Effects of social networking users’ privacy concerns and trust on society categories—Facebook
as a study example
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ABSTRACT
In recent years, Facebook has become the most popular social networking website, and people can establish all kinds of societies on
Facebook. This study is motivated by the factors through which these virtual societies are formed and whether the societies are
constrained by the concerns of Internet privacy and trust. Hence, this research investigated the elements that influence individuals
joining social networking societies according to the theory of reasoned action combined with Cialdini’s influence model. We also
studied if social identity qualifies as a factor in joining social networking websites based on social identity theory serving as motivation
to comply. Online questionnaires are used in this research. Society members of all kinds on Facebook were invited to participate; a
total of 502 effective questionnaires were collected. An analysis of variance and structural equation modeling yields the following
results. First, commitment/ consistency, fondness, and scarcity possess remarkable impacts on the categories of joining societies
among the six major principles of Cialdini’s influence model. Second of all, social identity also reveals great effects regarding the
chosen society categories. Thirdly, trust and privacy make no obvious influence on users’ preference for society categories, which is
not completely consistent with previous studies. At last, privacy shows the mediating effect among personal factors, social identity,
and society categories.
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