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ABSTRACT

Most people use the social network in their day to day life. In fact, social networking has become central in
the era of globalization. Facebook (FB) is a great illustration of this phenomenon as its popularity has
increased tremendously in the last couple of years. It has become an essential tool for connecting people
and creating different kinds of interactions. In our study, we aim to explore people’s motivations for using
an online social network among a sample of FB users in Morocco (N=355). It investigated how eight
motivations to use FB predicted the intensity of Facebook use (IFU). The results demonstrate that the
motivation to use FB for checking and posting status updates is the major predictor of IFU. Findings are
discussed in term of helping to build a better knowledge of social networks and their user's behaviors as

expanding motivations to use Facebook.
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1. INTRODUCTION

Digital connectivity is rapidly growing and
changing people’s lives all around the world. Local,
regional and global communities spread
information and interact with a variety of internet
tools [1].

This digital transformation is getting more and
more surprising from a day to another. In recent
years, the use of online social networking sites
(SNSs) including FB has become a necessity in our
life. Since its creation in 2005, FB became much
more popular, diversified and acceptable due to
various inherent social and interpersonal
affordances [2]. The use of FB alows people to
create their own profile, create new friends and
participate in computer-mediated environments. It
is also used by people from different cultural,
demographic as well as geographical settings in
different ways to satisfy different motives and
needs [3][4].Indeed, many researchers over the
world tried to understand why and how people use
FB (e.g., U.S [5],[6],[7] and Taiwan [8],[9],[10]).
Therefore, it becomes important to study this social
phenomenon in other countries and cultures such us
Morocco.

Based on previous studies, the aim of the
research is to explore people’s motivations to use

FB using a sample of Moroccan FB users (N=355).
More specifically, the study investigates the
relationship among motivations to use FB and FB
intensity behavior on the site. Motivations mainly
reflect on why one uses FB, while FB intensity
concerns the level of involvement in FB use. It is
possible that one has various motivations to use FB,
but the given person will use it with low intensity.
Furthermore, it is possible that one has a unique
motivation, but the FB intensity will be high
[11].Because of this ~ complex relationship, it
became essential to explore how motivations to use
FB predict use intensity behavior on the site?

This paper is organized as follows: section 2
presents a brief background literature; section 3
describes SNSs use; section 4 reviews the uses and
gratifications approach as the theoretical framework
for this investigation; section 5 research
methodology of the study; section 6 analyzes the
results; section 7 discussion; and section 8 study
limitations; section 9 conclusion of the study.

2. BACKGROUND LITERATURE
2.1 Motivations for Using FB

Being on FB is now more than just a practical
need. It has become a necessity to surf in this
universe without limits. It represents a mixture of
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professional and personal satisfaction, also a
combination of relaxation and entertainment.

The reasons why people use FB change over time
[6].Different users come to FB driven by different
motives, such as social connection (e.g., connecting
with strangers or interacting only with friends and
family), shared identities (e.g., creating/joining
groups and event), social investigation (e.g.,
meeting new people, looking for friends), sharing
photographs, videos, content (applications, games,
etc.), social network surfing (e.g., browsing
profiles) and viewing and posting status updates
[12].

Nadkarni and Hofmann [4] examined the user’s
ability to share social information. As results FB’s
use could be motivated by two needs: the need of
belonging which can be influenced by demographic
and cultural factors, and the need for self-
presentation which can be induced by personality
traits such as shyness, narcissism, neuroticism, and
self-esteem

2.1.1  The need of belonging

The need for social belonging is a fundamental
motive to initiate and maintain social relationships
[13]. Ellison, Steinfield, and Lampe [5] explained
that keeping in touch with friends is considered the
priority for FB’s users as it is essential for some
people to boost their social capital. Extending the
circle of friends can have an impact on the social
capital through the benefits that emerge from
relationships [7]. Maksl and Young [14] showed
that FB users who are more comfortable with
sharing personal and private online information are
those who have a great esteem for the social capital
built through this site.

SNS can be used to strengthen new distant

relationships [15]. It may be used also to make new
friends through the option of suggestion of others.
In fact, it is possible to add people with whom users
have contacts in common. FB’s users can enlarge
their circle of friends and even add people with
whom they have no relationship.
Chou and Edge [16] explained that online life is
characterized by some features such as facilitating
the access to happiness and wellness. It appears that
there is a relationship between the number of face-
to-face (real-life) friends, FB friends and well-being
[17]. Indeed, this social network can lead to such
emotional state [9],[18].

However, spending valuable time on social
networks such as FB also has its drawbacks. In fact,
some existing researches found a convergence
between social media platforms such as FB and
cases of isolation, depression, and loneliness. More

people use social networks, more they isolate
themselves. Indeed more time is spent on the
Internet, less time is allocated to real life
interactions [19].

2.1.2  Self-presentation

Self-presentation is a key element for social
media users [20]. It’s a dynamic process [21] which
is considered to be strategic as people work
meticulously on selecting the best aspects to present
themselves to others [22].
Self-presentation activities represent the majority of
FB usage [23]. It is considerably crucial for users to
create and maintain online personal impressions
such as expressive control [24],[25], privacy
control [25],[26], and images or videos control
[27],[28],[29]. Binder, Howes, and Sutcliffe [30]
demonstrated that unsuccessful self-presentation is
usually associated with criticism and rejection. In
order to ease identity construction and self-
presentation, the self-concept clarity is considered
to be a good indicator [31].

By using FB, individuals can create their

profiles and wuse several options to present
themselves [32]. They have the possibility to
publish images, photos, videos, to start

conversations with friends and to share all kinds of
content. By checking news feeds, users can
discover day by day what's going on in their
friends’ lives.

Users tend to manipulate visual cues as they aim to
reflect an ideal, instead of simply presenting who
they really are [23].

Indeed, users have a tendency to present themselves
positively to receive favorable feedback from other
users [29],[32],[33]. This is consistently associated
with perceived social support and self-esteem [34].
For instance, users are mindful when it comes to
posting profile pictures, as these play an important
role in building a positive impression. In fact, the
choice of a profile picture generally reflects the
user’s personality [35],[36].

2.2 Motivations and FB Intensity

Usage patterns on FB have become diversified,
supporting various forms of social interactions and
interpersonal. A popular feature of FB includes
member profiles, which contain  personal
background information and display of the user’s
list of friends. FB allows photo sharing among
users, together with functions such as tagging and
commenting on photos or videos. Users are also
allowed to create and contribute applications,
taking advantage of the open-source platform of the
Web site. With the increased usability, a lot of
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people use FB in different ways and for different
motives and needs [3],[4].On another hand, since
developed by Ellison et al. [5], FB intensity has
been employed in many studies to assess the
comprehensive use of FB, and to examine the
relation between different sides of motivations (i.e.,
the need of belonging and/or self-presentation) and
IFU.

Steinfield et al. [7] used a survey of undergraduate
students to examine the relationship between IFU
and psychosocial motivations of well-being (e.g.,
maintenance of social capital, and bridging of
social capital.).

Johnston et al. [37] examined the IFU and
maintenance of social capital amongst also
university students. The results explained a strong
association between the IFU and perceived
bridging, bonding and maintained social capital.

Liu and Yu [9] studied the relationship between
online and general social support, psychological
well-being, and IFU. The results showed the factor
of general social support guided the relationship
between well-being and online social support.

Joinson [12] made a multidimensional FB use scale
on the basis of qualitative data by using open-ended
questions referring to the motivation of FB use. The
scale consists of seven dimensions as social
connection, shared identities, photographs, content,
social investigation, social network surfing, status
updates. The study suggests that increasing the IFU
experiencing low satisfaction with university life,
for example, might be beneficial.

Pempek et al. [38] investigated FB use by focusing
IFU based on the time users spend on FB and
concerning their activities on the site (photo upload,
chat, and sharing). Fighting boredom or passing
time was one of the motivations that contributed to
the IFU.

Sheldon [39] examined the relationship between the
unwillingness to communicate attribute and
behavioral and attitudinal outcomes, e.g. [FU

According to Alhabash et al. [8] based on
multidimensional FB use scale of Joinson [12], the
study investigated how seven different motivations
to use FB predicted the IFU and content-generation
behaviors on FB. Different motivation such as (e.g,

content, social connection, shared identities,
photographs, social network surfing and status
updates) were significantly correlated with IFU.
Furthermore, process uses and gratifications, of
status updates, were strong predictors of IFU.

The recent study by Alhabash et al. [40] examined
the relationship between motivational reactivity, FB
uses and gratifications and IFU. The finding
showed a positive relationship among the three
elements, entertainment and self-expression were
strong predicting factors of IFU.

The study of Park and Lee [2] reports that four
motivations  (i.e, entertainment, relationship
maintenance, self-expression, and communication)
together with impression management were
significantly associated with FB intensity. The
study gave positive association between FB
intensity and people’s sense of belonging.

When these findings are applied in the context
of FB use, we consider that different motivations
for FB use are likely to affect FB intensity. The
Uses and gratifications framework suggests that
users take a direct role in selecting media or
technologies, and therefore, users’ motivations will
be dependent upon their gratification needs. These
motivations are likely to affect users’ attitude
toward, or perceived importance of FB. In the
current study, we examine how individuals’
different motivations predict FB intensity. We took
into consideration different motivations of the
multi-dimensional FB use scale of Joinson [12]
consisted of seven dimensions: social connection,
shared identities, photographs, content, social
investigation, social network surfing and status
updates. However, in this investigation, we have
added another element (videos) to the scale,
because online video consumption is now one of
the most popular internet activities worldwide. At a
global level, FB users watch 100 million hours of
video every 24 hours [41]. In fact, videos have
already influenced the way content is delivered and
consumed on the largest social media network (e.g.,
FB Live videos).

Based on this prior work, we propose the following
hypothesis:

H1: Will the highest motivation to use FB be the
most significant predictors of IFU.
H2: Will different FB motivations predict the IFU.
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3. SNSs USE

At a global level, more than half of households
worldwide had access to the internet in 2017 [42].
Nearly 37 percent of the world's populations are
active on social networks, which is the equivalent
of almost 2.80 billion active Internet users [43].
Behind, North America checked 66 percent,
Western Europe recognized 54 percent compared to
South Asia 15 percent and finally comes Africa
with a social network penetration rate of 14 percent
worldwide [44].

The SNSs have become part of our daily lives.

Many researchers tried to understand how these
sites have changed the way people behave, identify
themselves, and connect with others [45],[46],[47].
These virtual communities represent an opportunity
for people to interact and connect with each other.
They generally provide users with profiles and
enable them to upload and share photos, videos and
various types of content [48]. Moreover, these sites
overflow with information resources, plus
emotional and social support [5],[15].
From all the platforms, FB is the most well-known
computer-mediated communication platform. In
fact according to new online statistical analysis
[49], the most popular of all SNSs in 2018 is FB,
appeared to occupy the first place, with 2.196
billion users, followed by YouTube, WhatsApp,
Messenger, WeChat, Instagram, QQ,
Qzone,Doujin/Tik Tok, Sina Weibo, Twitter,
Reddit, Baidu Tieba, Skype, LinkedIn, Viber,
Snapchat,Line,Pinterest and Telegram. Whether in
developed countries or developing countries, the
penetration rate of FB continues to increase.

In fact, SNSs such as FB allow their users to
establish and maintain relationships, share
photos/videos, wupdate status, organize social
activities, and establish virtual groups and
communities [50],[51]. The expanding use of the
site contributes to changing the way news are
produced and disseminated. Moreover, it alters the
way people get in touch with the news [52].

4. USES AND GRATIFICATIONS OF SNSs

The Uses and gratifications (U&G) theory is a
popular theoretical framework which
allows scholars to understand how and why people
tend to use a specific type of medium. This
approach postulates that users actively choose
media stimuli in order to fulfill specific needs [53].
The U&G perspective allows explaining user’s
goals when engaging with media and thus permits
to describe media selection processes.

Previous literature has classified the U&G of
computer-mediated communication platforms into
three broad categories: content (e.g., information
seeking and exposure), process (e.g., social
influence, escape and entertainment),and social
U&G (e.g., connecting and coordination) [54].

As new technologies faced up users with a

greater variety of media choices, the expected
satisfaction of specific needs became a crucial
component of their motivation to use appropriate
medium [12]. Lampe et al. [55] applied the U&G
approach to explain motivations to contribute to a
content-generation of an online community,
different motivations for use were tied to different
patterns of contribution by site members and
intentions to contribute in the future. Alhabash et
al. [8] explained also that content, social
connectedness (i.e., social investigation) and the
process of self-presentation (i.e., shared identities,
photographs, status updates) through U&G were
significantly correlated with IFU.
Indeed, researchers have used U&G in order to get
a better understanding of the extent to which users
expect various needs and desires to be fulfilled by
using FB.

Considering the strength of the U&G approach
for exploring various motivations of different SNSs
usage, specifically FB, in the current study we
opted for the U&G approach as the theoretical
framework. We had focused on one pattern FB uses
(IFU). The IFU can be estimated from FB habits,
time spent on the site, the number of group
memberships and the number of friends on the
platform [11]. In fact, many investigations
[71,[11],[56],[57] on the IFU scale, involve the
number of FB friends and the time spent per day on
the site, to capture users’ engagement on the
platform.

5. METHODOLOGY
5.1 Data Collection, Study Participants

This paper reports on an exploratory study of

Moroccan’s FB usage and motivations. FB, which
is the most popular SNS in the country, was used
by nearly 39 percent of the Moroccan population in
2016, which is the equivalent of about 13 million
Moroccans [58].
The data presented in this study were collected
through an online survey (Google Drive's-Forms)
conducted in Morocco from July 7th, 2017, to
September 17th, 2017.
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The participants are FB users who are members
of the Moroccan active FB group " J'ai testé a
RABAT ... je vous le recommande ! ". Any FB user
who has posted photos, comments etc. on the
platform was encouraged to participate in the study.
This resulted in a total of (N =355) participants who
completed the questionnaire. Participants’ mean
age was about 27 years old (SD= 7.22). Also, the
majority of the sample was women (72.84 percent).
Nearly one-third of the sample (30.25 percent)
reported being married. (94.44 percent) of
participants reported having a high school diploma.
Finally, the majority (91 percent) of respondents
were students or employees (45.68 percent for each

category).

5.2 Study measures

The current study used a 33-items scale to
measure the eight different motivations for using
FB: social connection, shared identities,
photographs, content, social investigation, social
network surfing and status updates as shown in
Table 1. The intensity of FB use was measured
using 8 questions related to the number of friends,
the daily time spent on the site plus the affective
and cognitive statements as shown in Table 2. All
scale items were rated on a seven-point scale
ranging from 1 = “strongly disagree” to 7 =
“strongly agree”.

5.3 Statistical analysis

The statistical method adopted for the
extraction of data is that of principal component
analysis (PCA). “It is a dimension-reduction tool
that can be used to reduce a large set of variables
to a small set that still contains most of the
information present in the large set” [59].In our
study, we have several items for each motivation,
so it is imperative to reduce the data contained in
these items in a single factorial axis that reflects the
corresponding motivation. We have used the same
procedure for all the other items.

The last three columns of the table are the
results of the PCA analysis. The quality of
representation reflects the information rate recorded
for each item and projected on the factorial axis.
Whereas the rate of variance explained indicates the
rate of information explained by each axis (or
motivation variable).

Thus, the rate that is higher than 50 percent
shows that data reduction could keep more than 50
percent of the initial information. Therefore, the

result can be considered as good since we had no
consequent loss of information.

In our case, the representation is better for
some motivations whose the rate of variance
explained is higher than 70 percent. As a result, we
obtained eight factorial axes of regression which
will be the independent variables of the multiple
linear regressions.

We also got one factorial axe of regression
representing the IFU which will be a dependent
variable of our regression.

6. RESULTS

Among the data that attracts attention and
requires analysis, there is the information about the
number of friends on FB with whom Moroccan
users interact every day to maintain the social
relationships. Nearly half of the sample (47.22
percent) reported communicating with more than 3
friends daily on FB. In addition (37.35 percent) of
participants indicated using FB more than 5 hours
per day as illustrated in Figure 1.

30-59 min
10,19%

’ <15 min
2,47%

15-29 min
4,94%

Figure 1: Daily Time Spent On FB

As illustrated in Figure 2, slightly more
than half (53.40 percent) of participants reported
using FB for personal reasons. While the use for
commercial purposes only represents (6.79
percent). Also, those who use the platform for both
personal and business purposes constitute (39.81
percent).

Finally, the highest motivation to use FB was
to update status and view other people’s status
updates (M=5.065,SD=1.57).

The second reason was to maintain social
connection (M=4.887,SD=1.61), social network
surfing such as using the advanced search for
looking for people (M=4.64,SD=1.52). Followed by
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Only for
businessuse ______—
B,79%

Figure 2: Moroccan's Reasons to Use FB

shared identities it
(M=4.49,SD=1.64),photographs
(M=4.442,SD=1.68),social_invistigation
(M=4.215,SD=1.65),videos ~ (M=4.037,SD=1.89)
and finally content (M=3.923,SD=1.61).

provides

e Motivations predicting IFU

Multiple linear models were suggested to
explain the IFU. The eight motivations for using FB
served as independent variables in the model.
Before testing the proposed models, Pearson's
bivariate correlations among independent and
dependent variables must first be examined to
justify the use of regression analysis. The results of
the correlations showed that the IFU was
significantly correlated without exception with all
motivational variables, and the coefficients ranged
from 0.419 to 0.532 as shown in Table 3. Therefore
we could extend the study by adopting multiple
linear regression of which the IFU is the dependent
variable and the eight motivations are the
independent variables. However, the significant
correlations of the eight motivations could cause a
risk of multicollinearity. This was also assessed
using the tolerance and the Variance Inflation
Factor (VIF) in the following regression analyses.

Indeed a stepwise regression analysis was
conducted to explore which of the motivations to
use FB is the strongest, which were the most
significant predictors of IFU, and how the others
motivations predict the IFU.

At each step of the stepwise regression, the
most significant predictor is added to the model
until none of the independent variables left out of
the model. As a result of the regression analysis of
FB use intensity by using stepwise regression

analysis, social connection, social network surfing
and content were dropped from the model, and five
predictors were found to be significant at the
critical level of 0.05 as shown in Table 4.

HI predicted that the highest motivation to use FB
would be the most significant predictors of IFU.
The results show that the first predictor added to the
model was status updates, accounting for 28.3
percent (R?) of the variance, supporting H1. Then,
videos significantly added 8.9 percent to the
explained variance. The social investigation shared
identities and photos were subsequently added to
the model, increasing significantly the amount of
the variance explained (3.3 percent, 1.8 percent,
and 1.7 percent, respectively). The final regression
model with these five predictors yielded an F-ratio
(p < 0.001) and explained 43.9 percent of the
variance in the [FU.

The model represented in Table 5 approves H2
witch foreseen that different motivations predict
IFU, social investigation (f = 0.201), photographs
(B = 0.181) and status updates (B = 0.178),
subsequently, shared identities (= 0,157) appeared
to positively influence IFU, supporting H2. The
lowest coefficient is relevant to FB videos (B =
0.15). The collinearity statistics shows that none of
the five predictors has a tolerance value smaller
than 0.10 and VIF greater than 10, suggesting no
serious multicollinearity in the model.

7. DISCUSSION

The first goal of the present study was to
understand motivations to use FB among a large
sample of Moroccan citizens, based on a study done
in Taiwan [8]. To do so, we used the U&G
approach to examine individuals’ intentions related
to the social media usage. The findings of this study
provide valuable explanations reflecting the
descriptive results of the current sample. First, in
samples from Morocco, nearly a half of users daily
interact with more than 3 FB friends, compared to
the Taiwanese investigation reported a lower
number of FB friends [8]. This variation might be
due to the cultural differences.

The second set of findings concerns he
relationship between motivations to use FB and
IFU. The results of this study add to the growing
body of scholarship investigating the uses of SNSs.
In South African Petersen and Johnston [60]
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examined the impact of intensity of FB and Twitter
use on social capital, as well as Johnston et al. [37]
they studied the intensity of FB wuse and
maintenance of social capital. In the present study,
we examine relationships among motivations to use
FB and FB intensity. We find that Moroccan people
try to put their own content forward for a best self-
representation; the highest rated motivation to use
FB was status updates, a trend that is different from
what was found in the study of Taiwan; the highest
rated motivation to use FB in Taiwan was social
connection [8].This serves to illustrate the universal
utility of SNSs and how they expand within
different cultures.

However, Findings show that the motivation to

use FB for status updates is the strongest predictor
of IFU. Similar results were found in Taiwan [8].
It is important to investigate in the online social
networking behavior, as it calls for the need to
dissect the different sides of SNSs. Furthermore,
several prior studies out of Africa have investigated
the relationships among different FB U&G and
different facets of the IFU. Ellison et al. [5]
developed a measurement scale of the IFU in order
to measure the complexly integrated user
engagement in FB and measuring the emotional
connectedness in this site. Previous studies [5],[7]
had shown that the IFU use measure had sufficient
internal consistency, and it can be evaluated with a
variety of different FB users. Moreover, Tomai et
al. [61] adapted another measure for using IFU,
with two dimensions of intensive use (i.e., traffic
intensity and time spent on FB use). Additionally,
the IFU measure was adapted to address the
intensive use of SNSs [10],[60],[62].

Finally, dissimilar to traditional media, new
media like SNSs are a convergence of various types
of media. U&G approach guided our investigation
to frame and understand how and why people tend
to use a specific type of medium.

Moreover, our findings confirm that the differences
among FB users might be related to the culture to
which they belong. This is prevalent in the
qualitative comparison between the motivations and
uses of FB Moroccan users and FB Taiwanese
users.

A future investigation on SNSs should begin to
untangle under what circumstances FB users rely
on features of cultural differences when it comes to
the reason and the way individuals use SNSs.

8. LIMITATIONS

There are limitations with the present research that
have to be mentioned. First, our sample selected

from an active Moroccan FB group, thus limiting to
generalize our results to the whole population.
Second, participants in the offline conditions
limited to Moroccan, not generalizing to the larger
African population. This investigation not allowed
future studies to explore FB motivations and uses
on a larger scale. Finally, the investigation deals
with the relationship between FB motivations and
one pattern of FB uses (IFU), thus limiting the
generalizability of our findings to the rest of FB
uses. Future studies should include a more
exhaustive set of FB uses in order to investigate
which ones play an influential role.

9. CONCLUSION

This study contributes to the growing quantity of
knowledge around SNSs behaviors and usage.
Highlighting how motivations to use FB predicted
IFU using a sample from Morocco. By applying
U&G theory, the study shows that the pattern of use
(intensity) is predicted by different motivations to
use FB. The study expands the U&G approach to
the specificity of SNSs behavior.
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Table 1: Motivation For Using Facebook (FB)

. Mean Loadin Eigenvalue
Motivations Ttems (SD) ¢ (varialglce percent)
Maintaining relationships 5.18 (1.96) .679
Reconnecting with others 5.16 (1.841) 124
. Receiving friends requests 3.96(2.033) 443
Social Connecting with people you have lost contact with | 4.97(2.007) 21 4.712
connection Contacting friends who are away from home 4.94(2.049) 694 (67.310)
Finding people you haven't seen for a while 5.1 (1.917) 746
Finding out what old friends are doing now 4.9(2.002) 704
Joining groups 4.78(1.902) 719
idse}:irifiis Joining or organizing events 4.15(1.988) 763 (72 2 157366)
Communicate with like-minded people 4.54(1.904) 694 )
Being tagged in photographs 3.78(1.96) .704
Tagging people in photographs 3.99(1.978) 726
Photographs Sharing photographs 4.68(1.961) .853 4.587
Posting photographs 4.8(1.901) 852 (76.455)
Viewing photographs 5.07 (1.751) 734
Creating photographs album 4.33(2.021) 718
Posting Live videos 3.42(2.063) 762 2541
Videos Sharing videos 4.31(2.054) .896 (84 691)
Viewing videos 4.38(2.063) .883 )
Applications within FB 3.87(1.961) .651
Content Quiz;es 4.36(1.835) .674 2.691
Playing games 3.75(2.007) 778 (67.278)
Using Location Targeting 3.71(2.075) 588
Using advanced search to look for people 4.5(1.878) .641
Social Meeting new people 4.18(1.852) .708 3.049
investigation | Stalking other people 4.01(1.939) .878 (76.219)
Virtual people watching 4.17(1.89) .822
Social View.ing other people’s friends 4.58(1.793) 735
Looking at the profiles of people 3.77(2.047) .628 2.862
network Browsing your friends’ friends 5.09 (1.759) 742 (71.558)
surfing | Viewing new feed 512 (1.627) 757
Updating your own status 4.85(1.773 811 1.622
Status update Sé)eing v%h};t people have put as their status 5.28((1.709)) 811 (81.092)
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Table 2: Facebook Use Measures - Intensity of Facebook Use (IFU)

. Eigenvalue
Variable Items Iées;l Loading (Varia%lce percent)
Feeling part of the FB community 4.38 (1.989) 573
{:ii:llllﬁf out of touch when not logging onto FB for 3.98 (2.051) 586
Feeling sorry if FB shuts down 3.59 (2.09) 671
Proud to tell I’'m on FB 3.81 (1.88) .587
Feeling informed of what is happening in the world | 5.07(1.885) 594
Increase the number of your friends 2.99(1.743) 429
Considering FB part of my everyday activity 4.54 (1.905) 573 4576
IFU The amount of time spent on FB 4.47 (1.985) 563 (57.205)
Posting feelings of sadness and anger 3.4(2.053) 736
Posting feelings of happiness and joy 3.54 (2.069) 745
Posting the highlights of your life 4.2 (2.077) 657
Posting personal details of my life 3.08(2.018) .640
Posting links to interesting news stories 4.76 (1.921) 375
Posting results of games or quizzes 3.31(2.062) 558
Posting your location 3.4(2.13) 531
Table 3: Pearson Correlations Among Variables
. . Social
coﬁl(igg:ilon idsgﬁtrifiis Photographs  Videos  Content inve?s(iicgiz{[ion network ngt;se
surfing
Shared identities 0.551™
Photographs 0.473™ 0.349™
Videos 0.433™ 0.446™ 0.649™
Content 0.429™ 0.410™ 0.455™ 0.478"
Social 0.467™ 0.386™ 0.474™ 0.428™  0.576™
investigation
Social network 0.419™ 0.349™ 0.491™ 0.370™  0.470™ 0.725™
surfing
Status update 0.484"" 0.447" 0.469™ 0.443™  0.502" 0.656™" 0.755™
IFU 0.427" 0.445™ 0.512"  0.502"  0.473" 0.528"" 0477  0.532™

**p < 0.01.

7626




Journal of Theoretical and Applied Information Technology >

30" November 2018. Vol.96. No 22
© 2005 - ongoing JATIT & LLS

3

Cialill

ISSN: 1992-8645 www.jatit.org

E-ISSN: 1817-3195

Table 4. Stepwise regression results to predict the IFU

Model R? aR? R’change F change p Value
A 0.283 0.280 0.283 127.180 <0.001
A+B 0.371 0.367 0.089 45413 <0.001
A+B+C 0.404 0.399 0.033 17.765 <0.001
A+B+C+D 0.422 0.415 0.018 9.720 <0.001
A+B+C +D +E 0.439 0.430 0.017 9.738 <0.001
A, status update; B, videos; C, social investigation; D, shared identities; E, photographs.
Table 5: Regression Coefficients of Predictors for the IFU
Variable B SE B t P Value Tolerance VIF
Status update 0.178 | 0.059 | 0.178 3.015 <0.001 0.504 1.984
Videos 0.15 | 0.058 0.15 2.565 <0.001 0.516 1.938
Social investigation 0.201 | 0.058 0.201 3.482 <0.001 0.528 1.895
Shared identities 0.157 | 0.049 | 0.157 | 3.184 <0.001 0.719 1.391
Photographs 0.181 | 0.058 | 0.181 3.121 <0.001 0.523 1.913

SE, Standard Error; VIF, variance inflation factor
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