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Abstract

When users use social networking sites, they are bound to be affected by many
internal and external factors at different levels and dimensions. Therefore, this study
uses the Technology Acceptance Model to explore what factors will affect users’
experience. Include perceived usefulness, perceived ease of use and perceived
entertainment which influence users’ behavioral intentions. Also, consider the virtual

community awareness and community influence as interference variables.

This study aims to study the influence of interpersonal interaction on behavioral
intentions, with the purpose of serving as a corporate and social network the reference

basis for the operator’s strategy to create a competitive advantage.

In this study, the use of the public on Taiwan's social networking sites was used
as the research object, and a total of 1042 valid questionnaires were collected. Using
SPSS statistical software for data analysis and hypothesis verification users' behavior

intentions on social networking sites.

1. Companies can enhance users' perceived usefulness, perceived ease of use,
and perceived entertainment to enhance users' behavioral intentions.



