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This research presents a theoretical framework of Facebook adoption and usage in the Arab world.
Previous studies investigated the cultural impact factors on social networking web sites in western
societies. However, there is a lack of studies that examine the influence of Arab cultural values on why
and how Arab people engage in Facebook activities. The proposed model contributes to the intellectual
effects for fostering a better understanding of the cultural diversity in the digital world. This study is
offered as a prelude to further research to deepen the understanding of the e-social relationship between
internet and the Arab people.
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Introduction

In the past few years, Facebook has risen to become the top social networking site with over 40 languages
(www.allfacebook.com). At the beginning of 2011, Facebook occupied the second most popular site in
the world, after Google, and the first social networking site (www.alexa.com), with over 596.4 million
active users (www.facebook.com). About 70% of Facebook users are outside the United States. More
than half of Facebook users are outside of college, and the fastest growing demographic are those 25
years old and older. With the availability of the Arabic version in 2009, Facebook has become the most
popular social networking site, with rapid growth in the Arab world. According to “social bakers” site, the
heart of Facebook statistics, twenty of the twenty two Arab countries are currently involved in the
Facebook society (www.socialbakers.com/facebook-statistics/comoros). In particular, by October, 2011,
twenty of the twenty two Arab countries are involved in the Facebook society with more than 33.07
million Arab users (www.socialbakers.com).

A notable difference between the West and Arab world (See Table 1) is that, while more than 50% of
the western Facebook users are female (e.g. United State, United Kingdom, Canada, Australia,
Netherlands, Sweden, Denmark, Norway, Spain, Ireland), on the average, only about 36% of Arabic
Facebook members are female. Furthermore, there is another significant demographic difference between
the Arab world and the West regarding the age groups of Facebook users. The majority of Facebook users
in the Arab world are mostly students in the range between 13 to 24 years old (55%), and. Facebook users
in the West for the same age group represents only about 36%, and the majority of them lies in range
between 25 to 60 years old and older, and mostly are outside of college (www.socialbakers.com/
facebook-statistics).
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Table 1. The Demographic Differences between Arab and Western Facebook Users.

Nations Female % 13-24 Age Group

%
Arab World 36 55
United States 55 34
United Kingdom 52 36
Canada 54 33
Sweden 51 36
Australia 54 36
Netherlands 52 34
Denmark 51 34
Norway 50 34
Spain 51 27
Ireland 53 37

A number of researchers (e.g. Lewis and George, 2008; Veltri and Elgarah, 2009; Cardon et al.,
2009; Posey et al., 2010) who study the social networking sites agreed that understanding the national
culture is paramount to realize the diffusion and usage of social networking sites. Far less attention has
been paid to study the impact of national culture on motivations, attitudes, usage, and continuity of
Facebook membership value integrated into one comprehensive model. Furthermore, most of prior
research has studied cultural impact on social networking sites in Western societies and some societies in
the East. No previous study has investigated, in particular, the role of Arab cultural values on why and
how Arab people engage in social networking sites.

Literature Review

Research frequently refers to national culture as a profound influential determinant that greatly affects the
adoption of a technology (Straub et al., 1997; Kovacic, 2005; Sundqvist et al., 2005; Erumban and de
Jong, 2006; Anandarajan et al., 2003; Gong et al., 2007; Calantone et al., 2006; Park et al., 2007; Srite
and Karahanna, 2006; Myers and Tan, 2002; Veiga et al., 2001; Robichaux and Cooper 1998; Schepers
and Wetzels, 2007). Loch et al., (2003) suggested that if cultural beliefs and attitudes toward Internet
were better understood, then the Internet itself might be better adapted to the behavioral patterns of the
adopting nation.

Researchers have developed a number of frameworks to classify the cultures of the world in order to
understand its impact on the life and behaviors of nations, organizations, and individuals. IT researchers
have frequently referenced the cultural dimensions developed by Geert Hofstede, the most influential
researcher on cultural values (Straub et al., 1997; Kovacic, 2005; Sundqvist et al., 2005; Erumban and de
Jong, 2006; Anandarajan et al., 2003; Gong et al., 2007; Calantone et al., 2006; Park et al., 2007; Srite
and Karahanna, 2006; Myers and Tan, 2002; Veiga et al., 2001; Robichaux and Cooper 1998; Schepers
and Wetzels, 2007). Recently, Hofstede et al. (2008) added the sixth cultural dimension, called
Indulgence versus Restraint, focusing on happiness and life control. These dimensions did not yet validate
empirically in the field of IT adoption and usage. Furthermore, most of the previous research (e.g.
Marshall et al., 2008; Lewis and George, 2008; Dotan, 2010; Veltri and Elgarah, 2009; Cardon et al.,
2009; Posey et al., 2010) has frequently referenced the cultural dimensions of Hofstede to discuss the
impact of national culture on deferent issues of SNSs.

According to Hofstede’s (1980) typology, the Arab countries were classified as having high power
distance, high uncertainty avoidance, low individualism, and high masculinity. Such a society may not be
ideal for ICT adoption and usage (Straub et al., 1997; Loch et al., 2003; Bagchi et al., 2004; Kovacic,
2005; Erumban and de Jong, 2006; Gong and al., 2007; Straub et al., 2001; Akour et al., 2006). Straub et
al. (2001) investigated the impact of cultural values on the adoption of new technology in the Arab world.
He revealed that Arab cultural beliefs are very strong predictors of resistance to information technology
transfer. Loch et al. (2003) investigated the diffusion of the Internet in the Arab world and the role of
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social norms and technological culturation. The vast majority of respondents had expressed significant
reservations against Internet acceptance. Fifty eight percent disagreed that computers were well-accepted
in Arab society and forty percent disagreed that that the Internet would have a positive impact on the Arab
family and community ties. Akour et al., (2006) concluded that the Jordanians have a negative attitude
toward the social impacts of the Internet. The Jordanians did not want it to replace their traditions, values,
and customs of interactions and caring.

Except for two studies (Veltri and Elgarah, 2009; Cardon et al., 2009), most researches were limited
to studying the relationship between cultural values and SNSs in Western societies, especially the USA,
and some societies in the East, excluding the impact of Arabic culture in this area. Veltri and Elgarah
(2009) examined how national cultural differences impact the adoption of social networking sites in
comparison between Morocco and the USA. Cardon et al. (2009) discussed the differences in usage of
social networking sites between ten countries, including Egypt.

The Proposed Model of Research

The research model (Figure 1) proposes that the cultural values have a direct impact on motivations,
including self-presentation, social interaction, and curiosity. At the same time this study supposes a direct
impact of cultural values on members' attitudes toward social networking sites, consisting of trust,
credibility, and strength of ties. Furthermore, the study proposes that the three mentioned attitudes are
interrelated, complemented, and prerequisites to each other. Credibility can be seen in many ways as the
mirror of trust. And strength of ties can be seen as the mirror of both. In other words, if trust is satisfied,
the members of social networking sites will feel in control because they do not fear the risks, which will
support the credibility and lead to tightly knit social relations. Therefore, the model of study included
these three attitudes in one construct. Based on the previous studies, the model also proposes a direct
impact of motivations on Facebook usage, and continuity of membership value. Similarly, the model also
posits a direct impact of attitudes on Facebook usage and continuity of membership value.
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Figurel. The Research model of cultural impact on Engaging in Social Networking Sites.

Below each dimension of cultural values, motivations, attitudes, continuity of membership value,
and patterns of Facebook usage are discussed in more details.
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Motivations

Joining social networking sites is mostly selective and motivated by self-awareness of the individual’s
own needs and the particular types of media that give a certain advantage above other already known
alternatives to satisfy those needs. Healy (1996) declared that, the Internet provides a kind of middle
landscape for users because individuals can satisfy their needs for both separation and connectedness. A
number of previous studies (e.g. Boyd and Ellison, 2007; Dwyer et al., 2007; Stefanone and Jang, 2007)
suggested that the main motivations to use online social networking sites are interpersonal and social in
nature. In the same direction, self-expression and socialization have been repeatedly identified as
important motivations of blogging (Trammell et al. 2006; Tan and Teo, 2009).

The literature provides a sufficient fundamental explanation for the categories of motivations and
needs to join social networking sites like self-representation, social communication, and curiosity (e.g.
Bilandzic et al., 2009; Kobler et al., 2010; Stets and Burke 2000; Tan and Teo, 2009). Therefore, based on
the above discussion, this study identified three motivations for engaging in electronic societies, namely:
self-presentation, social interaction, and curiosity.

Attitudes toward Facebook

A consistent finding from research continuously reports that individual's attitudes play a strong role in
predicting the acceptance and continuance usage of IT. Ajzen, and Madden (1986), Cialdini (2001), and
Ghobakhloo et al. (2010) agreed that attitude toward a given behavior is an important measure of that
behavior. Although there are different dimensions of people attitudes toward IT adoption and usage, most
of research in the context of social networking sites has focused on revealing the interaction and effects of
privacy and trust attitudes (e.g. lachello and Hong, 2007; Stutzman et al., 2010; Marshall et al., 2008).
This study assumes that the attitudes of trust, credibility, and strength of ties are critical factors that
impact on usage patterns and continuity of Facebook membership value.

Hofstede's Cultural Dimensions
Based on Hofstede's framework, the cultural dimensions made up of the degrees of

individualism/collectivism, Masculinity, power distance, short/long-time orientation, uncertainty
avoidance, and Indulgence/ Restraint.

Individualism versus Collectivism

Hofstede’s Individualism dimension refers to the strength of the ties people have to others within the
society.

Masculinity (MAS)

Masculinity refers to the distribution of roles between the genders, and to how much a society values the
traditional man and woman roles. High Masculinity society scores are found in societies that identify
tough values like assertiveness, heroism, and competition with the male role.

Power Distance Index (PD)

Power Distance dimension measures the extent to which an unequal distribution of power, wealth, and
political authority is accepted, and to which the less powerful members accept and expect that power is
distributed unequally.
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Uncertainty Avoidance

Uncertainty Avoidance indicates to the degree to which the members of society feel threatened by
uncertain, ambiguous, or unknown situations. The individuals of uncertainty avoiding culture have an
extremely risk-averse society (Hofstede, 1991).

Long-Term Orientation (LTO)

The fifth dimension is found in the teachings of Confucius, to distinguish the difference in thinking
between the East and West. Long-term orientation refers to what extent society adheres to their traditions
and values.

Indulgence versus Restraint

Recently, Hofstede has been added the sixth cultural dimension, called Indulgence versus Restraint,
focusing on happiness and life control (Hofstede et al., 2008), based on the work of Minkov (2007), who
studied the world values across 93 countries. This dimension measures a person’s happiness, sense of
freedom, and availability of leisure time. Indulgence stands for a society that allows relatively free
gratification of basic and natural human drives related to enjoying life and having fun, specially leisure,
and merrymaking with friends, spending, and consumption.

The Continuity of Membership Value

After joining a social networking site, members are constantly evaluating the value of their membership
and building their own perceptions towards the benefit and cost of being members in this network.
Several authors (e.g. Tyma, 2007; Ibrahim, 2008; Tufekci, 2008) confirmed that members continually
negotiate and direct the tension between perceived risks, such as identity theft, fraud, harassment, cyber
stalking, hackers, leaking private information and blackmail (Dwyer et al., 2007; Stutzman et al., 2010;
Debatin et al., 2009, Boyd and Ellison, 2008), and expected benefits of using social networking sites. The
consequences may affect their inner thoughts concerning the value of their membership. A number of
researchers (e.g. Dwyer et al., 2007; Stutzman et al., 2010; Debatin et al., 2009, Boyd and Ellison, 2008;
Lampe et al., 2008), agreed that because of the perceived risks of using social networking sites, users may
change their evaluation of membership over time.

Conclusion

The model posits that the cultural values of the Arab people have a direct impact on their motivation. At
the same time this model assumes a direct impact of cultural values on the Arab people's attitudes toward
Facebook adoption and usage. Based on the literature of social networking sites, the research also
proposes a direct impact of motivation on Facebook usage and continuity of membership value.

References

1. Ajzen, I. and Madden, T. (1986). Prediction of Goal-Directed Behavior: Attitudes, Intentions, and Perceived
Behavioral Control. Journal of Experimental Social Psychology, 22(5), pp. 453—474.

2. Akour, I, Alshare, K., Miller, D., and Dwairi, M. (2006). An Exploratory Analysis of Culture, Perceived Ease
of Use, Perceived Usefulness, and Internet Acceptance: The Case of Jordan. The Journal of Internet
Commerce, 5(3), pp. 83—108.



74

10.

1.

12.

13.

14.

15.

16.

17.

18.
19.

20.

Saad Ghaleb Yaseen and Khaled Saleh Al Omoush

Anandarajan, M. Igbariam, M. Anakwe, U.P. (2002). IT acceptance in a Less-Developed Country: A
Motivational Factor Perspective, International Journal of Information Management, 22 (1), pp. 47-65.

Bilandzic, M., Filonik, D., Gross, M., Hackel, A., Mangesius, H. and Krcmar, H. (2009). A Mobile Application
to Support Phatic Communication in the Hybrid Space. In Proceedings of 6th International Conference on
Information Technology: New Generation, ITNG, Las Vegas, Nevada, 27-29 April 2009. IEEE Computer
Society 2009.

Boyd, D.M. and Ellison, N.B. (2007). Social Network Sites: Definition, History, and Scholarship. Journal of
Computer-Mediated Communication, 13(1), pp. 210-230.

Calantone, R. J., Griffith, D. A., and Yalcinkaya, G. (2006). An empirical examination of a technology
adoption model for the context of China. Journal of International Marketing, 14(2), pp. 1-27.

Cardon, P., Marshall, B., Norris, D. T., Cho, J., Choi, J., Cui, L., Collier, C., El-Shinnaway, M., Goreva, N.,
Nillson, S., North, M., Raungpaka, V., Ravid, G., Svensson, L., Usluata, A., Valenzuala, J. P., Wang, S., and
Whelan, C. (2009). Online and Offline Social Ties of Social Network Website Users: An Exploratory Study in
Eleven Societies. Journal of Computer Information Systems, S0(1), pp. 54—64.

Cardon, P., Marshall, B., Norris, D. T., Cho, J., Choi, J., Cui, L., Collier, C., El-Shinnaway, M., Goreva, N.,
Nillson, S., North, M., Raungpaka, V., Ravid, G., Svensson, L., Usluata, A., Valenzuala, J. P., Wang, S., and
Whelan, C. (2009). Online and Offline Social Ties of Social Network Website Users: An Exploratory Study in
Eleven Societies. Journal of Computer Information Systems, S0(1), pp. 54-64.

Cialdini, R. B. (2001). Influence: Science and Practice (4" Ed.), Boston, MA: Allyn & Bacon.

Debatin, B., Lovejoy, J., Horn, A., and Hughes, B. (2009). Facebook and Online Privacy: Attitudes, Behaviors,
and Unintended Consequences. Journal of Computer-Mediated Communication, 15(1), pp. 83—108.

Dotan, A. and Zaphiris, P. (2010). A Cross-Cultural Analysis of Flickr Users from Peru, Israel, Iran, Taiwan
and the United Kingdom. International Journal of Web Based Communities, 6(3), 284-302.

Dwyer, C., Hiltz, S.R., and Passerini, K. (2007). Trust and Privacy Concern within Social Networking Sites: A
Comparison of Facebook and MySpace. In Proceedings of the 13" Americas Conference on Information
Systems, Keystone, Colorado.

Erumban, A.A. and de Jong, S.B. (2006). Cross-country Differences in ICT Adoption: A Consequence of
Culture?, Journal of World Business, 41(4), pp.302-314.

Ghobakhloo, M., Zulkifli, N. B., and Aziz, F. A. (2010). The Interactive Model of User Information
Technology Acceptance and Satisfaction in Small and Medium-sized Enterprises. European Journal of
Economics, Finance and Administrative Sciences, 19(1), pp. 7-27.

Gong, W, Li, Z.G. and Stump, R.L. (2007). Global Internet Use and Access: Cultural Considerations. A4sia
Pacific Journal of Marketing and Logistics, 19(1), pp. 57-74.

Healy, D. (1997). Cyberspace and Place: The Internet as Middle Landscape on the Electronic Frontier. In
D. Porter (Eds), Routledge Inc., New York.

Hofstede, G. (1980). Culture’s Consequences: International Differences in Related Values. Sage Publications,
Beverly Hills, CA.

Hofstede, G. (1991). Cultures and Organizations: Software of the Mind, McGraw-Hill, New York.

Hofstede, G., Hofstede, G. J., Minkov, M., and Vinken, H. (2008). Values Survey Module 2008 Manual.
http://'www.geerthofstede.nl/media/229/manualvsm08.doc

Iachello, G. and Hong, J. (2007). End-User Privacy in Human—Computer Interaction. Foundations and Trends
in Human—Computer Interaction, 1(1), pp. 1-137.



21.

22.

23.

24.

25.

26.

27.

28.

20.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

Toward Developing a Model of Facebook Adoption Among Arab People 75

Ibrahim, Y. (2008). The New Risk Communities: Social Networking Sites and Risk. International Journal of
Media & Cultural Politics, 4(2), pp. 245-253.

Koébler, F., Riedl, C., and Vetter, C., Leimeister, J.M., and Krcmar, H. (2010). Social Connectedness on
Facebook — An Explorative Study on Status Message Usage. In Proceedings of the 16" Americas Conference
on Information Systems, (AMCIS 2010), Lima, Peru.

Kovacic, Z. J. (2005. The Impact of National Culture on Worldwide eGovernment Readiness. Informing
Science Journal, 8(21), pp. 143—158.

Lampe, C., Ellison, N. and Steinfield, C. (2006). A Face(book) in the Crowd: Social Searching Versus Social
Browsing. In Proceedings of the 20th Anniversary Conference on Computer Supported Cooperative Work,
Banff, Alberta, Canada, 2007, pp. 167-170.

Lewis, C.C. and George, J.F. (2008). Cross-Cultural Deception in Social Networking Sites and. Face-to-Face
Communication. Computers in Human Behavior, 24(6), pp. 2945-2964.

Loch, K, Straub, D. and Kamel, S. (2003). Diffusing the Internet in the Arab Wolrd: The Role of Social Norms
and Technological Culturaltion. IEEE Transactions on Engineering Management, 5(1), pp. 45-63.

Marshall, B.A., Cardon, P.W., Norris, D.T., Goreva, N., and D'Souza, R. (2008). Social Networking Websites
in India and the United States: A Cross-National Comparison of Online Privacy and Communication. Issues in
Information Systems, IX (2), pp. 87-94.

Minkov, M. (2007). What Makes Us Different and Similar: A New Interpretation of the World Values Survey
and Other Cross-Cultural Data. Sofia, Bulgaria: Klasika I Stil.

Myers, M. and Tan, F. (2002). Beyond Models of National Culture in Information Systems Research. Journal
of Global Information Management, 10(2), pp. 1-19.

Park, J., Yang, S., and Lehto, X. (2007). Adoption of Mobile Technologies for Chinese Consumers. Journal of
Electronic Commerce Research, 8(3), pp. 196-206.

Posey, C., Lowry, P., Roberts, T., and Ellis, T. (2010). Proposing the Online Community Self-Disclosure
Model: The Case of Working Professionals in France and the U.K. Who Use Online Communities. European
Journal of Information Systems, 19(2), pp. 181-195.

Robichaux, B. P. and Cooper, R. B. (1998). GSS Participation: A Cultural Examination. Information and
Management, 33(6), pp. 287-300.

Scheraga, C. A., Tellis, W. M., and Tucker, M.T. (2000). Lead Users and Technology Transfer. Technology in
Society, 22(3), pp. 415-425.

Srite, M. and Karahanna, E. (2006). The Role of Espoused National Cultural Values in Technology
Acceptance. MIS Quarterly, 30(3), pp. 679-704.

Stefanone M.A. and Jang, C-Y. (2007). Writing for Friends and Family: The Interpersonal Nature of Blogs,”
Journal of Computer—Mediated Communication, 13(1), pp. 123-140.

Stets, J.E. and Burke, P. (2000). Identity Theory and Social Identity Theory. Social Psychology Quarterly,
63(3), pp. 224-237.

Straub, D., Keil, M. and Brenner, W. (1997). Testing the Technology Acceptance Model across Cultures: A
Three Country Study. Information and Management, 31(1), pp. 1-11.

Straub, D., Loch, K. and Hill, C. (2001).Transfer of Information Technology to the Arab world: A Test of
Cultural Influence Modeling. Journal of Global Information Management, 9(4), pp. 6-28.

Stutzman, F., Capra, R., and Thompson, J. (2010). Factors Mediating Disclosure in Social Network Sites.
Computers in Human Behavior 27(1), pp. 590-598.



76

40.

41.

42.

43.

44,

45.

46.

47.

Saad Ghaleb Yaseen and Khaled Saleh Al Omoush

Sundqvist, S., Frank, L., and Puumalainen, K. (2005). The Effects of Country Characteristics, Cultural
Similarity and Adoption Timing on the Diffusion of Wireless Communications. Journal of Business Research,
58(1), pp. 107-110.

Tan, W. K., and Teo, H. H. "Blogging to Express Self and Social Identities, Any One?," in Proceedings of the
17" European Conference on Information Systems (ECIS), Verona, Italy, June 8—10, 2009, Paper 42.

Trammell, K. D., Tarkowski, A., Hofmokl, J., and Sapp, A. M. (2006). Rzeczpospolita blogow [Republic of
Blog]: Examining Polish Bloggers through Content Analysis. Journal of Computer-Mediated Communication,
11(3), pp. 702-722.

Tufekei, Z. (2008). Can You See Me Now? Audience and Disclosure Regulation in Online Social Network
Sites. Bulletin of Science, Technology & Society 28(1), pp. 20-36.

Tyma, A. (2007). Rules of Interchange: Privacy in Online Social Communities: A Rhetorical Critique of
MySpace.Com. Journal of the Communication, Speech & Theatre Association of North Dakota, 20, pp. 31-39.

Veiga, J. F., Floyd, S., and Dechant, K. (2001). Towards Modeling the Effects of National Culture on IT
Implementation and Acceptance. Journal of Information Technology, 16(2), pp. 145-158.

Veltri, N. F. and Elgarah, W. (2009). The Role of National Culture in Social Networking Adoption. /n
Proceedings of the Southern Association for Information Systems Conference, Charleston, SC, March 12—
14th, 2009.

Veltri, N. F. and Elgarah, W. (2009). The Role of National Culture in Social Networking Adoption. In
Proceedings of the Southern Association for Information Systems Conference, Charleston, SC, March 12"
14th, 2009.



