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Abstract 

Social media marketing has gained tremendous attention in the recent years and has become a 

powerful tool for companies, entrepreneurs and marketers to approach their target customers 

and cultivate longtime customer relationship with increased engagement. Despite the 

increasing investment on social media marketing and the increasing important roles users 

play today, few of previous studies, however, were focused on the user behavior or the key 

factors that influence user engagement with brands on social media. We chose technology 

acceptance model (TAM) and uses and gratifications theory (UGT) as our theory foundation 

to investigate user behaviors on social media and the factors that influence user engagement 

with brands. We tested our model in two different social media platforms; Facebook and 

Instagram. The conclusions were based on inputs from a survey with 126 respondents with 

diverse background and age groups. We tested the hypotheses utilizing statistic correlation 

analyses. Among the five researched variables, H1 (perceived usefulness) and H5 (motivation 

for information) are proved to be statically significant. Despite a number of limitations, our 

research sheds a light on the study of user behavior on social media platforms. Understanding 

user behavior is useful for entrepreneurs and marketers in shaping more efficient ways to 

target the right audience on the right platform(s) to achieve their marketing objectives by 

effectively exploiting the potential of social media.  

 

 

 

 

Keywords: Digital marketing; Social media marketing; Social networking marketing; 

Technology acceptance model; Customer engagement; Customer engagement behavior; Uses 

and gratifications theory  
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1 Introduction 

Marketing is a dynamic process that constantly changes its rules based on the requirement of 

selling products (Saravanakumar and SuganthaLakshmi, 2012).  Traditional form of 

marketing is broad and incorporates many forms such as print marketing, broadcast 

marketing, mail marketing and telemarketing. Often traditional marketing has many 

disadvantages such as high costs and limited customization; it was the main marketing 

strategy in the past (Sharma and Sheth, 2004). Traditional marketing is focused more on 

supplier’s perspective where the supplier creates a demand for the product (Sharma and Sheth, 

2005). 

 

Over the past 40 years, there has been a radical shift in marketing strategies. Companies are 

shifting from traditional methods to Internet to advertise and market their products and 

services (Gil-Or, 2010). As the development in digital information technology (IT) and 

communication progressing, e-marketing strategies are also progressing thus overcoming the 

disadvantages of traditional marketing methods.  E-marketing or digital marketing has many 

advantages over traditional marketing such as low cost, time efficient, customizability and 

enhanced reach (Media, 2018; Sharma and Sheth, 2005). E-marketing changes the focus from 

supplier’s perspective to customer’s perspective, thus e-marketing has been changing the 

marketing theory and practice (Sharma and Sheth, 2005). 

 

In the past decade, social media, as an emerging sub-category of e-marketing, has become a 

game-changing phenomenon almost in every field. The business world is becoming 

increasingly dynamic and interactive with the emergence of new technologies and 

communicative platforms such as social media. It has enabled the users to express and 

communicate in an absolute new way, which has tremendous effect on the companies. This 

new developments have forced the companies to develop and incorporate social media 

marketing which, over time, has evolved to be a major marketing channel (Hansson et al., 

2013). Social media provides a platform between companies and customers to understand 

each other’s needs. Social networking is a sub-category within the social media (Perdue, 

2010) and there are many social networking sites operating today with millions of users such 

as Facebook, Instagram and Twitter etc. Instagram belongs to Facebook and operates with 

similar business model where majority of the revenue comes from the companies who 

advertise on their platform (Gumbus et al., 2012). For companies, social network marketing 
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is a channel to achieve marketing goals at a relatively low cost (Sharma and Sheth, 2004). 

With the ambition to grow through digitalization and the desire for better customer 

engagement, a growing number of companies are designing their digital strategy with 

improving customer engagement on top priority. 

 

Though young with half the size of Facebook user base1, Instagram (started in 2010 and has 1 

billion users) is competing with Facebook (started in 2004 and has 2.32 billion users) in 

terms of user engagement (Brandon Leibowitz, 2018). Photo and video sharing Instagram is 

leading over Facebook and other social networking platforms in terms of user engagement 

rate2 (Brandon Leibowitz, 2018). Also, according to Statistica and Forrester Research Inc, 

Instagram has the highest interaction rates between users and brands and is reported to have 

more time spending compared to other social networking platforms. The rise of Instagram as 

a social media platform and the reason why it has the highest interaction rates between users 

and brands merit attention both for scholars and managers. 

 

However, most of the studies are focused on customer relationship management, or brand 

management, or innovation management, or employee recruitment so far (Felix et al., 2017), 

few of them were focused on the user behavior and almost none of them studied the influence 

of various social media platforms as to our knowledge. Despite of the importance of social 

media as well as the increasing investment on social media marketing (Ashley and Tuten, 

2015), there is little understanding of what makes the users to choose one platform over other. 

It is important to understand the consumers buying process, from pre-purchase to post-

purchase in developing efficient and catching advertisements to grab the customer’s attention 

(Ismail, 2017; Kannan and Li, 2017). By seeking to answer the research question what makes 

users become more engaged and interactive with brands and commercials on social 

networking platforms, our thesis attempts to investigate the user behaviors on social media 

platform and develop a preliminary understanding of their motivations and preferences. Thus 

to examine how customers respond to various digital media platforms and to understand how 

the digital and social media environment influences user behavior, which is poorly researched 

so far (Taken Smith, 2012; Williams and Whiting, 2013). It also aimed to understand the user 

motivations, reasons for a social media platform preference and user engagement. 
                                                
1 Facebook currently sits at 2.32 billion monthly active users. Sixth-ranked photo-sharing app Instagram had 1 
billion monthly active accounts. Source: Statista 2019, Statistica.com 
2 Comparison of users’ engagement rate: Instagram 0.84%, Facebook 0.53%, and Twitter 0.04%. Source: 
Locowise (Brandon Leibowitz, 2018) 
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To investigate user behaviors and answer our research question we adopted a quantitative 

survey. It is a self-answered online survey distributed online mainly via social media and 

email. To reflect the real common users, respondents were randomly chosen through the 

accessibility to the survey link. 

 

Our thesis contributes to the existing literature by comparing the two most used social media 

platforms, understanding consumer behaviors of using social media platforms, and examining 

the factors that influence the consumers’ engagement with companies on social media 

platforms. Although the sample of quantitative survey is somewhat still limited, the findings 

of our study can be used to further our understanding of the social media marketing. 

Moreover, this study might be useful in shaping an effective way for entrepreneurs and 

marketers in shaping more efficient ways to target the right audience on the right platform(s) 

to achieve their marketing objectives by effectively exploiting the potential of social media.  

 

This thesis first examines the literature of previous research within the area of interest on how 

companies utilize social media marketing as part of their digital marketing strategy as well as 

how consumer online behaviors influence the engagement on social media platforms. Two 

models will be introduced which serve as the theory foundation of this study followed by the 

proposed research model with hypotheses by the end of theory section. Second, the research 

process of this study will be introduced to present the methodology adopted, the design and 

implementation of this survey, and how we collected and handled the data. Third, findings 

and results of this study will be presented. Finally, discussions concerning practical and 

theoretical implications, conclusion of this study, and proposed future research will be 

presented. 
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2 Literature Review 

In this chapter, we will present previous studies on digital marketing and social media 

marketing from both organization perspective and user/customer perspective. We will also 

introduce the theoretical background on which we develop and propose our research model. 

 

Commercial use of Internet and World Wide Web has been exploded since the beginning of 

21st century. During this time the traditional marketing strategies has changed at a frenetic 

pace towards digitalization. New players, such as Google, Facebook, Amazon, have emerged 

as key players in the modern business world. In 2015 online sales accounted for 7.5% of total 

retail sales, out of which ~25% of sales were made through mobile device in USA (Kannan 

and Li, 2017). All major companies understand the importance of “digital relationship” with 

customers and it has become an important topic to understand how the rapid growth in the 

digital technologies is re-shaping the digital marketing strategy (Ashley and Tuten, 2015). In 

the last decade social networking platforms such as Facebook, Instagram, YouTube, Twitter 

etc., has gained most of the attention and it has become a part of life for the millennials 

(Becker et al., 2013). According to a recent survey by Pew Research Center, the number of 

Facebook users has remained unchanged while there is a constant increase in the Instagram 

users in USA (PERRIN and ANDERSON).  The above said survey also identified that young 

adults (18 to 29 years old) are more inclined towards photo sharing social networking 

Instagram and Snapchat. The enormous reach of social media and the competitive advantages 

associated with are vast (Perdue, 2010; Stauss and Seidel, 2019).  Hence it is important for 

the companies to understand the user preferences for efficient social media 

advertising/marketing.  

 

2.1 Digital Marketing 

In the digital era, millennials are going online for shopping, source of news, entertainment, 

and social networking, which evolves digital marketing as an effective strategy (Taken Smith, 

2012). Digital marketing is defined as promoting products and services using digital channels 

such as Internet and WWW. It has been proved as a most efficient way of communication 

and reaching customers with cost-effective means (Okazaki et al., 2007). It has unique and 

powerful characteristics that bring suppliers and consumers close to each other. The 

information flow between suppliers to consumers shifted from “one-way” to “two-way” 



 9 

(Armstrong and Hagel III, 1996) and also from “One-to-Many” communication model to the 

Many-to-Many” model (Hoffman et al., 1995).  It has been identified that effective digital 

marketing strategies are grabbing the attention of the 21st centaury generation and they have a 

definitive preference for certain forms of media (Taken Smith, 2012). By taking into 

consideration the preferences of Millennials, the effectiveness of online communications and 

digital marketing aimed at this market segment can be increased (Taken Smith, 2012).  

 

2.2 Social Media Marketing / Social Networking Marketing 

Since the beginning of Internet and WWW, social media platforms have gained much 

attention. There has never before existed such environment that has shaped the marketing 

strategies. It has been observed that the social media marketing and digital marketing has 

moved the traditional marketing to a corner since the start of Facebook and other such 

platforms (Akar and Topçu, 2011). It is estimated that, around 3.5 billion users are connected 

to one or many social media platforms throughout the world (Stauss and Seidel, 2019). Social 

media marketing is a dynamic phenomenon in the marketing (Saravanakumar and 

SuganthaLakshmi, 2012). With such great number of users, social media marketing (SM 

marketing) has become a powerful tool for companies to reach customers through low cost 

and high efficiency (Habibi et al., 2014; Salem and Salem, 2019). It is important to 

understand how companies and customers see social media.  

 

2.2.1 Organization Perspective 

Other digital marketing activities may be used for the same purpose, but the SM marketing 

has tremendous reach, efficiency and success in building and managing loyal customers 

(Habibi et al., 2014). For organizations social media marketing is to promote a product or 

services and increase the visibility on the Internet (Salem and Salem, 2019). Almost all 

companies, big or small are beginning to understand the importance of social media 

marketing to reach out their customers in more efficient way (Salem and Salem, 2019), but 

most of these companies are finding it more difficult to operate and build brand recognition 

and loyalty (Ismail, 2017). Organization’s perspective of social media is to use this platform 

to build successful advertisement campaigns and to convert users to be a part of such 

campaigns. Also to encourage social media users to be a part of product development by 

sharing their ideas through this platform (Becker et al., 2013). It has become an important 
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task for the companies to identify the key interests that motivate and engage users to such 

activities for better social media marketing (Described in detailed in Customer Engagement 

section below).  

 

2.2.2 User Perspective 

Customer’s perception about social media is different. Demographics such as age, gender, 

ethnicity, culture and income have great effects on the social media usage and their interests 

are constantly changing (Dijkmans et al., 2015). According to Salem and Salem, “people use 

social media for information search, to engage with brand community or even to find 

particular products with low prices, and value-conscious consumers mostly prefer to use the 

social media to find products with low prices” (Salem and Salem, 2019). Value-conscious 

consumers are more engaging on social media by reviewing the products and service 

provided by companies (Zielke, 2014). At the same time they are comparing product features, 

feedbacks, and price from similar brands (Zielke, 2014). Users search social media platforms 

to find better, reasonable price with good feedbacks (Mukherjee and Banerjee, 2017). The 

user perspective is completely different from that of organizational viewpoint of social media.  

 

Understanding the influence of social media in the context of marketing is crucial for the 

companies since they are spending lots of money on social media marketing (Felix et al., 

2017; Fong and Burton, 2008; Kumar et al., 2016; Schultz and Peltier, 2013). It was 

estimated that about $60 billion was spend for social media marketing each year (Ashley and 

Tuten, 2015; Smith, 2011a). Successful social media marketing campaign would bring great 

returns in the coming years (Okazaki et al., 2007).  It is large amount of money spending on 

social media marketing, and most of the companies “believe” that social media channels are 

important components of their marketing strategy (Ashley and Tuten, 2015). In a recent 

survey, Facebook identified different factors influencing consumer’s selection to use different 

social media platforms (“Facebook and Instagram,”), which is a very important factor for 

companies in selecting their social media marketing platform. Above said survey identified 

the demographics play an important role in users’ selection of social networking platform, 

but the causes for such selection were poorly studied. The impact of user behavior in 

selecting a social networking platform in previous studies is so limited. Therefore, in this 

study we would like to analyze the user behaviors in selecting a social networking platform. 

Though the study is aimed to understand the user behavior, but the results are useful to the 
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companies to choose a right social media platform for their products and service marketing 

campaign.   

 

2.3 Customer Engagement (CE) & Customer Engagement Behavior (CEB) 

Social media establishes conversations among individuals and firms due to its interactive 

nature and enables customers to generate content and create value (Sashi, 2012). With its 

potential to better serve customers and satisfy their needs, social media has excited business 

practitioners and gained lots of their attentions (Sashi, 2012). Social media marketing (SMM) 

activities are served as effective marketing communication methods to strengthen customer 

relationship and create purchase intent which are the main purposes of marketing 

communication (Kim and Ko, 2012). Though often intertwined with customer experience 

(CX) and customer relationship management (CRM), customer engagement (CE), which is 

defined by Paul Greenberg as “the ongoing interactions between company and customer, 

offered by the company, chosen by the customer”, has emerged in the past few years and has 

become a hot topic that has generated great interest from companies worldwide in diverse 

industries (Sashi, 2012). Companies are shifting from a product- and sales-centric philosophy 

to a customer engagement philosophy (Kumar, 2013).  

 

The focus of customer engagement is to satisfy customers with value provided to them, to 

build trust, and to maintain long-term relationships (Sashi, 2012). Instead of passive 

information receivers, engaged customers become partners who collaborate with sellers in the 

value adding process to better satisfy their needs as well as the needs of other customers 

(Sashi, 2012). According to Sashi, social media with its nature of interactivity can greatly 

help to establish relationships between sellers and buyers with trust and commitment and thus 

customer engagement is what that can build emotional bonds in relational exchanges with 

customers (Sashi, 2012). 

 

2.3.1 Customer Engagement Cycle and Customer Engagement Matrix 

A notion of customer engagement cycle has been introduced to the process of building 

customer engagement and the stages contained are connection, interaction, satisfaction, 

retention, commitment, advocacy, and engagement (Sashi, 2012). 
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Within customer engagement cycle, customers can be categorized into four groups in terms 

of the degree of relational exchange and emotional bonds that characterize their relationships 

with sellers (Sashi, 2012). They are transactional customers, delighted customers, loyal 

customers, and fans with low or high emotional bonds linked to low or high relational 

exchange (Sashi, 2012). 

 

2.3.2 Customer Engagement Behaviors 

Customer engagement behaviors (CEBs) refer to the customers’ behavioral manifestation 

toward a brand or firm which is beyond purchase and resulted from their motivational drivers 

(van Doorn et al., 2010). A variety of behaviors are included in CEBs which include but are 

not limited to customers’ recommendations, commenting reviews, word-of-mouth (WOM) 

activities, offering help to other customers, blogging and so on (van Doorn et al., 2010). 

Doorn et al. have concluded that antecedents that are customer-based, firm-based, and 

context-based can directly affect CEBs (van Doorn et al., 2010), among which customer-

based factors are deemed as the most important ones. In addition to the classification of the 

customers, Doorn et al. believe that it is also helpful to consider the customer’s purpose when 

engaging with three focused questions: “to whom is the engagement directed, to what extent 

is the engagement planned, and to what extent are the customer’s goals aligned with the 

firm’s goals” (van Doorn et al., 2010). According to Doorn et al., how the customer’s goals 

are aligned with the firm’s goals can decide what the ultimate impacts of CEB could be on 

the firm.  

 

2.4 Online Consumer Behaviors on Social Media 

Consumer behavior, defined as the study of consumers in the total purchasing process, is 

extremely complex and is becoming even more difficult to understand and measure due to the 

extensive availability and application of modern technology (Jarad, 2014). In alignment with 

the fast development of information communications technology (ICT), consumers’ online 

behavior is also developing at a fast rate (Heinonen, 2011). According to Heinonen, 

consumers are actively taking part in a variety of activities ranging from consuming content, 

participating in discussions, sharing knowledge with other consumers, contributing to other 

consumers’ activities as well as to marketing contents. The landscape as well as the dynamic 

of media and marketing has been changed by the above-mentioned active consumer 
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behaviors and companies’ marketing sphere have been invaded by consumers who are 

enabled by social media (Berthon et al., 2008). Thus, to create mutual benefits from the 

effective use of social media, it is important for companies to better understand consumers’ 

ever-changing online behaviors (Heinonen, 2011). 

 

Four focal points of consumer behavior are positioned according to Shankar et al. which are 

in brief 1) consumer internal beliefs and attitudes, 2) external influences on consumers, 3) 

external environmental settings of the marketplace, and 4) consumer changes in perception of 

ICT (Shankar et al., 2016) which they believe can reshape consumer product or service 

selection, purchase, and use. Moreover, it is also difficult to understand the motivations of 

customers and where they are paying attention. According to Baird and Parasnis’s study, 

most customers do not engage with companies via social media simply to feel connected. In 

fact, customers are far more pragmatic than expected. Companies need to design experiences 

that deliver tangible value which customers expect in return for customers’ time, attention, 

endorsement and data to successfully exploit the potential of social media (Baird and Parasnis, 

2013). 

 

2.4.1 Technology Acceptance Model 

Agreed by researchers, the discussion of technology acceptance model (TAM) is necessary 

here for further investigation since the TAM are useful in explaining and predicting the 

technology use in various occasions (Dillon and Morris, 1996). 

 

Introduced by Davis, the technology acceptance model (TAM) which is developed from the 

theory of reasoned action (TRA) is an information system theory that models user acceptance 

of information systems to describe an individual’s information technology (IT) acceptance 

behavior, i.e. how people accept and use a technology (Davis et al., 1989). Among a number 

of factors that might influence users’ decisions about using a new technology, two of them as 

two statistically distinct dimensions, are of primary relevance which determine people’s 

behavioral intention as shown in Figure 1 according to Davis et al (Davis, 1989). 

• Perceived usefulness (U): the prospective user’s subjective probability that using a 

specific application system will increase his or her performance 
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• Perceived ease-of-use (EOU): the degree to which the prospective user expects the given 

system to be free of effort 

 

Figure 1: Technology Acceptance Model (TAM) (Davis et al., 1989) 

 

TAM implies that people intend to perform behaviors toward which they have positive affect 

(Davis et al., 1989). According to Davis’s tests, three main insights can be concluded: 

1) The use of technology can be predicted reasonably from people’s intentions; 

2) Perceived usefulness is a major determinant of people’s intentions to use a new 

technology; 

3) Perceived ease of use is a significant secondary determinant of people’s intentions to use 

new technologies. 

 

2.4.2 Uses and Gratifications Theory 

It is important yet difficult to understand the motivations of customers, i.e. why they are there 

(Rodgers and Loitz, 2009). Derived from socio-psychological research of mass 

communication (Blumler, 1979), Uses and Gratifications Theory (UGT) is an audience-

centered approach to understanding why and how people actively look for specific media to 

satisfy their specific needs. UGT focuses on what do people do with media (i.e. Why do 

people use media and what do they use them for?) other than what do media do to the 

audience based on the assumption that media is a highly available product consumed by their 

audiences. UGT discusses how users choose media to satisfy their specific needs (e.g. 

knowledge, relaxation, social interactions, diversion, escape, etc.), and in the other way 

around, how media fail to satisfy the needs of users.  
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This theory has some key assumptions (Katz et al., 1973): 1) the audience are active and have 

clear intent on choosing and using the media to achieve gratification; 2) the media compete 

with other resources of satisfaction; 3) people have enough self-awareness of their media use, 

interests, and motives. 

 

Goals for media use can be grouped into five uses (McQuail, 1987) which can be served as 

the main guidelines for investigating consumers’ motivations for using social media platform 

nowadays: 

1) Be informed or educated; 

2) Identify with characters of the situation in the media environment; 

3) Entertainment; 

4) Enhance social interaction; 

5) Escape from the stresses of daily life 

 

In Heinonen’s study, a detailed matrix of consumer activities that are related to consumers’ 

use of user-created content on social media have been described as shown in Figure 2 

(Heinonen, 2011). It focuses on activities in addition to the above-mentioned five motivations 

of using social media, which helps to better understand why consumers are using social 

media and further shape the concepts of UGT in more depth by identifying each 

gratification’s activities. Both UGT and TAM can be used as a foundation for designing this 

study’s questionnaire. 
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Figure 2: Consumers’ social media activities (Heinonen, 2011) 

Notably, among all those social media users, Millennials (also called as Generation Y) who 

have grown up socializing are an essential ingredient in developing the digital marketing 

strategies whom the companies can never neglect (Smith, 2011b). A survey (571 Millennials 

in US, 2009) has been done to understand the Millennials behavior as well as their 

preferences in terms of digital marketing strategies. As the results showed, Millennials prefer 

certain forms of digital advertising and some digital marketing strategies are considerably 

more effective than others in grabbing the attention of Millennials which motivate repeat 

visits to a website and solicit online reviews (Smith, 2011b), e.g. bright colored graphics with 

interactive design, personal touch,  competitive prices with coupons, and good shipping rates 

are the top motivators for repeated visits from Millennials. Smith believes that taking into 

consideration the preferences of Millennials can increase the effectiveness of a company’s 

digital marketing. 

 

2.5 Proposed Research Model with Hypotheses 

Starting from the digital marketing firstly to have a broader view of this emerging marketing 
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user perspective, the aforementioned studies have generated a comprehensive picture of 

principles and roles of digital marketing and social media marketing, and how companies 

utilize social media marketing as part of their digital marketing strategy. The interactive 

nature of social media and the bilateral communication way make it necessary to understand 

the user behavior and study what factors can influence the engagement level. Two models 

were then studied in terms of the acceptance of new technology and uses and gratifications 

since they were proved to be useful in explaining and predicting the technology use and 

motivations of usage. However, due to the fast development of social media platforms as well 

as the technology, prior studies have not examined the effectiveness between different social 

media channels as well as the key reasons behind it, e.g. how consumer online behaviors 

influence the engagement on social media platforms. And since improving customer 

engagement is one of those on top of entrepreneurs’ and marketers’ agenda, the implications 

of this study would then be important for entrepreneurs and marketers to deploy further 

digital marketing strategy with limited resources. Taking these as our research basis, we set 

to dig deeper to understand the social media dynamics. 

 

Based on the previous literature review, for a better understanding of user behaviors to 

understand what makes users more engaged and interactive with brands and their 

commercials on social media platforms, we implemented “Technology Acceptance Model 

(TAM)” and “Uses and Gratification Theory (UGT)”, both of which were user-centered as 

introduced in the literature review, as the theory foundation of this study. Since the characters 

of users vary and their behaviors keep changing, we used these two dimensions to cross 

check the relationship of those factors with the user behaviors and their engagement level. 

The proposing hypotheses with the factors that could influence users’ choice and preference 

were designed as the theoretical foundation of this research to be examined in this study (see 

Figure 3). 
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Figure 3. Proposed research model with hypotheses 
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3 Methodology 

This section describes the research methods employed in the analysis of this study. It begins 

with the research design, introducing the approach of this research and followed by survey 

construction, which explains how we constructed the survey and shows the framework of the 

entire research. In operationalization of variables, we will explain how the specified models 

were operationalized into the design process. We will also explain how we improved the 

questionnaire via pilot survey. The sample selection section describes the choice of two 

social media platforms and the criteria of valid respondents. The data collection and data 

handling sections describe how the research were distributed to collect a representative mix 

of respondents’ demographics and how we planned to handle the data we got. And the 

reliability, validity and limitations of this research will be discussed in the final section of this 

chapter. 

 

3.1 Research Design 

As aforementioned, nowadays enabled users are leading the conversations on social media 

platforms, which used to be dominated by firms and companies mainly. Accordingly, in this 

study, other than investigating the companies’ perspective, we decided to adopt a consumer-

dominant mindset by focusing on the users/customers’ perspective to investigate their 

motivations, perceptions and behaviors of using social media, their preferences over certain 

type of platforms (if they have), and how they engage with the commercials on the chosen 

social media platforms. The purpose of this study is to identify and understand the factors 

that influence users’ selection of social media platforms and what makes them more engaged 

with brands and their commercials. A quantitative analysis would then be more appropriate 

for this research to include more respondents with diverse demographic backgrounds to test 

the hypotheses and to find the similarities and differences among individuals with a relatively 

broad sample pool. A deductive approach was adopted with the study of past research, theory 

foundation, and the establishment of relevant hypotheses. Data was collected through a self-

answered questionnaire, which allowed us to create descriptive statistics and analyze the 

selected model and hypotheses. 
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3.2 Survey Construction 

The self-answered questionnaire used for this study (see appendix 1) was designed with an 

online survey platform SurveyMonkey, which made it possible to approach the respondents 

through social media post, web link and email invitations. It also allowed respondents to 

complete the survey from different smart devices including computer, tablets and mobile 

phones. In the preface of survey listed the topic of this survey and predicted how long it 

would take to complete the entire survey. Besides, we also clarified that Facebook Messenger 

does not count as Facebook in this survey and highlighted it in the preface since we received 

this feedback through pilot survey, which will be further explained in the following pilot 

survey session. 

 

This survey mainly consists of 4 sections, which are 1) demographics, 2) social media use 

frequency and motivations, 3) social media preferences, satisfaction and perception, and 4) 

engagement with brands and commercials on social media. The first section (from question 1 

to question 5) concerning gender, age, nationality and education background gave some brief 

profiles of the respondents while they didn’t serve as screening. Instead, we tested how they 

would correlate with other dependent variables in the later analysis. The second section (from 

question 6 to question 9) which includes the frequency and motivation of using social media 

started with a screening question asking if the respondent was an active user of either 

Facebook or Instagram or both of them, or neither of them. Since we decided to choose 

Facebook and Instagram, two of the most widely used social networking platforms, as the 

research objects for our study, those who answered neither would not continue with the rest 

of the survey or analysis. Questions were set in the third section (from question 10 to 

question 13) to test their preferences, satisfaction and perception of social media platforms. 

Scale was used to test the perception of each factor based on the fundamental theory and 

model we used based on literature review. The last section, from question 14 to question 21, 

was designed to test the engagement with brands on social media and online shopping 

behaviors. Scale was used to test the frequency and multiple-choice responses were supported 

in terms of understanding the underlying reasons behind. 
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3.3 Operationalization of Variables 

A number of variables have been adapted from the previous of study as shown in Figure 3. 

We combined technology acceptance model (TAM) and uses and gratifications theory (UGT) 

together to further test how these variables correlate with users’ engagement on social media. 

 

Perceived usefulness and perceived ease-of-use were originated from technology acceptance 

model. All the relevant questions were rephrased to make them more easily understood for 

respondents. And we adopted both multiple choice and scale to measure these variables. The 

questions that were used to measure perceived usefulness and perceived ease-of-use were: 

Perceived Usefulness 1 (PU1): It (refers to social media platform Facebook or Instagram, the 

same below) is useful for my purpose 

Perceived Usefulness 2 (PU2): It is useful to get information 

Perceived Ease-of-Use 1 (PEOU1): It is easier to use / user friendly 

Perceived Ease-of-Use 2 (PEOU2): It is easy to use 

 

Motivations for using social media platforms such as enjoyment, social connection, and 

information were originated from uses and gratifications theory. The questions that were used 

to measure them were: 

Motivation – Entertainment 1 (ME1): It is more entertaining 

Motivation – Entertainment 2 (ME2): It is enjoyable and fun to use 

Motivation – Entertainment 3 (ME3): It is easy to follow celebrities 

Motivation – Social Connection 1 (MSC1): I have more friends using it 

Motivation – Social Connection 2 (MSC2): It is a good platform for social networking and 

communication 

Motivation – Social Connection 3 (MSC3): It is a good platform for interacting with friends 

Motivation – Information 1 (MI1): It is easy to get information 

Motivation – Information 2 (MI2): It keeps me updated of fashion trends 

Motivation – Information 3 (MI3): It is easy to follow products and brands 
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3.4 Pilot Survey 

After constructing the draft questionnaire, a pilot survey was conducted to test the 

questionnaire before the final release, which we believed was necessary since it was a self-

answered survey without any aided supports provided to the respondents when they were 

answering the survey. 

 

Before the pilot survey started, we first asked our respondents to record the time they spent 

on completing this survey. After they completed the survey, some other questions were given 

to them, which are listed as below: 

• How long did it take to complete the entire survey? Do you think it is acceptable? 

• Is the lengthy of this questionnaire appropriate and acceptable? 

• Are there any technical issues in accessing or completing this survey? If yes, what are 

they? 

• Are all the questions well-articulated and easy to understand? If not, which? 

• Is the logic of this questionnaire clear and sound to follow? 

• Do you have any other questions or comments? 

 

After the pilot survey, a few adjustments were made to improve the questionnaire 

accordingly. For example, the definition of Facebook referred to this study has been clarified 

according to one of our respondents’ comments. During the pilot survey, one of our 

respondents mentioned he checked the Facebook very often simply to communicate via the 

Messenger because he also counted Messenger as part of Facebook. It reminded us to set up a 

reminder both in the introduction of the survey and in the relevant questions in this survey to 

indicate that Messenger is not counted to Facebook in this survey to make it more reasonable 

for our analysis. In addition, scale was used instead of multiple choices to make it more 

readable and understood. On top of that, some wordings were rephrased, and a few 

descriptions were added to avoid any misunderstanding. 
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3.5 Sample Selection  

A vast number of social media platforms have emerged during the past decade. Among a 

variety of different social media platforms, Facebook and Instagram were selected to be 

tested due to the following reasons: 

1) Both Facebook and Instagram are ones of the most popular platforms with a great number 

of active users3 

2) Although Instagram has been acquired and is now owned by Facebook, it distinguishes 

itself from versatile and multifunctional Facebook by its unique focus on photo and video-

sharing social networking service. A comparison between these two platforms can be made to 

test and validate the influencing factors and further investigate consumers’ behaviors and 

motivations for using these two platforms 

3) Instagram is leading over Facebook and other social networking platforms in terms of user 

engagement rate, which is worthwhile of further study4. 

 

Due to the focus on the above two selected social media platforms, which needed respondents 

to be active users of either Facebook or Instagram or both of these two platforms, a non-

probability sampling technique was adopted in this study accordingly. And due to the limited 

time and resource we had for this study, we decided to adopt convenience-sampling 

technique. We distributed the link to this survey via Facebook and through emails to our 

network. And those respondents of our network then helped to further spread and distribute 

this survey to their network, etc. We did not choose quota sampling since we aimed to have 

as many respondents as possible to generate objective and non-biased responses from a 

diverse sample pool. The survey could be taken by anyone with a valid online link 

theoretically. 

  

                                                
3 Market leader Facebook currently sits at 2.32 billion monthly active users. Sixth-ranked photo-sharing app 
Instagram had 1 billion monthly active accounts. Source: Statista 2019, Statistica.com 
4 Comparison of users’ engagement rate: Instagram 0.84%, Facebook 0.53%, and Twitter 0.04%. Source: 
Locowise (Brandon Leibowitz, 2018) 
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3.6 Data Collection 

Data collection was primarily through self-completion web-based survey. The link to the 

survey was posted via Facebook and sent by email. A brief introduction of the purpose of this 

survey as well as the predicted time to complete the survey was added to the link. 126 

responses were collected within 10 days in May 2019, among which 80% were collected 

through social media posts, 16% were collected through web link, and the remaining 4% 

were responded through email invitations.  

 

3.7 Data Handling 

The online survey tool we used supported us to export raw data to Microsoft Excel. All the 

data was checked for mistypes and some other errors first before any further analysis. And all 

the answers were treated anonymously and would only be used in our thesis. The respondents 

were screened and separated into two groups according to question 6 asking if the respondent 

is an active user of Facebook only, Instagram only, using both Facebook and Instagram, or 

using neither of them. Respondents who matched our criteria, i.e. respondents that are active 

users of either Facebook or Instagram or using both Facebook and Instagram were chosen as 

valid respondents of this study. They were then classified into two groups, which are 

Facebook users and Instagram users for further analysis. All the valid data were then coded 

accordingly before being exported to SPSS for statistics analysis. 

 

3.8 Reliability, Validity and Limitations 

Reliability, and validity are the most critical criteria for the evaluation of any research 

(“Business Research Methods - Emma Bell, Alan Bryman, Bill Harley - Google Books,”), 

including this research. As Bryman and Bell said, reliability is concerned with whether the 

results of a research are repeatable (“Business Research Methods - Emma Bell, Alan Bryman, 

Bill Harley - Google Books,” ). Reliability of the survey depends on the honest responses 

from diverse individuals with a variety of different backgrounds. Few or limited number of 

answers may not be helpful in drawing a conclusion. Constructing the survey to get 

concluding answers is an important aspect in validating the hypothesis. Simple and clear 

questions may engage the survey taker till end, while ambiguous questions may mislead the 

survey taker, which were avoided while formulating the survey questions of this study.  
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Sample size and access to the major demographic groups are the major limitations of a 

quantitative survey. Getting higher number of responses is crucial for the reliability and 

validity of the study, which might also be a major limitation. Distribution of the survey also 

greatly influences the results. In our case, we distributed the survey through various platforms, 

such as Facebook, web link and e-mails, so that the survey reached many diverse individuals 

and they could complete it. In this current study, we distributed the survey through Facebook, 

but not through Instagram due to the limitation of some technical issues. 80% of the 

responses to the survey came from Facebook that might have already segregated the only 

Instagram users whose opinion is essential for any conclusion. Another limitation we faced 

regarding the survey was reaching diverse individuals. Most of the responses came from age 

groups between 18-34 years from Asia and Europe. There were very few responses from both 

American continents upon which we are unable to make a conclusion due to the relatively 

small sample size.   
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4 Results and Findings 

To test the above-mentioned hypothesis, we designed an online survey covering four aspects, 

which are 1) demographics, 2) social media use frequency and motivations, 3) social media 

preferences, satisfaction and perception, and 4) engagement with brands and commercials on 

social media. The self-answered questionnaire contained 21 questions in total (see Appendix 

1) and was distributed online without any gender, geographical or age-related restrictions.  

 

4.1 Descriptive Statistics 

4.1.1 Demographics 

126 responses have been received during 10 days of data collection and 120 of them matched 

our criteria and were valid for analysis to understand the user behaviors. As shown in Table 1, 

we divided the respondents into different gender and age groups, i.e. age group A refers to 

those who are under 25 years old, age group B refers to those ranging from 25 to 34, age 

group C refers to those ranging from 35 to 44, and age group D refers to those above 44 years 

old. Male and female distributions of those age groups are also shown in Table 1 below. 

Table 1. Gender and age distribution among the valid respondents. (Valid sample size = 120. We 
have excluded those respondents who were not active users of either Facebook or Instagram and also 
those who chose not to mention their gender for our gender-based analysis.) 

 Age Group A 
(Under 25 y.o.) 

Age Group B 
(25-34 y.o.) 

Age Group C 
(35-44 y.o.) 

Age Group D 
(Above 44 y.o.) Total 

Male 17 29 12 1 59 
Female 22 30 7 2 61 

      

Total 39 59 19 3 120 

 

We received responses mainly from Asia and Europe and most of them are currently living in 

Sweden or some other countries in Europe. Very few of them are from North America, Africa, 

or Oceania. The limited number might restrain us to draw conclusions based on them which 

we believe is one of the limitations of this study. Educational qualifications for younger 

people in group A are mainly mix of high school (36%) and bachelors (46%). Education 

background of other age groups are mainly bachelor’s degree (30%), master’s degree (48%), 

and PhDs (16%).    
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As shown in Table 2, out of all the valid 120 respondents, 67.5% are using both Facebook 

and Instagram, 22.5% are using only Facebook, and the rest 10% are using Instagram only.  

Table 2. Active users’ distribution by age, gender and platform. (Valid sample size = 120. We 
have excluded those respondents who were not active users of either Facebook or Instagram and also 
those who chose not to mention their gender for our gender-based analysis.) 

Active Users by 
Social Media 

Age Group A 
(Under 25 y.o.) 

Age Group B 
(25-34 y.o.) 

Age Group C 
(35-44 y.o.) 

Age Group D 
(Above 44 y.o.) Total 

Both Facebook 
and Instagram 

27 43 10 1 81 

Male 10 18 4 1 33 
Female 17 25 6 0 48 

Facebook only 5 12 8 2 27 
Male 4 10 7 0 21 
Female 1 2 1 2 6 

Instagram only 7 4 1 0 12 
Male 3 1 1 0 5 
Female 4 3  0 7 

Total 39 59 19 3 120 

 

To conduct the comparison between these two selected social media platforms and 

investigate the perceptions and motivations for each platform, we classified the respondents 

into two user groups – user group A and user group B (see Table 3). User group A refers to 

active Facebook users which includes respondents who are using Facebook only and those 

who are using both Facebook and Instagram. User group B refers to active Instagram users 

who are either using Instagram only or using both Facebook and Instagram. 
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Table 3. User group classification and distribution by gender and age. (user group A = 108, user 
group B = 93) 

User Group by 
Social Media 

Age Group A 
(Under 25 y.o.) 

Age Group B 
(25-34 y.o.) 

Age Group C 
(35-44 y.o.) 

Age Group D 
(Above 44 y.o.) Total 

User Group A: 
Facebook Users 

32 55 18 3 108 

Male 14 28 11 1 54 
Female 18 27 7 2 54 

User Group B: 
Instagram Users 

34 47 11 1 93 

Male 13 19 5 1 38 
Female 21 28 6 0 55 

 

4.1.2 Social Media Use Frequency 

Respondents of age group A and B are showing their tendency towards using Instagram more 

often which supports the Pew Research Center’s survey (PERRIN and ANDERSON) 

indicating millennials prefer photo sharing social networking Instagram platform. 

Table 4.  Male and female users weighted average time spending on each social media platform 
(hours/day). 

  
Age Group 

A 
(Under 25 

y.o.) 

Age Group 
B 

(25-34 y.o.) 

Age Group 
C 

(35-44 y.o.) 

Age Group 
D 

(Above 44 
y.o.) 

Total 
Average 

Facebook 
Male 1.1 1.3 1.2 0.5 1.2 

Female 1.2 1.6 1.1 2.5 1.4 
       

Instagram 
Male 1.4 1.0 1.0 N/A 1.1 

Female 1.8 1.4 0.7 N/A 1.5 

 

4.1.3 Social Media Preferences 

Out of valid responses, 20% said that they have no preferences over Facebook or Instagram, 

while 38% and 43% prefer Facebook and Instagram respectively (see Table 5). Notably, in 

age group A, 69% of respondents prefer Instagram only, while 37% and 11% prefer 

Instagram for age group B and C respectively. Reverse trend has been observed for Facebook, 

i.e. 23%, 37% and 58% said they prefer Facebook for age groups A, B and C respectively.  
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Table 5.  Preferences on social media platform. 

Preferences Age Group A 
(Under 25 y.o.) 

Age Group B 
(25-34 y.o.) 

Age Group C 
(35-44 y.o.) 

Age Group D 
(Above 44 y.o.) Total 

Facebook 8% 18% 9% 3% 38% 
Male 4% 13% 6% 1% 23% 
Female 3% 6% 3% 2% 14% 

Instagram 23% 18% 2% 0% 43% 
Male 8% 5% 0% 0% 13% 
Female 14% 13% 2% 0% 29% 

I don’t have 
any preferences 

3% 13% 5% 0% 20% 

Male 2% 7% 4% 0% 13% 
Female 1% 6% 1% 0% 8% 

Total 33% 49% 16% 3% 100% 
 

4.1.4 Reasons for Social Media Preferences 

In order to understand the reasons why users prefer one social media platform over another, a 

question provided with some options that supported by the previous study and an open-end 

option allowing users to specify their unique reasons was set to test our hypothesis based on 

previous study. According to Chart 1, ME1 (motivation for entertainment), PEOU1 

(perceived ease-of-use), PU1 (perceived usefulness), MSC1 (motivation for social connection) 

are the top four reasons for preferences. Among the 120 respondents, male tend to be more 

pragmatic with higher focus on the perceived usefulness (PU1) and motivation for social 

connection (MSC1), while female respondents tend to focus more on the perceived ease-of-

use (PEOU1) and motivation for entertainment (ME1). As for the age group, group A and B 

with age under 34 years old tend to weigh motivation for entertainment (ME1) more, while 

group C and D weigh more on perceived usefulness (PU1) and motivation for social 

connection (MSC1).  
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Chart 1. Reasons for preferences for social media platforms. 

 
 

4.1.5 Motivations for Using Social Media 

According to the responses, respondents seem to have different motivations for using each 

platform (see Chart 2). Facebook users are mainly using it for social networking (69%) and 

gathering information (51%), while Instagram users are mainly using it for entertainment 

(77%) and social networking (57%). In addition, Instagram users are also using it for online 

shopping activities (6% for Facebook and 9% for Instagram). 

Chart 2. Motivations for using each social media platform. 
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4.1.6 Following Brands/Companies/Products on Social Media 

According to the responses, 27% of 120 respondents only follow brands/companies/products 

on social media, which is slightly higher than the percentage of those who only follow 

brands/companies/products on Facebook (see Chart 3). 

Chart 3. Brand followers’ percentage on social media (N=120). 
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better platform to follow brands and products and is perceived by the respondents as more 

enjoyable and fun to use, while Facebook is perceived as a better platform for social 

networking, communication and interacting with friends. Users show concerns over their data 

privacy on both platforms though. The above preferences are more significant among female 

group and age group A. 

Table 6.  Perceptions of each social media platform. (Scale is weighted average. 1 stands for totally 
disagree while 5 stands for totally agree.) 

 useful to 
get information 

easy to 
follow 
products 
and 
brands 

easy 
to 
use 

enjoyable 
and fun 
to use 

a good 
platform for 
social 
networking 
and 
communication 

a good 
platform 
for 
interacting 
with 
friends 

a 
platform 
where 
privacy is 
protected 

Facebook 3.2 3.0 4.0 3.3 3.9 3.9 2.3 
Instagram 3.0 3.8 4.1 4.1 3.5 3.4 2.7 

 

We calculated the correlation between perception and our hypothesis variables for both 

Facebook and Instagram users. The obtained correlations are shown in Appendix Table 2.1. 

We observed that for Facebook users, perception of usefulness to get information (PU2), fun 

to use (ME2), easy to follow products and brands (MI3), and perception in terms of protected 

data privacy turn out to be positively correlate to their interaction with brands on Facebook. 

As for Instagram users, perception of usefulness to get information (PU2) and easy to follow 

products and brands (MI3) were observed to be significantly positively correlate to their 

interaction with brands on Instagram.  

 

4.2.2 Reasons for Engagement 

As shown in Chart 4, users turn out to engage with advertisements on social media out of 

pragmatic reasons, i.e. coupons, discounts and gifts (47% and 38% for Facebook and 

Instagram respectively) which supports the previous study done by Baird and Parasnis (Baird 

and Parasnis, 2013). Nevertheless, user group A and B have some different reasons for 

engaging with the ads on each platform. Facebook users mainly click and view the ads for 

coupons, discounts and gifts (47%) and content of advertisement (37%), while Instagram 

users check the ads mainly due to the attractive visuals (41%) and celebrities and influencers 

that they follow via Instagram (38%). Female respondents and respondents of age group A 

and B tend to be more likely to engage because of the celebrities and influencers they follow 
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on Instagram. To be mentioned, although not specified in the given options, some of the 

respondents spontaneously expressed that they do not like Ads on Facebook. According to 

the correlation analysis based on obtained data, however, only interactivity is shown as 

significantly positively correlate to the engaging rate with advertisements on Instagram (see 

Appendix Table 2.2).  

Chart 4. Reasons for engaging with the ads on each social media. 
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5 Discussion 

80% of respondents proactively follow brands/companies/products on either of the compared 

social media, while 20% of respondents do not follow brands on any social media platforms 

out of which 27% are following brands on Instagram only. This is 4% higher than Facebook 

confirming the higher user engagement rate for Instagram (Brandon Leibowitz, 2018b). 

Based on the survey, technology acceptance is more in age groups A and B compared to C 

and D (see Table 2). Similar trend for technology acceptance was observed from Facebook 

and Instagram users in young age groups. We observed relatively higher use frequency in 

Facebook in age group C while it is the other way around for Instagram users in age group A. 

It strongly supports the hypothesis of young generation are more inclined towards photo 

sharing Instagram (PERRIN and ANDERSON). Table 5 also clearly shows the millennials 

preference towards Instagram. Among the respondents, 36% of female group follow brands 

on Instagram only and the percentage is even a little higher in age group A (55%). This is an 

interesting observation that young females are more inclined towards Instagram, which may 

be helpful for entrepreneurs in choosing a right platform for their social media marketing. 

The low response rate from age group C and D might be linked to the low technology 

acceptance. The low response limited us to draw any conclusion on their social media usage, 

but it looks like age group C and D are neither active users of social media nor follow brands 

or products. It might be the reason for very low response rate from that age group.  

 

There is no significant difference between the frequency in viewing the advertisements or 

interacting with brands on each platform except for female respondents and respondents of 

age group A tend to view more and interact more on Instagram comparing to Facebook. 

Despite many respondents indicate that they do not make a purchase based on social media 

advertisements, the female respondents and respondents of age group A tend to be more 

likely to make a purchase based on advertisements on Instagram in comparison with 

Facebook. From the results we observed that females were spending more time on social 

media and it is directly related to the purchasing based on the advertisements. 
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5.1 Summary of Hypotheses 

The observed Pearson correlation coefficients in the results section were summarized into the 

five hypotheses we built up based on the previous research models with the obtained 

correlation as shown in Table 7. 

 
Table 7. Summarizing table of hypotheses and related Pearson correlation coefficients of 
Facebook and Instagram. 
Hypothesis	   Variable	   Facebook	   Instagram	   Accept/Reject	  

H1	   Perceived	  Usefulness	  (PU)	   0.295	   0.283	   Accept	  
H2	   Perceived	  Ease-‐of-‐Use	  (PEOU)	   0.106	   0.071	   Reject	  
H3	   Motivation	  -‐	  Entertainment	  (ME)	   0.299	   0.099	   Not	  universally	  

significant	  
H4	   Motivation	  -‐	  Social	  Connection	  (MSC)	   0.174	   0.201	   Reject	  
H5	   Motivation	  -‐	  Information	  (MI)	   0.379	   0.216	   Accept	  

 

H1 (perceived usefulness) and H5 (motivation for information) are proved to be statically 

significant on both of the selected social media platforms, while H3 (motivation for 

entertainment) turns out to be only statically significant on one of the selected social media 

(Facebook) which is not universally significant or accepted in the final research model (see 

Figure 4). 

 

Figure 4. Final research model 

Perceived Usefulness (PU)

Perceived Ease-of-Use (PEOU)

Motivation - Entertainment (ME)

Motivation - Social Connection (MSC)

Motivation - Information (MI)

Engagement

H1

H2

H3

H4

H5
Non-significant

Not universally
significant
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6 Conclusion 

Our study contributes to an understanding of perceptions and motivations of user engagement 

for social media marketing by comparing two of the most used social media platforms 

(Facebook and Instagram), understanding consumer behaviors of using social media 

platforms, and examining the factors that influence the consumers’ engagement with 

companies on social media platforms. The theory foundation and hypotheses of this study 

were built on two models of previous research which are technology acceptance model (TAM) 

and uses and gratifications theory (UGT). The data for this study was obtained through 

quantitative research and analyzed statistically with SPSS. According to our study, perceived 

usefulness and motivation for information make users more engaged and interactive with 

brands and their commercials on social media networking platforms. Reasons for engaging 

with commercials on social media are linked to the content of advertisement, attractive 

visuals and partly celebrities, while “coupons, discounts and gifts” are still the main 

pragmatic reasons driving this engagement. 

 

It is also observed that young female users of age group A are more frequently making online 

purchases through Instagram while no such trends were observed in Facebook. The reasons 

for preference towards Facebook and Instagram remain similar while the young generation in 

age group A are more inclined towards using Instagram.  

 

7 Proposed Future Research 

This survey sheds some light on the understanding of perceptions and motivations of user 

engagement for social media marketing, however, this observation is still geographically 

limited. It should be further researched to understand the user behaviors at a global level to 

understand the phenomenon universally. At the same time, it will be interesting to develop 

some regression models on how user interactions and engagement towards various social 

media platforms change in regard to various parameters such as age, gender, location etc. 

Such models will be useful for companies in further optimizing and developing their efficient 

social media marketing strategies to achieve their marketing objectives by effectively 

exploiting the potential of social media.  
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Appendix 1 

Questionnaire 

Social Media Marketing Survey (Facebook & Instagram) 

It will take approx. 5 minutes to finish the survey. Thanks for your time and patience in 

advance!  

*Please do not count Messenger as Facebook during this survey, thanks! 

 

* 1. Are you...?  

   Female 

   Male 

   Other 

   I prefer not to say 

 

* 2. Which age group are you in?  

   Under 18 

   18-24 

   25-34 

   35-44 

   45-54 

   55+ 

 

* 3. In what country were you born? 

_____________________________ 

 

* 4. In what country do you currently reside? 

____________________________________ 

 

* 5. What is the highest level of education you have completed? 

   High school 

   Bachelor 

   Master 
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   PhD 

   I prefer not to say 

   Other (please specify) ______________________________ 

 

* 6. Are you an active user of...? 

   Facebook only 

   Instagram only 

   Both Facebook and Instagram 

   Other (please specify) ______________________________ 

 

* 7. How often do you use each social media platform on average? 

 
 

* 8. You use Facebook mainly for...? (Please select all that apply) 

�   Social networking 

�   Information 

�   Entertainment 

�   Online shopping 

�   Other (please specify) ______________________________ 

 

* 9. You use Instagram mainly for...? (Please select all that apply) 

�   Social networking 

�   Information 

�   Entertainment 

�   Online shopping 

�   Other (please specify) ______________________________ 

 

* 10. Which of the following social networking media do you prefer? 

     Facebook 
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     Instagram 

     I do not have any preferences 

 

* 11. What makes you prefer one social media over the other? (Please select all that apply) 

�       It is useful for my purpose 

�       It is easier to use / user friendly 

�       It is more entertaining 

�       I have more friends using it 

�       It is easy to follow celebrities 

�       It is easy to get information 

�       It keeps me updated of fashion trends 

�       Other (please specify) ______________________________ 

 

* 12. I think Facebook is... 

 
 

* 13. I think Instagram is... 
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* 14. How often do you shop online? 

     Every week 

     Twice a month 

     Once a month 

     Once a quarter 

     Once a year 

     Never 

     Other (please specify) ______________________________ 

 

* 15. How often do you shop via social media platform (e.g. Facebook, Instagram, etc.)? 

     Every week 

     Twice a month 

     Once a month 

     Once a quarter 

     Once a year 

     Never 

     Other (please specify) ______________________________ 

 

* 16. Do you follow brands/companies/products on social media? 
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     Only via Facebook 

     Only via Instagram 

     Both Facebook and Instagram 

     Other social media (please specify) ______________________________ 

 

* 17. How often do you view the advertisements on each following platform? 

 
 

* 18. How often do you interact with brands/companies/products on each following platform 

("interact" here refers to “like”, comment, and repost)? 

 
 

* 19. How often do you make a purchase based on social media advertisements?  

 
 

* 20. What makes you engage with the advertisements on Facebook? (Please select all that 

apply) 

�       Coupons, discounts, and gifts 

�       Attractive visuals 

�       Celebrities and influencers 

�       Content of advertisement 

�       Interactive 

�       Other (please specify) ______________________________ 

 

* 21. What makes you engage with the advertisements on Instagram? (Please select all that 

apply) 

�       Coupons, discounts, and gifts 

�       Attractive visuals 
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�       Celebrities and influencers 

�       Content of advertisement 

�       Interactive 

�       Other (please specify) ______________________________ 

 

Thank you! 
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Appendix 2 

Appendix Table 2.1 Pearson correlation coefficients of Facebook and Instagram users’ 
perception vs. our hypothesis variables.  

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed). 

 

Getting 

Information 

(PU2)

Easy to use 

(PEOU2)

Fun to use 

(ME2)

Social 

networking 

(MSC2)

Interacting 

friends 

(MSC3)

Easy to 

Follow 

Brands 

(MI3)

Privacy

Online Shopping Frequency 0.042 -0.115 0.009 -0.063 0.105 0.006 -0.048

Social Media Shopping 

Frequency
0.185 0.185 .216

* 0.155 .291
**

.266
**

.238
*

Following Brands -0.128 0.029 0.092 0.089 0.034 .262
** 0.036

Follow Advertisements 0.127 0.153 .224
* 0.124 -0.062 .278

** 0.128

Brand Interaction .295** 0.106 .299** 0.174 -0.014 .379**
.376

**

Purchase through Social Media .372
**

.240
*

.418
** 0.186 0.138 .443

**
.334

**

Getting 

Information 

(PU2)

Easy to use 

(PEOU2)

Fun to use 

(ME2)

Social 

networking 

(MSC2)

Interacting 

friends 

(MSC3)

Easy to 

Follow 

Brands 

(MI3)

Privacy

Online Shopping Frequency .286
** 0.068 0.051 0.125 0.055 0.034 0.022

Social Media Shopping 

Frequency
0.086 -0.086 -0.124 -0.016 0.107 -0.025 .216

*

Following Brands 0.112 0.177 0.130 0.134 0.119 .364
** 0.020

Follow Advertisements 0.026 0.134 0.070 .208
* 0.164 .232

* -0.067

Brand Interaction .283** 0.071 0.099 0.201 0.134 .216* 0.203

Purchase through Social Media 0.123 .220
* 0.175 .247

*
.252

*
.395

** 0.149

Perceptions

Social Media Platform Dependent Variables

Facebook

Instagram

Social Media Platform Dependent Variables

Perceptions
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Appendix Table 2.2 Pearson correlation coefficients of Facebook and Instagram users’ reasons 
for engagement vs. our hypothesis variables.  

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed) 

 
 

Coupon Visuals Celebrities Content Interactivity

Online Shopping Frequency 0.014 0.010 -.203* 0.187 -0.141

Social Media Shopping 
Frequency

-0.025 .224* 0.138 0.071 -0.051

Following Brands 0.168 0.145 0.187 0.145 0.024

Follow Advertisements 0.076 0.051 -0.012 0.155 0.142

Brand Interaction 0.066 .262** 0.152 0.057 0.079

Purchase through Social Media 0.179 .234* 0.127 0.142 0.018

Coupon Visuals Celebrities Content Interactivity

Online Shopping Frequency 0.086 -0.050 0.014 0.167 -0.097

Social Media Shopping 
Frequency

-0.125 0.095 0.098 0.145 -0.015

Following Brands 0.161 0.081 0.182 .224* 0.170

Follow Advertisements 0.110 0.203 0.091 0.128 .216*

Brand Interaction 0.109 0.200 0.128 .352** .217*

Purchase through Social Media 0.176 .277** 0.176 .220* .225*

Dependent Variables

Dependent Variables

Social Media Platform

Facebook

Social Media Platform

Instagram

Reasons for Engagement

Reasons for Engagement
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Appendix Table 2.3  Pearson correlation coefficients of Facebook and Instagram user’s 
motivation vs. our hypothesis variables.  

**. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed) 

 
 

 

Entertainment
(ME)

Social 
connection 

(MSC)

Information 
(MI)

Online 
shopping

Online Shopping Frequency -.229* 0.011 -0.063 .226*

Social Media Shopping 
Frequency

-0.148 -0.082 -0.011 .305**

Following Brands 0.011 -0.060 -0.011 -0.146

Follow Advertisements -0.018 -0.006 -0.007 0.109

Brand Interaction -0.018 -0.035 -0.097 .198*

Purchase through Social Media 0.047 -0.075 .242* 0.148

Entertainment
(ME)

Social 
connection 

(MSC)

Information 
(MI)

Online 
shopping

Online Shopping Frequency -0.103 0.198 -0.004 0.104

Social Media Shopping 
Frequency

-0.085 0.132 0.005 0.204

Following Brands -0.062 -0.042 0.182 0.203

Follow Advertisements 0.064 .271** 0.185 .239*

Brand Interaction 0.021 .219* 0.166 0.136

Purchase through Social Media -0.030 .258* 0.092 .220*

Motivation

Facebook

Social Media Platform Dependent Variables

Social Media Platform Dependent Variables

Instagram

Motivation


