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ARASTIRMA MAKALESI

Sosyal Medya Kullaniminin Ardindaki
Giidiiler: Teorik Bir Degerlendirme
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Ozet

Amagc: Bu c¢aligmada sosyal medya (SM) kullaniminin
arkasinda yatan giidiileri aragtirmak amaglanmustir.
Yontem/Metodoloji/Dizayn: Konu hakkinda 6n plana
cikan caligmalar teorik olarak incelenmis, sosyal medya
tirlerine gore detaylandirilarak smiflandirilmig ve cika-
rimlar yapilmstir. Bu baglamda caligma literatiir incele-
mesi niteligi tasimaktadir.

Sonuclar: Literatiirde en ¢ok vurgulanan SM siteleri
Twitter, Instagram, Facebook, TikTok, Snapchat, Lin-
kedIn ve YouTube'dur. SM kullaniminin ardindaki neden-
ler ¢cogunlukla kullanimlar ve tatmin yaklagimi ile agik-
lanmaktadir. SM kullaniminda en ¢ok vurgulanan giidiiler
sosyal etkilesim, eglence ve bilgi aramadir. Son olarak,
sosyal medya kullanimmda sosyal giidiilerin etkileri bi-
reysel gilidiilere gore daha yiiksektir.

Katky/Farkhliklar: Bu ¢alisma ile birlikte SM kullanimi-
na dair bir profilin ¢izilmesi ve bireyleri sosyal medya
kullanimina iten giidiilere yonelik bilgi birikiminin artma-
st yoluyla s6z konusu alana katki saglanmasi beklenmek-
tedir.
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Abstract

Purpose — The present study aims to explore the motives
behind social media (SM) use.
Methodology/Approach/Design- The prominent studies
on social media use have been examined theoretically,
classified in detail regarding SM types, and inferences
have been made. In this context, the study is a literature
review.

Findings- The most emphasized SM sites in the litera-
ture are Twitter, Instagram, Facebook, TikTok, Snap-
chat, LinkedIn and YouTube. SM networking sites have
usage differences depending on users’ age and purpose.
Motives behind the SM use are mostly explained by the
uses and gratification approach. The most emphasized
motives in SM use are social interaction, entertainment
and information seeking. Finally, the effects of social
motives are higher than individual motives in social me-
dia use.

Originality/Value- With this study, it is expected to
contribute to the field by drawing a profile on SM use
and increasing the knowledge about the motives that
push individuals to use SM.

* Corresponding Author: Assoc. Prof., Afyon Kocatepe University, ANS Cam-
pus, Afyonkarahisar ® ousluu@aku.edu.tr, ORCID: 0000-0002-0571-6281
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Motives behind Social Media Use: A Theoretical...
Introduction

The recent development of information technology has paved the way for
both SM networking sites and SM users to become widespread. According to
statistics, 4.26 billion people worldwide used SM in 2021, it is estimated that
4.59 billion people in 2022 and 5.85 billion people in 2027 will be SM users
(Statista, June 2022). While some people are meeting with SM first time, a
life without SM seems impossible for many (Singh et al., 2019). Increasing
use of SM has brought various novelties and benefits. Some of these are cre-
ating a business opportunity (Benavides, 2022), communicating faster with
people directly (Chen et al., 2021), building relationships (Pang et al., 2016),
and self-marketing as reputation management (Samara et al., 2021). For these
reasons, many people consider SM as an opportunity and use it in line with
their interests. The use of SM causes not only benefits but also harmful con-
sequences (Bahadur, 2021; Wei, 2021). Stress, conflict, depression, fatigue,
internet addiction and loneliness are the most prominent among these harms
(Aalbers et al., 2019; Peris et al., 2020). Of course, more examples of the
consequences could be presented. The majority of previous studies in the SM
literature focused on the positive and negative consequences and emphasized
these critical issues. For instance, dozens of studies exit in the literature about
internet and SM addictions (D'Arienzo et al., 2019; Haand & Shuwang,
2020; Sun & Zhang, 2021). It is pivotal to examine and evaluate the possible
results of using SM. However, it is also critical to detail the factors and mo-
tives which cause SM use. The key to directing a behavior in a desired direc-
tion is diagnosing the issues that cause that behavior. Just as psychologists
must first diagnose the illness and the causes of the error in order to treat
people with mental disorders. In this context, determining and examining the
motives behind the use of SM is an important issue. Of course, there are
many studies on the subject in the literature (Bowden-Green et al., 2021;
Yiping & Guo-Ming, 2019; Huang & Su, 2018). However, it is obvious that
studies on this subject are less than those that focus on the favorable and un-
favorable results of SM. Thus, new studies are still needed. Therefore, it can
be stated that examining the motives behind SM use is useful in preventing
possible problems that may arise in the future, managing people and predict-
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ing trade opportunities. In addition, examining those motives seems im-

portant in terms of contributing to the need in the literature. For this reason,
present study aims to explore motives behind SM use. Theoretically, previ-
ous studies related to subject were examined and it was expected to contrib-
ute to the literature by presenting a tidy theoretical framework.

1. Method

Previous studies conducted on the subjects of “SM using” and “motives be-
hind it” were explored in current study. Review method was adopted since it
expands knowledge about the field and creates a holistic view to the related
field. The scope of study is only limited by articles due to huge number of
published research in other types including books, chapters, thesis or pro-
ceedings. In addition, it was assumed that the articles were more scientific,
peer-reviewed and thus more realistic and reliable results were thought to be
obtained. Studies including concepts of “SM use” and “motives for SM use”
in title were included to study. Since it contains many databases, the "Google
Scholars" database was used to scan all the mentioned studies. About 15
studies directly related to the subject were found and the ones that could be
reached were included in the study. Types of SM mentioned by each study,
the user profiles described for these types and the motives that push people to
SM use were interpreted by examining in detail. In this context, the study has
a conceptual and theoretical nature with a review method.

2. Theoretical Framework

2.1 SM Use

SM is a collection of channels where people socialize, share their activities,
obtain information and meet their various psychological needs. Social net-
working sites provides services to people such as creating profiles, express-
ing themselves, and communicating with others. (Bolar, 2009). SM pro-
vides a wealth of knowledge about individual’s network and one can use
for different purposes (Bolar, 2009). The most popular ones are Twitter, In-
stagram, Facebook, TikTok, Snapchat, LinkedIn and YouTube. Each social
networking site provides different services for their users and people use
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these SM channels for their different purposes as well. For instance, Twit-

ter is used by all segments of society and its data were mainly benefited to
monitor public idea. (Brandt et al., 2020). Facebook, TikTok and Snapchat
are preferred mostly for building social interactions and other social pur-
poses. Especially TikTok has become popular among people as an alterna-
tive SM which provides services to its users such as watching, creating, and
sharing videos (Fan & Hemans, 2022). Instagram and YouTube are used
both social, commercial and advertising intentions. LinkedIn is a little bit
different from other SM sites because of its users. It has been used mostly
by professionals, occupational groups and job seekers for self-presentation
purposes (Tifferet & Vilnai-Yavetz, 2018). The use of SM changes depend-
ing on age. According to the data of a previous research, adults under 30
stand out for their use of Instagram, Snapchat and TikTok and people over
65 ages mostly use YouTube (Anderson & Jiang, 2018). Previous study al-
so suggested that intensity use of SM were different among college stu-
dents. Accordingly, college students spent their time mostly on Instagram,
followed by Snapchat, Facebook, and Twitter respectively (Alhabash &
Ma, 2017). In addition to the common use of SM in different age groups,
its consequences are also remarkable. Creating a business opportunity for
commercial purposes (Benavides, 2022), communicating faster with people
directly (Chen et al., 2021), building relationships (Pang et al., 2016), and
self-marketing as reputation management (Samara et al., 2021) are some of
the desired functional consequences. However, there are also undesired and
risky consequences which frequently mentioned among scholars such as
stress, conflict, depression, fatigue, internet addiction and loneliness (Aal-
bers et al., 2019; Peris et al., 2020). Exploring the motives as well as the
consequences behind SM use is also critical and useful in preventing possi-
ble problems that may arise in the future, managing people and predicting

trade opportunities.

2.2 Motives behind SM Use
People’s motives behind SM use are common questioned that needs to be
explained. Previous research mostly explored those motives through uses
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and gratification approach (Alhabash & Ma, 2017; Baek et al., 2011; Park

et al., 2009; Shao, 2009). According to approach, individuals have specific
needs and are actors in the search for SM to meet their wants. (Sheldon &
Newman, 2019). It explains the way people adopt and use media based on
their needs (Kim et al., 2011). Based on the uses and gratification approach,
many researchers have suggested several different motives of SM use. For
instance, Sheldon et al. (2017) explains motives for Instagram use self-
promotion, diversion, documenting, creativity, and social interaction.
Hwang & Kim (2015) verified that intention to participate in social move-
ments was one of the motives of SM use. According to Khan (2017) the
strongest motive for YouTube is relaxing entertainment and commenting
and uploading on YouTube is predicted by social interaction motive. Mo-
tives for Facebook use was determined by Park et al., (2009) as entertain-
ment, socializing, self-status seeking and information. The motives vary
depending on SM type (Twitter, Instagram or others) and time (usage year
of social media). For instance, Alhabash & Ma (2017) explored the motiva-
tions and uses of four different SMs as Facebook, Twitter, Instagram and
Snapchat, they found the motivations and time spent on each SM were dif-
ferent among college students. Table 1. summarizes the motives and SM
types in detail.

Table 1: Motives for SM Use

Types of SM Motives References

Social interaction
Documenting Sheldon et al.

Instagram Diversion (2017)
Self-promotion
Creativity
Relaxing entertainment

YouTube Social interaction Khan (2017)

Information giving
Information seeking

Socializing
Facebook Entertainment Park et al.,
Self-status seeking (2009)
Information
Increasing knowledge
Twitter/LinkedIn | Exchanging advice Antheunis et al.,
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Communication
Marketing

(2013)

Social Networking
Sites

Self-reflection and image building
Utility

Information gathering and problem

solving

Networking
Simply-spending time
Revisiting memories
Peer influence

Bolar (2009)

SM in General

Search for information and inspiration

Search for social interaction

Beat of boredom and pastimes
Escape form m-negative emotions
Search for positive emotions

Brailovskaia et
al., (2020)

SM in General

Information
Social connection
Entertainment

Heinonen
(2011)

SM in General

Information seeking
Self-expression

Heiss et al.,
(2020)

Table 1: Motives for SM Use (Contiuned)

Types of SM

Motives

References

Social Networking
Sites

Seeking friends
Social support
Entertainment
Information
Convenience

Kim et al., (2011)

TikTok

Socially rewarding
Self-presentation
Trendiness
Escapist addiction
Novelty

Scherr & Wang
(2009)

Instagram

Surveillance/Knowledge  about
others

Documentation

Coolness

Creativity

Sheldon & Bryant
(2016)

Facebook

Information sharing
Convenience and entertainment
Pass time

Interpersonal utility

Control

Promoting work

Baek et al., (2011)
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Information sharing
Self-documentation
Facebook Social interaction
Twitter Entertainment Alhabash & Ma
Instagram Passing time (2017)
Snapchat Self-expression
Medium appeal
Convenience
Social Networking | Fun-related Luchman et al.,
Sites Content-specific (2014)

Source: Compiled by the author.

As it is seen, there are different motives behind SM use. Another issue that
is frequently associated with the mentioned motives in the literature is the
users’ personalities and personality traits. Research indicates that more ex-
troverted individuals and people with higher self-esteem use Facebook for
social enhancement (Ross et al., 2009). Individuals with more openness
personality trait were found to use social networking sites more frequently
than others. Similarly, conscientiousness and agreeableness traits were
found to positive predictors of SM use (Gil de Zuiiiga et al., 2017). Previ-
ous study revealed that out of motives, personality and personality traits are

also critical predictors of SM use.

3. Discussion and Conclusion

In present study, it is focused on examining the motives behind SM use.
Several inferences were made from previous studies in the study, which
was carried out with the intention of a theoretical assessment. Although as-
sociated in literature, SM use and SM addiction are not the same. Addiction
is mostly related to excessive or problematic use of SM rather than SM use.
Therefore, it should be known that these two concepts are different. Studies
on the use of SM in the literature are categorized in two different groups.
The first is the studies SM use, and the other is the studies that focus specif-
ically on the SM itself (i. e., Facebook). The most emphasized SM sites in
the literature are Twitter, Instagram, Facebook, TikTok, Snapchat,
LinkedIn and YouTube. The mentioned SM networking sites have usage
differences depending on age and purpose. For instance, LinkedIn is gener-
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ally preferred by professionals and job seekers, while Snapchat is mostly

used by young people. While younger generations prefer Instagram more,
individuals over 65 ages mostly wish to spend time on YouTube. The mo-
tives behind the SM use are mostly explained by the uses and gratification
approach. After the uses and gratification approach, personality and per-
sonality traits come prominence. The most emphasized motives in SM use
are social interaction, entertainment and information seeking. Similar mo-
tives are named differently in different studies (i. e., social interaction, so-
cial connection, networking or socializing). It can be stated that there are
two types of motives that developed depending on individual and social
needs in SM use. However, the effects of social motives are higher in the
SM use. Huge number of studies on the subject exist in the literature, but
there are still gaps for future studies. For instance, studies on newly emerg-
ing social networking sites are limited. In this context, effective motives for
the use of relatively new and popular network sites such as TikTok can be
examined. Studies on this subject will enrich the literature. Studies to ex-
amine whether motivations change according to cultural differences are al-
so limited. It would be also beneficial to conduct cross-cultural studies in
this regard.
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