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SOCIAL NETWORKING SITES CONTINUANCE: AN EMPIRICAL INVESTIGATION OF
INSTAGRAM USERS IN TURKEY

Kadir KURT*, Nihal SUTUTEMIizZ**
Abstract

The continuation of individuals to use social network sites is critical both for the long-term success of social network sites and
for companies that invest in these platforms. In this study, it was aimed to determine the factors that influence the intentions
of Turkish Instagram users to continue using the platform by incorporating a variety of socio-psychological theoretical models
and theories. The empirical model of the study was tested by using the Structural Equation Modelling (SEM) technique. Data
for this research were collected from 335 participants via the online survey. The empirical results revealed that perceived
enjoyment had a strong and statistically significant effect on satisfaction, and satisfaction had a strong and statistically
significant effect on continuance intention.
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SOSYAL AG SITELERINiN SUREKLILiGi: TURKIYE’DEKi INSTAGRAM KULLANICILARI UZERINDE
AMPIRIK BiR iINCELEME

(071

Bireylerin sosyal medya platformlarini kullanmaya devam etmeleri, hem platformlarin uzun dénemli basarisi agisindan hem
de bu platformlara yatirim yapan firmalar agisindan kritik Gnem tasimaktadir. Bu galismada gesitli sosyo-psikolojik teoriler
bir araya getirilerek Tirk Instagram kullanicilarinin platformu kullanmaya devam etme niyetlerine etki eden faktérlerin
belirlenmesi amaglanmistir. Calismanin arastirma modeli, Yapisal Esitlik Modellemesi (YEM) teknigi kullanilarak test
edilmistir. Arastirmanin verileri 335 katiimcidan online anket araciligiyla toplanmistir. Ampirik bulgular, algilanan eglencenin
memnuniyet Gzerinde, memnuniyetin de devam etme niyeti tizerinde gliclii ve istatistiksel olarak anlaml bir iligki oldugunu
gostermistir.
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1. INTRODUCTION

Social network sites (SNS) have gained a lot of popularity in recent years and have become one of the daily
activities. One of today's most popular SNS is undoubtedly Instagram. According to the 2018 report of “We Are
Social” and “Hootsuite”, Instagram had reached 1,22 billion users worldwide as of January 2021 (Digital in 2021,
2021) As a result of the increasing role of SNS in human life, companies have initiated some attempts to manage
their relations with customers on social media, increase their brand images and ensure customer loyalty (Seol,
Lee, Yu, & Zo, 2016).

In today’s competitive world, proper management of social media activities that involve many factors and
require high investment has become crucial for companies. This necessity has also attracted the attention of
researchers especially in recent years, and researchers have conducted studies that are aimed to guide companies
in terms of their social media investments (Lee, 2018; Nunan et al., 2018; Szolnoki et al., 2018; Weinberg &
Pehlivan, 2011).

Social media is redefining how companies communicate with their customers (Shi, Chen, & Chow, 2016). SNS
can be considered as environments that companies can find out and strengthen their position in consumers’
minds. Because, SNS provide potential and existing customers the opportunity to make free comments, advice,
and complaints about a company's products and activities. Thus, consumers can actively create positive
or negative attitudes towards the company. Bhattacherjee (2001) stated that the long-term success of an
information system (IS) highly dependent on its continuance usage. The success of companies' activities in SNS
provides them advantages in some areas such as strategic positioning, competition analysis, public relations, and
brand management. Therefore, the continuous use of SNS is crucial for the success of companies that invest in
SNS.

According to the Turkey report of the International Advertising Bureau (IAB), only made in the social media ad
spending in 2018 was realized as 410,99 million TRY. In 2019, this figure grew by 46,7% and reached 603 million
TRY (IAB Turkey, 2020). Turkey with a population of 83.6 million (TURKSAT, 2020), is a developing country where
individualist culture is scarce (Hofstede Insights, 2020). Individualism/collectivism describes the extent to which
members of a culture rely on and demonstrate allegiance to either themselves or the group (Hofstede, 1991).
Turkey, dominated by the collectivist culture, is among the countries where the most heavily used Instagram
in the world. According to the 2019 report of “We Are Social” and “Hootsuite” Turkey was ranked in the fifth
place in the world with 38 million active users of Instagram (Digital in 2019, 2019). According to the 2021 report
of the same organizations, and in sixth place in the world with its 46 million active Instagram users (Digital in
2021, 2021). High usage level of Instagram in Turkey has been one of the motivators of this study which aims to
determine the factors affecting users' continuance intentions of using Instagram.

Heijden (2004) stated that studies investigating technology acceptance should focus on whether the
system is utilitarian or hedonic. The main difference between the two is that, while utilitarian systems aim to
provide instrumental value to their users, hedonic systems aim to provide self-fulfilling value (Heijden, 2004,
p. 696). In the literature, there is a consensus that SNS are categorized as Hedonic Information Systems (Lin
& Lu, 2011; Peter & Sherman, 2006; Ramirez-Correa et al., 2019) rather than utilitarian systems. Therefore,
the starting point of this study is based on the argument that Instagram is one of the representative examples
of hedonic information systems. According to the study by Heijden (2004), perceived enjoyment is considered
as a strong determinant of a user’s intention to use for hedonic ISs. Following discussions, this study has two
main objectives: First, determining the factors affecting perceived enjoyment of Instagram and their relative
effect sizes. Second, examining whether perceived enjoyment affects the continuance intention of Instagram
usage through satisfaction. Thus, it is expected that the research findings will provide considerable advantages
to companies during the planning of in the planning and managing of SNS activities.

2. THEORETICAL BACKGROUND AND RESEARCH MODEL

The Technology Acceptance Model (TAM) (Davis, Bagozzi, & Warshaw, 1989), which aims to investigate
the factors affecting the first use of an IS, has motivated many researchers and been used as the theoretical
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background for many studies (Davis, Bagozzi, & Warshaw, 1992; Venkatesh & Davis, 2000; Venkatesh, Morris,
Davis, & Davis, 2003).

Supporting TAM in some ways, Bhattacherjee (2001) suggested that the initial acceptance of an IS
is a prerequisite for its success, but the long-term viability and final success of an IS critically depend on its
continuance usage. Thus, Bhattacherjee (2001) proposed the IS Continuance Model, which is originally based
on the Expectation Confirmation Theory (ECT) (Oliver, 1980)but we see that this technology has not been
introduced in our means and this work when adjacent being to the main and more important Peruvian university
deserves this improvement not to affect the education processes learning (EPL. In the IS continuance model, user
satisfaction depends on whether users’ expectations are met or not (Confirmation), perceived usefulness, and
possible effects on users’ continuance intentions to use the IS (Bhattacherjee, 2001).

Studies focusing on the continuance of SNS use generally tried to explain this phenomenon through research
models that consist of a synthesis of more than one theory (Bae, 2018; Chaouali, 2016; Hsu et al., 2015;
Hwang & Cho, 2018; Lee & Kim, 2017; Lin et al., 2014). The Uses and Gratifications Theory (U&G) is one of the
frequently used theories in this field. This theory is based on the principle that individuals choose the types of
media and content that will meet their needs (Bae, 2018; Katz, Haas, & Gurevitch, 1973). Many researchers have
investigated the effects of gratifications which are described as satisfying the media-related needs of individuals
on continuance usage of SNS. For example, Gan and Li (2018) found that perceived enjoyment and information
sharing had a positive effect on continuance intention to use the WeChat platform, which is very popular in China.
In another study conducted with 371 Instagram users in South Korea, it was revealed that perceived usefulness,
social interaction, and entertainment positively and significantly affect individuals’ continuance intentions to use
(Hwang & Cho, 2018). Similarly, Chaouali (2016) found that individuals’ SNS usage is determined by escapism,
exhibitionism, voyeurism, voluntarism, and mobility. In addition, satisfaction had a positive effect on continuance
intentions to use.

On the other hand, perceived enjoyment is one of the most commonly used variables in many studies
investigating the continuance of using SNS. In some related studies (Han, 2014; Hsiao, Chang, & Tang, 2016;
Sun, Liu, Peng, Dong, & Barnes, 2014), it was found that perceived enjoyment had a significant effect on both
satisfaction and continuance intention of SNS usage. In other studies that included Perceived Enjoyment (Chen
et al., 2016; Gan & Li, 2018; Kim, 2011; Lin & Lu, 2011; Lin et al., 2017; McKnight et al., 2011; Mouakket, 2015;
Praveena & Thomas, 2014), it was revealed that this variable had a direct effect on individuals' continuance
intention to use SNS. Thus, perceived enjoyment has also been included and integrated into research in this field.

2.1. Research Model and Hypotheses

This study is based on U&G and TAM. The IS Continuance Model (Bhattacherjee, 2001) and Hedonic
Information Systems Acceptance Model (Heijden, 2004), which are the derivatives of TAM, are the starting
points of this study. Based on these theories and empirical studies given below, the research model is presented
in Figure 1.

Escapism

H3

H1 Satisfaction
Voyeurism KA
Perceived
H5 i H2
Self - / Enjoyment

Enhancement H6 A
Continuance
Information Intention
Sharing

Figure 1: Research model and hypotheses
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SNS, as mentioned earlier, are classified as Hedonic Information Systems (Lin & Lu, 2011; Peter & Sherman,
2006; Ramirez-Correa et al., 2019). According to the study by Heijden (2004), perceived enjoyment is one of the
strong determinants of individuals’ intentions to use hedonic information systems.

Perceived enjoyment is an intrinsic motivation defined as the degree to which the activity of using an IS is
perceived to be enjoyable in its own right (Davis et al., 1992). Many studies have demonstrated the impact of
perceived enjoyment on individuals’ satisfaction regarding SNS use (Gwebu, Wang, & Guo, 2014; Hsiao et al.,
2016; Sun et al., 2014)social capital theory, and the unified theory of acceptance and use of technology (UTAUT.
In this study, similar findings are expected to be found, and the following hypothesis is proposed:

H1: Perceived Enjoyment has a significant and positive impact on individuals’ satisfaction

Individuals’ satisfaction regarding information systems’ usage is critical to measure the success of the system.
If the performance of an information system meets or exceeds the expectations of users, they will tend to be
satisfied (H. J. Kim, 2016). For the IS continuance model proposed by Bhattacherjee (2001), the satisfaction of
IS users is the most important determinant of users’ continuance intention to use. Numerous studies have also
supported the idea that satisfaction has a statistically significant effect on continuance intention (Dong et al.,
2014; Gao & Bai, 2014; Hsu & Wu, 2011; Kefi et al., 2015; Krasnova et al., 2017; Lin et al., 2017; Mouakket, 2018)
a social networking service (SNS. Based on these assumptions, we propose the following hypothesis:

H2: Satisfaction has a positive impact on individuals’ continuance intention to Instagram use.

Escapism is defined as the motivation of individuals to move away from their cognitive and emotional
reality (Chaouali, 2016; Verhagen, Fransfeld, & Hooff, 2009). Katz and Foulkes (1962) stated that one of the
media motivations of people is to get away from the reality of daily life. Chaouali (2016) found that escapism
has a significant impact on individuals’ satisfaction and their continuance intention to SNS use. According to
Vorderer et al. (2004)the authors outline a conceptual model that is centered around enjoyment as the core of
entertainment, and that ad- dresses prerequisites of enjoyment which have to be met by the individual me- dia
user and by the given media product. The theoretical foundation is used to explain why people display strong
preferences for being entertained (motiva- tional perspective, people seek entertainment because it provides
a temporary escape from dailylife. Considering the Instagram platform, many activities such as watching videos
shared by other users and live broadcasts, viewing the photos of other users, interacting with likes and comments
about other shared content provide the opportunity to temporarily divert individuals from their dailylife. Such an
opportunity has the potential to be a reason for individuals to enjoy the use of Instagram. Therefore, we propose
the following hypothesis:

H3: Escapism has a positive impact on individuals’ perceived enjoyment of Instagram use.

According to Mantymaki and Islam (2014), voyeurism in the context of social media expresses individuals’
pleasure to access the private details of other SNS users. Through SNS, users get information about other users
by watching them. Thus, voyeurism provides individuals with the opportunity of social comparison that allows
them to position themselves among others they watch in the society (Mantymaki & Islam, 2014).

The concept of voyeurism has attracted the attention of many authors working on social media (Boyd, 2011;
Chaouali, 2016; Fisher et al., 2016; Lee & Sin, 2016; Mantymaki & Islam, 2014, 2016). Mantymaki and Islam (2016)
showed that voyeurism has a significant impact on SNS use. Similarly, Chaouali (2016) found that voyeurism
has a positive and significant impact on individuals’ satisfaction with SNS use. Lee and Sin (2016) revealed that
voyeurism need is one of the reasons why individuals view photos on Instagram. There are many reasons for the
action of voyeurism that may vary from person to person. These situations can be examples that parents want
to follow their children’s lives, friends want to be aware of each other’s activities, or a professional wants to
follow up with their colleagues in order to stay up to date (Fisher et al., 2016). Others emphasized that voyeurism
action gives people pleasure and entertains them (Baruh, 2010; Chaouali, 2016; Fisher et al., 2016; Mantymaki
& Islam, 2016)it has been studied along a number of dimensions such as its impact on boundary spanning, the
advancement of careers, and campaigning for projects. Earlier research on the personal use of SNS has explored
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user motivations and benefits of participating in SNS including social capital, status seeking, narcissism, self-
esteem, and professional identity. However, these studies attempt to describe with static frameworks what
we discover to be a dynamic, cyclical process of creation and consumption of self-identity. We conducted a
qualitative research study using a grounded theory approach with semi-structured interviews of SNS users,
discovering that the creation and consumption of user generated content (UGC. Consequently, we propose the
following hypothesis:

H4: Individuals’ voyeurism on Instagram has a positive impact on their perceived enjoyment of Instagram use.

Self-enhancement in the context of social media may be expressed as sharing qualifications and achievements
through SNS to influence others (Krasnova et al., 2017; Wenninger, Cheung, & Krasnova, 2019). SNS allows users
to create visual and verbal content which is able to hide their undesired aspects and highlight their strengths.
Indeed, negative feelings are rarely shared on platforms like Facebook and Instagram (Wenninger et al., 2019).
Krasnova et al. (2017) demonstrated that self-enhancement positively affects individuals’ satisfaction regarding
SNS use. Han (2014) found that the creation of the desired social image (actualization of hoped-for self) through
SNS positively and significantly affects individuals’ perceived enjoyment of SNS use. The Instagram platform
provides individuals with an environment where they can share their abilities and achievements. It is predicted
that individuals will follow the comments and likes on the shared content with pleasure. Thus, we propose the
following hypothesis:

H5: Individuals’ self-enhancement on Instagram has a positive impact on their perceived enjoyment of
Instagram use.

Information sharing in the context of social media may be defined as sharing interesting information with
other users through the platform. In some studies investigating the continuance of SNS use, it has been revealed
that information sharing positively affects the continuance of SNS use (Gan & Li, 2018; Li et al., 2018)this study
employs fuzzy set Qualitative Comparative Analysis (fsQCA. Instagram allows users to inform each other through
features such as photo sharing, video sharing, visual story sharing, and live streaming. The shared information
may give individuals the pleasure of performing a useful action for other people. Regardless of whether it is
beneficial for others or not, those who share information may learn that the purpose of sharing has come true
thanks to likes and comments, and they may experience the pleasure of meeting a need. Therefore, we propose
the following hypothesis:

H6: Individuals’ information sharing on Instagram has a positive impact on their perceived enjoyment of
Instagram use.

3. METHOD
3.1. Data Collection and Sampling

In this study, all individuals who use the Instagram platform in Turkey were taken as the target population.
However, due to the impossibility of reaching these individuals, sampling became necessary. Convenience
sampling was adopted as the sampling method of the study. This sampling method served to reach a large
number of Instagram users who voluntarily answered the online survey.

E-mail, WhatsApp, Facebook, Instagram, and LinkedIn channels were used to convey the created online
survey to individuals who met the criterion of using Instagram. A raffle was organized to increase participation
and motivate participants. In the raffle, three people received a gift voucher worth ‘50 TRY’, which could be used
at a popular clothing store. Data collection was carried out between the 1st of March and the 15th of April 2019.
Among the 377 surveys collected, 42 surveys were excluded due to missing answers and inconsistent responses
to control statements, and 335 surveys were included in the analysis.

The scales of the variables included in the research model and the resources to which the scales were adapted
are presented in the Appendix. At the adaptation phase of the scales, firstly, the expressions were translated into
the Turkish language. Then, the survey was sent to seven scholars working at the MIS department for corrections.
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After this process, some expressions were revised based on their feedback, and the final version of the scales
was created. The expressions in the scales were arranged according to 5-point Likert-type scoring (1 = Strongly
disagree, 5 = Strongly agree).

The Structural Equation Modelling (SEM) method was used to test the research model through the ‘Amos
20.0’ software, and ‘SPSS 20.0’ was used to summarize descriptive statistics.

4. DATA ANALYSIS AND RESULTS
4.1. Demographic Data

Table 1 shows the demographic characteristics of the participants. 66.5% of the Instagram users responding
to the survey were female, and 33.5% were male. In empirical studies conducted with Instagram users in the
literature (Al-Kandari, Melkote, & Sharif, 2016; Erz, Marder, & Osadchaya, 2018; Hwang & Cho, 2018; Sheldon,
Rauschnabel, Antony, & Car, 2017), similarly, the number of female participants was higher than male participants.
When we look at the age data, it is seen that the individuals participating in the survey were at the ages of 16-49,
and their mean age was 25.8.

Table 1: Demographic profiles of the respondents

Gender Frequency Percentage Nun?:t;ﬁros\fel(jsers Frequency Percentage
Male 112 33,5% 0-250 113 33,7%
Female 223 66,5% 251-500 144 43%
Total 335 100% 501-1000 62 18,5%
Age >1001 16 4,8%
Minimum 16 Total 335 100%
Maximum 49
Average 25,8

Additionally, as summarized in Table 1, the people who followed more than 250 had a ratio of 66.3%, which
supported the idea that the participants could be considered to have an interest in Instagram.

4.2. Assessing the Measurement Model

Confirmatory factor analysis (CFA) is often used to determine whether the original structure of previously
used scales has been validated with the data collected and validate the measurement model (Glirbliz & Sahin,
2016). In this study, CFA was applied to determine the validity and reliability of the measurement model.

A measurement model is a CFA model that shows how variables that represent each structure in the research
model are represented by the observed variables. The findings of this model also serve to determine the validity
and reliability of the structures in the research model. If the observed variable weights for each structure in
the CFA model are significant, have values of 0.50 and above, and the fit indices show the compatibility of
the data with the model (Hair, Black, Babin, & Anderson, 2014), the next step is to test the hypotheses. If the
measurement model does not show adequate fit, the modifications proposed by the model are carried out
taking into account the theory and logical validity.

The CFA findings of the measurement model are presented in Tables 2 and 3. Table 2 shows the ‘standardized
regression weights’(A), the values of ‘average variance extracted (AVE), and ‘composite reliability (CR). The
A values show the expressions in which each structure in the model is measured and to what extent it is
represented by those expressions. The values of CR and AVE are used to evaluate the validity and reliability
analysis of constructs. Since ensuring the validity of the constructs in Table 2 also means ensuring the reliability
of the construct (Hair et al., 2014), it would be appropriate to evaluate the A values and fit indices together. The
fit indices of the model are given in Table 3. Although these values appeared to be above the acceptable limits
recommended in the literature, they could be improved.
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The construct validity of the measurement model consists of convergent validity and discriminant validity. In
order to ensure the convergent validity of the measurement model, each A value must be minimum 0.5 or ideally
above 0.7. In addition to this condition, the AVE value of each construct must be higher than 0.5, and the CR value
must be higher than 0.7 (Hair et al., 2014). In this context, it was deemed appropriate to exclude expressions with
A values below 0.50, which threatened the construct validity and reliability. These expressions are indicated in
bold in Table 2. Additionally, the modification indices proposed by the AMOS program were evaluated, and it was
seen that the changes proposed by the program were not significant except for the A values in order to ensure
the better adaptation of the model to the data. Therefore, no modification index values are given in this section.

Table 2: Measurement model DFA results

Constructs Expressions Standardized Regression Weights (A) CR*** AVE***

V-1 0,726*
V-2 0,720*
V-3 0,695*

Voyeurism va 0.826% 0,84 0,53
V-5 0,629*
V-6 0,769*
E-1 0,473*
E-2 0,507*

Escapism 0,70 0,41
E-3 0,756*
E-4 0,769*
SE-1 0,747*
SE-2 0,816*

Self Enhancement SE-3 0,683* 0,79 0,46
SE-4 0,563*
SE-5 0,555*
PE-1 0,854*

Perceived Enjoyment PE-2 0,732* 0,89 0,62
PE-3 0,764*
IS-1 0,730%*

Information Sharing IS-2 0,654* 0,73 0,43
IS-3 0,569*
S-1 0,816*
S-2 0,652*

Satisfaction =3 0818 0,85 0,45
S-4%* 0,435*
S-5 0,715*
S-6%* 0,475*
Cl-1 0,854*

Continuance Intention ch2 0528" 0,82 0,51
Cl-3 0,891*
Cl-4 0,492*

*p<0,001. **Reverse coded *** AVE= SN2/ SA*+5g; CR=(SA)?/(SN)*+ Se ; €=1-N\?
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Table 3: Measurement model fit indices

Fit Indices Results Recommended Value*
x2/df 2,07 <3
GFI 0,864 20,80
AGFI 0,837 >0,80
CFI 0,900 20,90
RMSEA 0,057 <0,08

* Source: Doll et al., 1994; Hair et al., 2014; Mishra & Datta, 2011

The expressions E-1, S-4**, S-6**, CI-4 in Table 2, which have a A value less than 0.5, were excluded from the
model, starting from the smallest value. The final results after this process are given in Table 4.

Table 4: Measurement model DFA results after modification

Constructs Expressions Standardized Regression Weights (\) CR AVE
V-1 0,726*
V-2 0,720*
Voyeurism 3 0,695 0,84 0,53
V-4 0,826*
V-5 0,630*
V-6 0,769*
E-2 0,495*
Escapism E-3 0,752* 0,70 0,48
E-4 0,790%*
SE-1 0,748*
SE-2 0,817*
Self Enhancement SE-3 0,682* 0,79 0,46
SE-4 0,564*
SE-5 0,554*
PE-1 0,856*
Perceived Enjoyment PE -2 0,731* 0,89 0,62
PE -3 0,763*
IS-1 0,729*
Information Sharing IS-2 0,655* 0,73 0,43
IS-3 0,568*
S-1 0,826*
Satisfaction >2 0,663 0,88 0,57
S-3%x* 0,799*
S-5 0,723*
Cl-1 0,857*
Continuance Intention Cl-2 0,528* 0,82 0,60
Cl-3 0,795*

*p<0,001. **Reverse coded

The fit indices obtained after making changes (x2 / df = 1.95, GFI = 0.887, AGFI = 0.859, CFl = 0.928, RMSEA
= 0.053) showed that the model fit better with the data. The findings in Table 4 show that the factor loadings of
all expressions were above 0.5 (except E-2 (0.495)), and all CR values were above 0.7. It was decided that one
of the expressions of the escape variable (E-2) should not be removed due to the proximity of the factor load
(0.495) to the acceptable limit. The AVE values given in Table 4 show that the values of the three expressions
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were in the range of 0.43-0.48, that is, below the critical value of 0.50 mentioned above. However, according to
Fornell and Larcker (1981), if the CR values are above 0.6, it is possible to say that convergent validity is ensured
regardless of whether AVE values are above 0.5. Therefore, it was decided that the AVE values close to 0.50 were
on an acceptable level. No other expressions belonging to the relevant variables were excluded. All data in Table
4 verify that the measurement model had convergent validity. Additionally, the fact that the CR values were well
above 0.6 indicated that the construct reliability of the model was ensured (Bagozzi & Yi, 1988).

It is mentioned above that another indicator of the construct validity of a model is discriminant validity. To
test the discriminant validity, the method of Bagozzi and Yi (1988) was used in this study. In this method, the
restricted model by equating the correlations between the constructs to 1 and the proposed model in which the
correlations are released are compared. The aim is to reject the null hypothesis (HO: ¢ij = 1), which claims that
all constructs are exactly the same. To test this hypothesis, firstly, the differences between the x2 and degrees
of freedom (df) values of the restricted model and the unrestricted model are determined. Then, the result of
the test is determined based on the value at the intersection of the row corresponding to the value Adf and
the column of the significance level of 0.05 in the X2 distribution table (Stutitemiz, 2005, p. 157). For the null
hypothesis to be rejected, the Ax2 value must be greater than the Adf critical value. Table 5 shows the 2 and df
values of the restricted and unrestricted models.

Table 5: Discriminant Validity

X2 df
Restricted Model 1149,711 324
Unrestricted Model 590,921 303
Ax2 558,79
Adf 21

In the X2 distribution table, the critical value at the intersection of the row of 21 df and the column of 0.05
significance level was 32.671. Since the calculated Ax2=558.79 value was greater than the critical value of 32.671,
the null hypothesis which claimed that all constructs were exactly the same was rejected. That is, it is possible
to say that all the constructs in the model were different from each other, and the discriminant validity of the
model was ensured.

4.3. Structural Equation Modelling

As a result of the measurement model's acceptable fit and the satisfactory validity and reliability of the
constructs, the test of the research model was carried out with structural equation modelling (SEM). The fit indices
of the structural model were found as: x2/df= 1.964; GFI=0.881; AGFI=0.856; CFI=0.925 and RMSEA=0.054. These
values were acceptable values (Doll et al., 1994; Hair et al., 2014; Mishra & Datta, 2011) and showed a good fit of
the model to the data. The B values, significance statutes, and R2 values of the constructs are shown in Figure 2.

Escapism

0,235*

Voyeurism \Q%‘ Satisfaction
Perceived 0,626** R’=0,392

-0,093 i ok
Self - / Enjoyment 0,901

Enhancement 0,401*% RZ=O,338 \ 4
Continuance
Information Intention
Sharing 2
R"=0,881

Figure 2: Findings of the research model
*Significance level (p)<0,01 ; **p <0,001
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As it may be seen in Figure 2, the variables of escapism, voyeurism, and information sharing had a statistically
significant and positive effect on perceived enjoyment as expected. The variable that had a relatively large
impact on perceived enjoyment was “information sharing”, and this variable was followed by “escapism”
and “voyeurism”, respectively. On the other hand, self-enhancement had no significant effect on perceived
enjoyment. Therefore, while the hypotheses H3, H4, and H6 were accepted, hypothesis H5 was rejected.

Other relationships in the model showed that perceived enjoyment had a statistically significant and positive
effect on satisfaction, and satisfaction had a statistically significant and positive effect on continuance intention.
Accordingly, hypotheses H1 and H2 were also accepted. According to the coefficients, the effect of perceived
enjoyment on satisfaction was found to be lower than the effect of satisfaction on continuance intention.
Moreover, considering the R2 values, perceived enjoyment was explained by the variables of escapism, voyeurism,
and information sharing at the rate of 0,338. Therefore, it could be concluded that more variables should be
added to the model, and/or measurement errors should be reduced in order to explain perceived enjoyment.
Similarly, satisfaction was explained by its antecedents at the rate of 0,392. This supported the need to include
other factors in the model and/or reduce measurement errors to increase the rate of disclosure of satisfaction
regarding Instagram. On the other hand, continuance intention was explained by all its antecedents at the rate
of 0,881. The possible reason for this high rate was that satisfaction had a considerable effect and explanatory
power on the continuance intention of Instagram usage. In addition to this, it is possible to say that satisfaction
played a mediator role in the effect of perceived enjoyment on continuance intention because the path from
perceived enjoyment to satisfaction and the path from satisfaction to continuance intention was significant.

5. DISCUSSION AND CONCLUSION

This study investigated whether individuals' perceived enjoyment affects Instagram users’ satisfaction and
satisfaction’s effects on their continuance intention of usage. The hypothesis testing results showed that the
individuals' satisfaction affected their continued use of the platform very strongly (B = 0.901). This result was in
line with previous studies conducted with individuals from different cultures (Dong et al., 2014; Hsu & Wu, 2011;
Kefi et al., 2015; Mouakket, 2018).

The research hypothesis (H1) which claimed that one of the reasons for individuals' satisfaction with Instagram
is perceived enjoyment, was confirmed with a strong effect ($ = 0.626). This result was also in line with the results
of previous studies (Gwebu et al., 2014; Hsiao et al., 2016; Sun et al., 2014). The Instagram platform may be
described as an example of hedonic information systems that aim to provide self-fulfilling value to the user rather
than instrumental value (Heijden, 2004). Heijden (2004) found that one of the most powerful factors affecting
the intention to use hedonic information systems is perceived enjoyment. The results of this study indicated that
the individuals' perceived enjoyment of Instagram use was an important factor that led them to SNS.

In this study, it was found that escapism, which is defined as motivation to get away from the cognitive
and emotional reality experienced by individuals, had a statistically significant and positive effect on perceived
enjoyment (B = 0.235). Starting from this result, it is possible to say that the use of Instagram provides a distance
away from situations such as stress that individuals experience in daily life, and it increases the enjoyment they
feel from using the platform. From another point of view, individuals may prefer social relationships through
Instagram to avoid some of the pressures that occur during face-to-face communication. Therefore, it is possible
to say that Instagram offers them the pleasure of meeting a social need.

Another finding of the study was that voyeurism had a statistically significant and positive effect on the
individuals' perceived enjoyment (8 =0.222). In other words, the fact that an Instagram user can access information
about other users without them being aware positively affects the enjoyment of using the platform. Instagram
provides individuals with the opportunity to look at what is happening in the lives of colleagues, family members,
celebrities, or other people without engaging in active interaction with them. Therefore, Instagram allows people
to satisfy their curiosity. According to some authors, voyeurism is considered as a common personality trait
that exists in different degrees in all normal individuals (Baruh, 2010; Mantymaki & Islam, 2016). Identifying the
determinants of the concept of voyeurism that occurs in different forms may be an important research topic for
future studies.
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According to the results of this study, information sharing affected perceived enjoyment more strongly (B
= 0.401) in comparison to escapism and voyeurism. The act of information sharing, which has many methods
such as picture, video, visual story sharing, and live broadcasting on Instagram, has a positive and relatively high
impact on the enjoyment of users using the platform.

In this study, no statistically significant effect of self-enhancement was found on perceived enjoyment.
This result was inconsistent with the results in some studies in which similar themes were studied (Han, 2014;
Krasnova et al., 2017). It is possible to say that this unexpected result was caused by the translation process of
the scales from English to Turkish. Another reason may have been the nature of the self-enhancement scale
since its items are referred as the personality types which are highly criticized (trying to attract attention, trying
to stand out, praising herself/himself) in Turkish society. For this reason, the participants probably had difficulty
in responding to the statements of this scale honestly. Therefore, it will be appropriate to prefer a qualitative
data collection method that provides more flexibility to the researcher in the next studies that will include this
variable.

The Covid-19 pandemic can be described as an extraordinary period that affect the whole world. Many
studies have been published associating social media with the COVID-19 period (Ahmad, Hussain, Abd Hamid,
& Khairani, 2021; Gonzalez-Padilla & Tortolero-Blanco, 2020; Liu, Liu, Yoganathan, & Osburg, 2021). The data of
this study were collected before the pandemic period. Therefore, the findings of this study have the potential to
provide future research to compare previous and upcoming COVID-19.
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Appendix: Measurement expressions.

Continuance Intention (Bhattacherjee, 2001; Zhang et al., 2017)

Cl-1 If | could, | will continue using Instagram.
Cl-2 1 will recommend my friends and family members to use Instagram.
Cl-3 I will continue using Instagram in the future

Cl-4 My intentions are to continue using Instagram rather than any alternative.

Satisfaction (Bhattacherjee, 2001)

S-1 | am satisfied with using Instagram.
S-2 My choice to use Instagram was a wise one.
S-3* I am not happy with using Instagram.

S-4* My experience with using Instagram was unsatisfactory.

S-5 I think | did the right thing by deciding to use Instagram.

S-6* If I were to do it again, | would feel differently about using Instagram.

Perceived Enjoyment (Sun et al., 2014)

PE-1 Using Instagram provides me with a lot of enjoyment

PE-2 I have fun using Instagram.

PE-3 Using Instagram provides me with pleasure.

Escapism (Chaouali, 2016; Bae, 2018)

E-1 Instagram allows me to escape from reality.

E-2 Instagram allows me to get away from what | am doing.

E-3 Instagram allows me to forget about my problems.

E-4 Instagram allows me to get away from the pressures on me.

Voyeurism (Mantymaki and Islam, 2014;2016)

V-1 | enjoy viewing Instagram because it helps me get a peek into other’s private moments.
V-2 | like watching people on Instagram when they don’t know that they are being watched.
V-3 | enjoy viewing others’ photos on Instagram no matter if | know them or not.

V-4 | get satisfaction out of watching people on Instagram when they are unaware.

V-5 I like Instagram because it provides access to other people’s information.

V-6 I like Instagram because people don’t know that | am accessing their Information.

Information Sharing (Gan and Li, 2018; Liu et al., 2016)

IS-1 Instagram provides me to inform people.
IS-2 Instagram provides me to share information that is useful to other people.
IS-3 Instagram provides me to present information on my interest.

Self Enhancement (Krasnova et al., 2017)

SE-1 | emphasize special qualities that distinguish me by using Instagram.

SE-2 | show abilities that distinguish me from others by using Instagram.

SE-3 | attract the attention of others by using Instagram.

SE-4 | tell others about my achievements by using Instagram.

SE-5 I win respect in the circle of my friends and acquaintances by using Instagram.
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