.e., satisfaction) but also the result of mentally weighing 

the perceived benefits against the sacrifices that are essential contributors to continuance intention. Our findings also 

confirm that both cognitive (i.e., perceived value) and affective (i.e., satisfaction) responses have an impact on 

behavioral intention. 

Inertia, satisfaction, and perceived value were found to directly and positively influence continuance intention. 

The total effects of the constructs on continuance intention can be ranked as follows: satisfaction (β = 0.382, p < 

0.001), perceived value (β = 0.285, p < 0.001), and inertia (β = 0.194, p < 0.001). According to Bhattacherjee [2001], 

satisfaction is an emotional response resulting from a cognitive evaluation process, and perceived value is the result 

of a cognitive comparison process [Eggert & Ulaga 2002]. Therefore, our result indicates that the cognitive 

evaluation or comparison process regarding SNS usage (i.e., satisfaction and perceived value) is more important 

than the unconscious process (i.e., inertia).  

As predicted, perceived value decreases the impact of inertia on continuance intention (β = -0.120, p < 0.05). 

However, we were surprised to find that satisfaction does not significantly affect continuance intention. Therefore, 

an additional PLS analysis was performed, which indicated that the path coefficient of satisfaction increased from -

0.009 (not significant) to -0.094 (t=2.623, p<0.01) when perceived value was removed. The result shows that the 

moderating effect of satisfaction is diminished when perceived value is taken into account. 

Further, to examine the effect of inertia on continuance intention, we also removed satisfaction and perceived 

value and performed an additional PLS analysis. The result indicated that the path coefficient of inertia has 

increased substantially from 0.194 (p<0.001) to 0.646 (p<0.001) when satisfaction and perceived value were 

excluded from the research model. The result shows that satisfaction and perceived value would dilute the effect of 

inertia on continuance intention. 

Finally, consistent with prior studies [e.g., Chiu & Huang 2015; Kim et al. 2017], we found that gender, age, 

and Facebook tenure did not significantly influence SNS continuance intention. We concluded that, based on the 

PLS analysis using 500 bootstraps, the analytical statistics indicated that gender, age, and Facebook tenure did not 

have bias toward the current results. 

5.2. Contributions to Research and Theory 

Based on status quo bias theory, we proposed a research model to examine the antecedents and consequences of 

an individual’s inertia toward the usage of the incumbent SNS. Our findings reveal several points that are worthy of 

consideration in theory development. First, we examined an individual’s SNS continuance intention from the 

perspective of status quo bias. SNS usage continuance intention has been examined from many different theoretical 

perspectives, such as media system dependency theory and uses and gratification theory [Chiu & Huang 2015], 

network externalities and social identity theory [Chiu et al. 2013], and social penetration theory [Huang 2016]. Less 

focus has been placed on the perspective of status quo bias. Therefore, this study contributes to the theoretical 

development of SNS continuance intention based on status quo bias theory. 
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Second, most discussions on individual-level inertia are found in consumer behavior literature [e.g., Kuo et al. 

2013; Ranaweera & Neely 2003; Lin et al. 2015; White & Yanamandram 2004]. There is very little empirical 

research examining how inertia toward the current SNS may positively affect continuance intention. Our study fills 

this gap.  

Third, when examining why an individual remains with the status quo even in the presence of better alternatives 

(i.e., inertia), past studies have primarily focused on the conscious sources of such behavior [e.g., Kim & 

Kankanhalli 2009; Ye et al. 2006]. However, Polites & Karahanna [2012] indicated that inertia can have both 

conscious and unconscious sources. Therefore, to better understand individuals’ inertia regarding SNS usage, 

conscious (i.e., interpersonal relationships) and unconscious (i.e., habit) antecedents were included in our research 

model. 

Fourth, the simultaneous consideration of inertia, satisfaction, and perceived value reveals that both conscious 

(i.e., satisfaction and perceived value) and unconscious (i.e., inertia) factors have a positive effect on continuance 

intention. However, the path coefficients of the conscious factors (0.382 and 0.285) are greater than those of the 

unconscious factors (0.194). This result highlights the importance of the conscious evaluation process in 

continuance intention. Therefore, individuals who continue to use the incumbent SNS may rely primarily on the 

result of evaluated and compared processing regarding SNS usage. 

Fifth, contrary to our expectations, satisfaction does not significantly moderate the relationship between inertia 

and continuance intention. Only when perceived value is removed does the moderating effect of satisfaction become 

significant. In other words, in the SNS context, the cognitive comparison process (i.e., perceived value) decreases 

the effect of unconscious inertia on behavioral intention. However, even without taking the cognitive comparison 

process into consideration, the affective response caused by the evaluation process (i.e., satisfaction) is also found to 

reduce the effect of inertia on intention. Consequently, in comparison to the affective conscious process, the 

cognitive conscious process dominates the effect of the unconscious process on behavioral intention. 

As our additional PLS analysis of removing satisfaction and perceived value, inertia has a strong effect (β = 

0.646, p < 0.001) toward continuance intention. It is clear that an individual likely continues to use their current SNS 

because they do not want to change the status quo. In other words, the unconscious mind would dominate the 

behavior. However, when cognitive evaluation variables (e.g., satisfaction and perceived value) are taken into 

consideration, the importance of the influence of the unconscious mind on behavioral intention would be decreased. 

Therefore, this study emphasizes the priority of cognitive evaluation when individuals continued to use an SNS.  

Finally, although satisfaction and perceived value are often seen in examining an individual’s behavioral 

intention or loyalty [e.g., Yen 2013; Yang & Peterson 2004; Xu et al. 2015; Kim et al. 2013; Hsu et al. 2015; Kuo et 

al. 2009; Choi et al. 2004; Lu & Hsiao 2010], these prior studies generally investigated the direct and positive effect 

of satisfaction and perceived value on behavioral intention or loyalty; fewer studies have focused on the moderating 

role of satisfaction and perceived value. In this study, we not only examined the direct effect of satisfaction and 

perceived value on continuance intention, but also incorporated the moderating role of satisfaction and perceived 

value between inertia and continuance intention in the SNS context. Further, this study highlights the inhibiting 

effect of cognitive-related factors, i.e., satisfaction and perceived value, to the unconscious factor, i.e., inertia. 

5.3. Contributions and Implications for Practice 

Examining the role of inertia and its sources in the SNS context has practical implications for SNS providers 

desiring to increase inertia by (1) encouraging habit formation and cultivation, and (2) increasing the perceived 

barriers to switching, for instance, an individual’s largely relationship-specific investment with their current SNS. 

To encourage individuals’ habit formation and to increase perceived switching barriers, SNS managers can offer 

more convenient and compatible tools or applications for their members. Today, SNS usage has become an 

indispensable part of our lives. The wide diversity of functions or applications can make everyday life easier and 

more enjoyable.  

First, SNSs managers can develop useful functions that allow members who, for example, love to dine out 

spontaneously with friends to quickly and easily choose a local restaurant based on independent reviews and the 

restaurant’s menu and available times. Second, SNSs can develop functions related to traffic and navigation. By 

using such functions, members can share real-time traffic and road information with their social networks to save 

time and fuel, improving the daily commute for all. Third, we recommend creating functions that ensure members 

have time for their families by allowing them to manage their family members’ schedules, appointments, and 

activities. Fourth, we recommend creating functions that facilitate the management of daily chores. Using the 

functions, members can keep track of all their daily tasks and receive notifications on what they should be doing and 

when. 

Satisfaction and perceived value are also important in shaping members’ continuance intention. SNS managers 

can increase member satisfaction by making the interface more attractive and intuitive. For example, SNSs can offer 
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more novel or fun animated stickers, smileys, emojis, and emoticons to intensify the positive experience of SNS 

usage. To increase the perceived value, we recommend that SNSs develop applications that bring flights, hotels, and 

car rental services together. This useful feature increases the value perceived by SNS members who see the SNS as 

taking the stress out of finding the best prices when booking holiday and business trips. 

5.4. Limitations 

Despite efforts to conduct this study in a careful manner, this research is still subject to several limitations. First, 

the generalizability of the results for other SNSs should be examined further since our survey respondents were 

limited to Facebook users. Second, this study adopted an Internet survey, and the respondents were active users. 

Thus, our results may be affected by self-selection bias. Third, since this study is cross-sectional, the analytical 

results for the relationships among the constructs must be viewed as tentative. Fourth, the homogeneity of the 

sample may limit the generalizability to the general population. Although we are confident that the sample in this 

study represents a reasonable Facebook user demographic, additional research could target a more heterogeneous 

sample to overcome this limitation. 

 

6. Conclusion 

To better understand continuance intention toward the usage of the incumbent SNS, this study examined the 

antecedents and consequences of inertia from the perspective of status quo bias. Further, this study constructed habit 

and interpersonal relationships as the unconscious and conscious antecedents of inertia, respectively. Data collected 

from 458 Facebook users demonstrate the importance of both unconscious (i.e., habit) and conscious (i.e., 

interpersonal relationships) antecedents in increasing inertia. For continuance intention, although conscious (i.e., 

satisfaction and perceived value) and unconscious (i.e., inertia) sources have a positive effect on repetitive behavior, 

conscious factors play a more important role in contributing to continuance intention. Interestingly, we found that 

satisfaction did not significantly weaken the relationship between inertia and continuance intention. Additional 

analysis revealed that when the affect and cognition antecedents are considered simultaneously, the moderating role 

of affect is diluted by the cognitive component. Due to the rapid diffusion of mobile devices and the vast penetration 

of wireless Internet services, SNSs show a special affinity for mobile devices [Cheng et al. 2014]. People engaging 

in social interactions on SNSs via mobile applications is now a popular communication style because it enables 

people to instantly record and share social events through interpersonal network ties. Therefore, future research 

needs to consider whether the influence of the used device would act to enhance or hinder the unconscious and 

conscious antecedents of inertia. Overall, we believe that the model proposed in this study is not conceptually 

limited to SNSs, but should also be applicable to other online services. We hope the model proposed in this study 

can provide a useful foundation for future work in this important area. 
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Appendix A. Items and Scales 

 

Pretest and Pilot Test 

The measurement of this study was reviewed by two authors before conducting a pretest and pilot test. The 

purpose of the pretest was to verify the logical consistency, ease of understanding, wording, and appropriateness of 

the instruments. Subjects of the pretests included two graduate students and one faculty member who were familiar 

with Facebook in Taiwan. These three experts had prior Facebook experience. The experts were able to raise 

questions about the instruments at any time since the pretest was conducted in an open-ended format. Throughout 

the pretest process, the three experts suggested that the phrasing of certain items could be revised. The wording of 

the items was slightly revised after adopting the experts’ suggestions.  

      Following the pretest, a pilot test was conducted of which the samples were real Facebook membership. A pilot 

test was conducted with 196 Facebook memberships. A total of 29 items were received for reliability and factor 

analysis. The results show that Cronbach’s alphas were all above 0.85, which indicates that the measurements were 

quite consistent with the constructs to be measured. The results of the factor analysis show that the first item of the 

inertia could not be discriminated from the other items of the same construct, and the factor loading of the fourth 

item of perceived value was below 0.7. Therefore, the items were removed from further analysis. Twenty-seven 

questionnaires remained in the measurements. The results indicated that the measurement model fulfills the criteria 

for reliability, convergent validity, and discriminant validity.  

 

Construct Operational Definition, Instructions, and Items 
Seven-Point 

Likert Scale 

Awareness 

[Polites & 

Karahanna 2012] 

Individuals who use the SNS without utilizing conscious awareness. 

Rate the extent to which you agree with the following statements: 

1. Whenever I need to establish or maintain a relationship with others, I choose to 

use Facebook without even being aware of having made the choice. 

Strongly 

disagree–

Strongly 

agree 

2. Whenever I need to establish or maintain a relationship with others, I 

unconsciously start using Facebook. 

3. Choosing Facebook when I want to establish or maintain a relationship with 

others is something I do without being aware of it. 

4. Choosing Facebook to establish or maintain a relationship with others is 

something I do unconsciously. 

Mental 

Efficiency 

[Polites & 

Karahanna 2012] 

Individuals who use the SNS to save mental effort. 

Rate the extent to which you agree with the following statements: 

5. I do not need to devote a lot of mental effort to deciding whether I will use 

Facebook to establish or maintain a relationship with others. Strongly 

disagree–

Strongly 

agree 

6. Selecting Facebook to establish or maintain a relationship with others does not 

involve much thinking. 

7. Choosing Facebook to establish or maintain a relationship with others requires 

little mental energy. 

Controllability 

[Polites & 

Karahanna 2012] 

Individuals who use the SNS are controllable to a limited extent. 

Rate the extent to which you agree with the following statements: 

8. I [would] find it difficult to overcome my tendency to use Facebook to establish 

or maintain a relationship with others. Strongly 

disagree–

Strongly 

agree 

9. It is [would be] difficult to control my tendency to use Facebook to establish or 

maintain a relationship with others. 

10. It is [would be] difficult to restrain my urge to use Facebook to establish or 

maintain a relationship with others. 

Interpersonal 

Relationships 

[Jones et al. 2000] 

The personal bonds that develop between individuals and their friends on the SNS. 

Rate the extent to which you agree with the following statements: 

11. I feel like there is a “bond” between at least one friend on Facebook and 

myself. 

Strongly 

disagree–

Strongly agree 

12. I have developed a personal friendship with at least one friend on Facebook. 

13. I have somewhat of a personal relationship with at least one friend on 

Facebook. 

14. I am friends with at least one friend on Facebook. 

15. At least one friend on Facebook is familiar with me, personally. 
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Inertia 

[Anderson & 

Srinivasan 2003; 

Kuo et al. 2013; 

Ranaweera & 

Neely 2003] 

The individuals’ continued use of the SNS is undertaken passively and without much thought. 

Rate the extent to which you agree with the following statements: 

16. Unless I became very dissatisfied with Facebook, changing to a new SNS 

would be a bother. 
Strongly 

disagree–

Strongly agree 
17. I would find it difficult to stop using Facebook. 

18. I find it habitual to interact with others from Facebook. 

Satisfaction 

[Bhattacherjee 

2001] 

The individual’s contentment with his or her prior SNS usage experience 

Rate the extent to which you agree with the following statements: 

19. Overall, using Facebook makes me feel pleased. Strongly 

disagree–

Strongly agree 

20. Overall, using Facebook makes me feel content. 

21. Overall, using Facebook makes me feel delighted. 

Perceived Value 

[Levesque & 

McDougall 1996; 

Kim et al. 2007; 

Sirdeshmukh et al. 

2002] 

The individuals’ overall evaluation of the utility of using the SNS 

Rate the extent to which you agree with the following statements: 

22. Compared to alternative SNSs, Facebook offers attractive service costs. 
Strongly 

disagree–

Strongly agree 

23. Compared to alternative SNSs, Facebook charges me fairly for similar services. 

24. Compared to alternative SNSs, Facebook provides more free services. 

Continuance 

Intention 

[Bhattacherjee, 

2001] 

The individual’s willingness to revisit the SNS 

Rate the extent to which you agree with the following statements: 

25. If I could, I would like to continue using Facebook in the future.  Strongly 

disagree–

Strongly agree 

26. It is likely that I will continue using Facebook in the future.  

27. I plan to continue using Facebook in the future. 

 


