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Abstract

Objective: The purpose of this study was to examine motivations for social media use (social connectedness,
entertainment, social recognition, information) and its relationship with the addictive use of social media among
emerging adult university students.

Method: In this quantitative study, data were collected from emerging adult university students (N = 446) who
completed The Bergen Social Media Addiction Scale (BSMAS) and the Scale of Motives for Using Social Networking
Sites (SMU-SNS).

Results: The findings showed a moderately strong, positive relationship between addictive use of social media and
social connectedness and social recognition motivations. The findings also revealed that females and on-campus
students more frequently experience the addictive use of social media than males and off-campus students.
Conclusion: The findings from this study provided broad support for the notion that there are significant results that
it may still be important to explore a further understanding of the link between the addictive use of social media and
different motivations for social media use.
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0z

Amag: Bu calismanin amaci, beliren yetigkin Universite Ogrencileri arasindaki sosyal medya kullanim
motivasyonlarini (sosyal baglilik, eglence, sosyal taninma, bilgi) ve bu motivasyonlarin sosyal medya bagimliligiyla ile
iliskisini incelemekir.

Yontem: Nicel arastirma yénteminin kullanildigi bu calismada, veriler Bergen Sosyal Medya Bagimlilik Olgegi
(BSMAS) ve Sosyal Ag Sitelerini Kullanma Giidileri Olgedi'ni (SMU-SNS) tamamlayan beliren yetiskin Giniversite
ogrencilerden (N = 446) toplanmigtir.

Bulgular: Bulgular sosyal bagliik ve sosyal taninma motivasyonlariyla sosyal medya bagimliigi arasinda orta
derecede glicli ve olumlu bir iliski oldugunu gdstermistir. Bulgular ayrica, kadinlarin ve kampiiste yagayan
ddrencilerin daha sik sosyal medya bagimlilg yasadiklarini da ortaya koydu.

Sonug: Bu calismadan elde edilen bulgular, sosyal medya bagimliigiyla sosyal medya kullanim motivasyonlari
arasindaki iliskinin daha fazla anlagiimasinin 6nemli olabilecedine dair anlamli sonuglar oldugu fikrine genis destek
saglamigtir.

Anahtar kelimeler: Sosyal medya bagimliligi, beliren yetiskin, sosyal baglilik, sosyal taninma

Correspondence / Yazigma Adresi: Cebrail Karayigit, Pittsburg State University, Department of Psychology & Counseling, Pittsburg, USA.
E-mail: ckarayigit@pittstate.edu
Received /Gonderilme tarihi: 16.03.2021  Accepted /Kabul tarihi: 17.04.2021


https://orcid.org/0000-0003-2468-6134
https://orcid.org/0000-0002-2576-6649
https://orcid.org/0000-0002-9826-9520

Bagimliik Dergisi — Journal of Dependence

Introduction

Social media use has been on the rise over the last two decades; this is no secret. In the United States,
about 9 of 10 young adults (18- to 29-year-olds) use any form of social media (1,2). Many recent studies
have found a strong link between social media use and mental health and well-being in emerging adults
and college students. For example, previous studies found that frequent use of social media is associated
with lower satisfaction in life (3,4) and lower well-being among young adults (5,6). Another study found
that routine use of social media was positively associated with well-being and mental health (7).

Higher social media use rates have been linked in various studies to increased anxiety, depression, and
substance use. For example, a study conducted by Vannucci et al. showed a positive relationship between
social media use and anxiety for emerging adults (8). Another study focusing on young adults found that
problematic social media use was associated with a higher rate of depressive symptoms (9). A similar
study examined the relationships between emerging adults' psychological functioning and different types
of social media and found a strong link between social media use and reported anxiety symptoms as
higher levels of reported depressive symptoms, alcohol consumption, and drug use (10). They also found
that other than male participants using Twitter more often than their female counterparts did, there were
no reported gender differences. A considerable number of studies have focused on the relationship
between social media use and certain personality traits (11,12,13). For example, in a recent study
examining college students’ level of extraversion in relation to social media, Thomas et al. found that high-
functioning introverts were more likely to spend time alone without using social media than extroverts and
low-functioning introverts (14). While there has been a growing body of literature on the effects of social
media use among emerging adults, research on the relationship between the addictive use of social media
(15,19,20) and motivations for social media use is quite scarce. Therefore, the present study aimed to
take a closer look at gender differences in social media use motivations, and possible associations
between addictive use of social media and motivations for social media use among emerging adult
university students.

Findings on the motivations for social media use have varied in recent years. For example, Alhabash and
Ma measured college students’ use of Facebook, Twitter, Instagram, and Snapchat, and found that
entertainment was the most consistent motivation for social media use (21). This study also found that
most reported social media use time was spent on Instagram, followed by Snapchat, Facebook, and
Twitter. In another study, Lampe et al. found that university students use Facebook as a social search tool
to maintain previous relationships (22). In a similar study focusing on college students’ social media use,
Al-Menayes found that nearly all participants used some form of social media and that their motivations for
use fell into the following categories: entertainment, information seeking, personal utility, and convenience
(23). Park and Valenzuela found that socializing, entertainment, self-status seeking, and information were
the primary motives for participating in Facebook groups for college students (24). A study of gender
differences in social media use motivations showed that females tend to use social media for social needs
and social connections (25). While Park and Valenzuela found that females were more likely to use social
media for obtaining information (24), another study found that males are more likely to use social media
for entertainment (26).

Social media addiction has been studied extensively. A considerable number of studies have shown that
social media addiction was negatively associated with overall well-being and positively associated with
negative outcomes (27,28,32). While frequent use of social media does not necessarily refer to social
media addiction, the time spent on social media was positively associated with depressive symptoms (20).
Similarly, Balcerowska et al. found that social networking site addiction was positively associated with
perceived stress and negatively associated with subjective well-being (27). In line with the above findings,
other studies found that social media addiction was negatively related to mental health, academic
performance, and self-esteem (28,29,30,44). A study conducted by Andreassen et al. found that being
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female was positively associated with addictive social networking and activities that involve social
interaction and cooperation (15).

While these studies focused on the relationship between social media addiction and other factors (e.g.,
mental health, personality traits), the relationship between the motives for social media use and other
variables such as addictive use of social media has been analyzed even less. Thus, this study asks
whether emerging adult university students’ addictive use of social media is related to different motivations
for social media use. We expect that addictive use of social media strongly correlates with social
recognition and social connectedness motives. This study also examines how/whether the addictive use of
social media and motives for social media use are related to gender and campus residency. We predict
that female students more frequently experience the addictive use of social media.

To further examine differences in motivations for social media use and the relations of addictive use of
social media with motivations for social media use among emerging adult university students, the present
study addresses the following research questions: 1. (a) Are there differences between male and female
emerging adult university students in their levels of different social media use motivations (social
connectedness, entertainment, social recognition, information) and their levels of addictive use of social
media? (b) Are there differences between on-campus and off-campus emerging adult university students
in their levels of different social media use motivations (social connectedness, entertainment, social
recognition, information) and their levels of addictive use of social media? 2. Among emerging adult
university students, is there a relationship between the addictive use of social media and social media use
motivations (social connectedness, entertainment, social recognition, information)?

Method

Sample

The population for this study was students currently enrolled in a U.S. university. Data was collected from
(N=446) students who were between 18 and 29 years old. Potential participants were recruited using
convenience-sampling methods. There were no exclusions for participating in this study except
participants must be 18 years of age or over and 29 years of age or under since the study focused on the
stage of Emerging Adulthood (33). Of the 446 participants who completed the survey, three participants
choose to self-describe their gender. As shown in Table 1, the vast majority of participants identified as
female (70.2%) and off-campus students (70.9%). While the participants' mean age was 20.5 years (SD
= 2.6, range 18-29), the vast majority of participants (91%) were between the ages of 18-24.

Procedure

For this quantitative research, permission was obtained from the Institutional Review Board of the ethics
committee of Pittsburg State University, Pittsburg, KS, under the rules for expedited review (dated
08.28.2020, decision number ED21-027).

In this quantitative study, survey design was employed as the main avenue for collecting data from a large
number of students at a regional public university in the Midwest of the United States. An electronic
version of the survey, including the demographic form, The Bergen Social Media Addiction Scale (BSMAS;
15), and The Scale of Motives for Using Social Networking Sites (SMU-SNS; 31), were used. All responses
are measured on a seven-point Likert scale, where 1 = Strongly Disagree, and 7 = Strongly Agree.

In the fall of 2020, both undergraduate and graduate students were invited to complete an online survey in
return for a chance to win a US$50 gift certificate. The survey link included a consent form that explained
the purpose and significance of the study, the importance of their participation, confidentiality, the
anticipated length of the survey, and researcher contact information. Participants were asked to read and
agree to the consent form.
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Measures

Participants rated the six items of the Bergen Social Media Addiction Scale (BSMAS; 15) and 12 items of
the Scale of Motives for Using Social Networking Sites (SMU-SNS; 31) on a 7-point Likert scale ranging
from 1 (strongly disagree) to 7 (strongly agree). The SMU-SNS scale consist of 27 items, subdivided into
seven sub-scales (new friendships, academic purposes, social connectedness, following and monitoring
others, entertainment, social recognition, self-expression, and seeking information). For this study, we
used only four of seven dimensions of the Scale of Motives for Using Social Networking Sites (social
connectedness, entertainment, social recognition, and information) since they were the principal motives
for the use of social media in the literature reviewed (31,34,35,36). While social connectedness refers to
the motives related to feeling part of society through online social networks, entertainment refers to the
motives associated with using social media for fun and passing the time. Another dimension is social
recognition, which is related to looking for popularity and feedback (e.g., likes and comments). Lastly,
motives related to being aware of news and current social issues refers to the information dimension.
Sample items include “to be informed about the news” (Information) and “to feel socially integrated”
(Social Connectedness). The Bergen Social Media Addiction Scale (BSMAS; 15), a six-item self-report
scale for assessing at-risk social media addiction, represents a modified version of the Bergen Facebook
Addiction Scale (BFAS; 17). BSMAS and BFAS can be used interchangeably in the literature (18,27).
Sample items include “felt an urge to use social media more and more?”

Internal consistency and reliability were measured using Cronbach’s alpha coefficients. Cronbach’s alpha
indicated that each of the four motives constructs assessed by the SMU-SNS demonstrated acceptable
internal consistency (social connectedness, a=.72; entertainment, a=.83; social recognition, a=.79; and
information, a=.75). Results also showed a Cronbach’s alpha of a=0.82 for the BSMAS, indicating
relatively high internal consistency of the items in the scale. While a recent study provided strong support
for the validity and reliability of the SMU-SNS, confirmatory factor analysis indicated a well-fitting model for
the SMU-SNS (31). The validity of BFAS/BSMAS has been supported across different studies
(16,17,27,37,38).

Statistical Analysis

SPSS software (version 24) was used to analyze the data. Frequencies, Pearson Correlations, and an
independent-samples t-test were utilized. First, an independent t-test was conducted to assess if the level
of different social media use motivations (social connectedness, entertainment, social recognition,
information) and the level of addictive use of social media differ between female and male emerging adult
university students. Another independent t-test was used to determine whether there was a significant
difference in social media use motivations (social connectedness, entertainment, social recognition,
information) and addictive use of social media between on-campus and off-campus emerging adult
university students. Lastly, to examine research question two, a correlation analysis was used to determine
a possible relationship between different social media use motivations (social connectedness,
entertainment, social recognition, information) and addictive use of social media among emerging adult
university students.

Results

The scores from four social media use motivations sub-scales and addiction scale were used to address
the first research question. An independent t-test was used to determine whether there was a statistically
mean difference in the levels of different social media use motivations (social connectedness,
entertainment, social recognition, and information) and the level of addictive use of social media differ
between female and male emerging adult university students. As shown in table 2, female emerging adult
students (M = 3.44, SD = 1.14) were significantly higher in their mean level of addictive use of social
media than male emerging adult university students (M = 2.58, SD = 1.10), t(441) = -7.30, p = 0.00.
Female emerging adult students were also significantly higher in their mean of social connectedness,
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entertainment, and social recognition than male emerging adult university students, (M = 5.00, SD =
1.10), t(441) = -5.94, p = 0.00; (M = 5.99, SD = 0.84), t(441) = -3.77, p = 0.00; (M = 2.85, SD =
1.30), t(441) = -5.15, p = 0.00. However, there was no significant differences between female and male
emerging adult university students on levels of information motive, t(441) = -0.25, p = 0.79. Further, the
effect sizes for social recognition, social connectedness, and addiction were at d = .54, d = .58, d = .77,
which is considered a medium to large effect size using Cohen’s criteria (39). While the effect size
(Cohen’s d) for information sub-scale were low at d = .02 respectively, and the effect size for
entertainment sub-scale were at d = .37, which is considered a low to medium effect size.

Table 1. Demographic data of the study population

Age

18 -24 406 91.0

25-29 40 9.0

Campus Residency

On-campus 130 29.1

Off-campus 316 709

Gender

Female 313 70.2

Male 130 29.1

Total 446 100

Table 2. Social media motives and addiction by gender
Student Status N M | SD SEM t ad  p

S-Connectedness = Female 313 1 5.00 1.10 0.06 -5.94 441 | 0.00
Male 130 4.24 1.49 0.13

Entertainment Female 313 599 0.84 0.04 -3.77 441 0.00
Male 130 5.62 1.12 0.09

S-Recognition Female 313 285 1.30 0.07 -515 441 0.00
Male 130 217 1.19 0.10

Information Female 313 529 1.12 0.06 -0.25 441 0.79
Male 130 5.26 1.28 0.11

Addiction Female 313 344 1.14 0.06 -7.30 441 0.00
Male 130 | 2.58 1.10 0.09

S-Connectedness = Social Connectedness, S-Recognition = Social Recognition

Another independent t-test was conducted to assess if the level of each of the four social media use
motivations (social connectedness, entertainment, social recognition, and information) and the level of
addictive use of social media differed between on-campuss and off-campus emerging adult university
students. The result of the analysis showed that on-campus students (M= 3.49, SD= 1.27) had
significantly higher mean scores than off-campus students (M = 3.08, SD = 1.15) in addictive use of
social media, #(444) = 3.32, p = 0.00. As shown in table 3, on-campus emerging adult students (M =
5.01, SD = 1.17) were also significantly higher in their mean level of social connectedness motive than
off-campus students (M = 4.69, SD = 1.31), {444) = 2.38, p = 0.01. On the other hand, while social
recognition and information mean values resulted higher in on-campus students (respectively, M=
2.82, SD=1.32 and M= 5.43, SD = 0.99) than in off-campus students (respectively, M= 2.58, SD =
1.29 and M= 5.23, SD = 1.23) without reaching a statistical significance (p= 0.09 and p= 0.10), on-
campus and off-campus students did not significantly differ on levels of entertainment #{444) = 1.62, p=
0.37. While the effect sizes for social connectedness and addiction were at d = .25 and d = .33, which is
considered a small to medium effect size using Cohen’s criteria, the effect sizes (Cohen’s d) for
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entertainment, social recognition, and information sub-scales were all low at d = .08, d = .18, and d =
17 respectively.

Table 3. Social media motives and addiction by campus residency

Campus Residency N M | SD SEM t df P

S-Connectedness = On-campus 130  5.01 1.17 0.10 238 | 444 | 0.01
Off-campus 316 | 4.69 1.31 0.07

Entertainment On-campus 130 594 0.99 0.08 0.89 444 0.37
Off-campus 316 5.86 0.92 0.05

S-Recognition On-campus 130 282 1.32 0.11 1.69 444  0.09
Off-campus 316 2.58 1.29 0.07

Information On-campus 130 543 0.99 0.08 1.62 444 | 0.10
Off-campus 316 5.23 1.23 0.06

Addiction On-campus 130 3.49 1.27 0.11 3.32 | 444 0.00
Off-campus 316 3.08 1.15 0.06

S-Connectedness = Social Connectedness, S-Recognition = Social Recognition

The scores from all four subscales (social connectedness, entertainment, social recognition, and comfort
with differences) and the addiction scale were used to address the second research question. Cohen’s
criteria (a correlation coefficient of .10 represents a weak or small association; .30 is considered a
moderate correlation; .50 or larger represents a strong or large correlation) were used to interpret effects
sizes and estimate the degree of linear relationship between two variables (39). As shown in Table 4, there
was a moderate positive relationship between addictive use of social media and social
connectedness, n446) = .470, p = .00, and a positive relationship between addictive use of social media
and social recognition, r446) = .442, p= .00. In other words, increases in social connectedness and
social recognition motivations were moderately correlated with increases in the addictive use of social
media. The results of correlation analysis (two-tailed) also showed that there was a weak positive
relationship between the addictive use of social media and entertainment motive, n446) = .288, p = .00,
and a weak positive relationship between the addictive use of social media and information motive, 1446)
=.163, p=.01.

Table 4. Pearson correlation between addictive use of social media and social media use
motivations

Variable \

Social Connectedness Pearson Correlation 470%
Sig. (2-tailed) .00
N 446
Entertainment Pearson Correlation .288*
Sig. (2-tailed) .00
N 446
Social Recognition Pearson Correlation 4427
Sig. (2-tailed) .00
N 446
Information Pearson Correlation 163"
Sig. (2-tailed) .01
N 446

* Correlation is significant at the 0.01 level (2-tailed).

Discussion

This study focused on the motivations for social media use (namely social connectedness, entertainment,
social recognition, and information) and their relationship with the addictive use of social media among
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emerging adult university students. Emphasis was placed on the differences between specific groups of
emerging adult university students (e.g., male and female students, on-campus and off-campus students).
The current findings suggest that female students more frequently experience the addictive use of social
media. This finding is consistent with a past study that showed being female was positively associated with
the addictive use of social media (15). According to Andreassen et al., this might be explained as “female
proneness toward activities that involve social interaction and cooperation” (15).

While the current study found that female emerging adult students had significantly higher mean levels on
social connectedness and social recognition, the notion that female students are more likely to use social
media for seeking information (24,40,41) were not supported. Our finding on females having significantly
higher mean levels on social connectedness and social recognition is consistent with Joinson's study (43)
documenting females scoring higher on social connection and Krasnova et al. (25) stating that women
tend to use social media for social needs. The current study also found that female emerging adult
students had significantly higher mean levels on entertainment, which contradicts with Follows’s study
reporting that males are more likely to use social media for entertainment (26). While Krasnova et al.'s
study showed that men tend to use social media for seeking information (25); however, the current study
did not find any significant differences between males and females on the use of social media for
information.

The current research study was the first of its kind to examine if on-campus and off-campus students
differ on their levels of motivations for social media use and level of addictive use of social media. It was
expected that on-campus residency being strongly associated with the addictive use of social media. The
hypothesis was based on the assumption that on-campus students might use social media more
frequently because of reliable internet access in on-campus housing and the need to connect with their
Campus community (42). The findings of the present study supported this assumption. On-campus
students had a significantly higher mean of the addictive use of social media and social connectedness
motive than off-campus students did. However, previous studies have not fully addressed differences
between on-campus and off-campus students on their social media use motivations. Therefore, it is
unclear whether differences in social media use motivations are due to residency status or other factors.

This study also examined whether emerging adult university students’ level of the addictive use of social
media has a relationship with motivations for social media use (social connectedness, entertainment,
social recognition, information). The results suggested that the addictive use of social media was positively
related to both social connectedness and social recognition motivations. The present findings might
suggest that emerging adult university students find it difficult to engage socially; thus, using social media
more frequently. In other words, social isolation during Covid-19 might explain why emerging adults’ social
needs (social connectedness and social recognition) were significantly related to addictive use of social
media. The findings from this study have provided insights into the motivations for social media use in
relation to addictive use of social media among emerging adult university students. The presence of a few
statistically significant results also suggests motivations for social media use vary based on their gender
and campus residency, which provides a preliminary basis for future research in this area.

The purpose of this study was to investigate motivations for social media use in emerging adult university
students, particularly in relation to addictive use of social media. While the present study represents a
starting point in this promising line of inquiry, the findings generally support the notion that female and on-
campus students more frequently experience the addictive use of social media. This study also showed
that the link between the addictive use of social media and social connectedness and social recognition
motives needs more attention. In conclusion, the findings from this study provided broad support for the
notion that there are significant results that it may still be important to explore a further understanding of
the link between the addictive use of social media and different motivations for social media use.

The present study has some limitations. The external validity of this study might be questionable since
participants were recruited from a rural, mid-sized public institution. Therefore, future studies should
include more diverse and larger samples. Another significant potential limitation concerns the study’s
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selection of analysis because significant relationships do not refer cause and effect, but merely
association. Lastly, another major limitation of this study was having relatively small sample sizes for
specific groups (e.g., male participants), which might negatively affect researcher’s ability to generalize. In
order to be able to generalize the findings to emerging adults, such limitations related to sampling should
be addressed in future research studies. Future research might also focus on understanding if different
factors (e.g., depression, social isolation during Covid-19) can trigger motivations for social media use and
the addictive use of social media instead of focusing on gender and campus residency.
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