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Abstract 
When it comes to the concept of engagement, that can be linked to both consumers and 

companies on social media, there are some problems that can be identified within this 

area of knowledge. This refers to the fact that companies do not succeed in engaging 

consumers on social media and also they do not even understand the reasons for why 

consumers would engage on social media in the first place. Therefore, the aim of this 

study is to explain consumer engagement with companies on social media. In addition 

to this, the method of quantitative research was employed in which a questionnaire was 

conducted online that targeted 18-39 year olds that are active on social media. The 

questionnaire was conducted in order to aid the authors to meet the purpose and hence 

the results and discussion of the study. Within the results chapter the authors have tested 

the reliability and validity of the questionnaire as well as the hypotheses of the study. In 

addition to this, the results of the questionnaire and their description are also included. It 

was made evident through the processing of the results, as well as the discussion of the 

study that overall, entertainment and self-status seeking motivate consumers to engage 

with companies on social media, whereas information and social aspects do not 

motivate consumers to engage with companies on social media. Following these 

conclusions, theoretical and practical contributions as well as limitations and 

suggestions for further research are included. 
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1 Introduction 

The present introductory chapter presents the background in terms of social media, 

social media marketing, consumer engagement as well as motives for engagement on 

social media. It is followed by a discussion regarding several main problematic issues 

around the topic that eventually lead to the purpose and the research question. 

 

1.1 Background 

Social media, to put it simply, refers to a group of Internet-based applications which are 

created based on the ideological and technological foundations of Web 2.0 tools, and 

provides users with a platform to create and share User Generated Content (Kaplan & 

Haenlein, 2010). Furthermore, Drury (2008) views social media as online resources 

which have been used to share content between users. Thus, it implies that social media 

consists of two main parts: online resources and sharing content. For online resources, it 

is often expressed as a platform in which users are allowed to share content. Those 

resources, as Drury (2008) lists, contain among others, social networks, podcasts, blogs, 

public bookmarking and wikis. Facebook, Bebo and Myspace are general examples of 

networking social media while the other main part remaining involves the sharing of 

content. Content sharing can occur in a variety of different ways which could be, 

amongst others, in the form of a video, text, image or an idea and opinion (Drury, 2008).  

 

When it comes to the era of social media, the marketer's control of aspects such as 

timing, content and regularity of information has been diminished (Mangold & Faulds, 

2009). This implies that the power that was once in the hands of marketers and those in 

public relations, has now been obtained by communities and individuals online.  In turn, 

online users are now free to discuss about brands without the brand themselves having a 

say regarding this subject matter (Kietzmann et al., 2011). In addition to this, social 

media marketing is praised for the potential it has when it comes to the concept of 

engagement (Tuten, 2008). 

 

A specific definition that can be given in terms of consumer engagement is as a 

psychological condition which is developed through customer experiences whose 

characteristics are co-creation and interaction with someone or something (Brodie et al., 

2011). This definition is linked to the transformation from a passive to an active 
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consumer when it comes to consumer behavior regarding brands (Pagani et al., 2011). 

Also, engagement is seen as behavioral expressions focusing on companies or brands, 

rather than on simple transactions (Van Doorn et al., 2010). Therefore, consumer 

engagement can be created when individuals are connected to companies and brands 

through social media and the content which is presented online as well as the 

communication it entails (Van Laer et al., 2013). 

 

In this constantly changing context of consumer behavior, consumer engagement in 

relation to brands has a central role in the marketing area having at the same time 

consumers as main actors (Gambetti & Graffigna, 2010). Therefore, in this highly 

competitive environment, managers are required to address the need of maintaining 

their profitable consumers and also the need to inhibit them from switching to other 

companies (Hollebeek et al., 2014). The interactive features of Web 2.0 tools and the 

opportunities they offer in terms of creating close relationships between companies and 

consumers through social media have led to wide attention regarding consumer 

engagement (Sashi, 2012). It is especially evident that within Web 2.0 tools, digital 

media technologies are constantly growing and more opportunities are given to 

individual’s active and interactive behaviors on social media (Baek et al., 2011). In 

addition to this, it is believed that consumer engagement stems from different motives 

(Van Doorn et al., 2010). 

 

1.2 Problem Discussion 

Consumer engagement is a concept that has been highly discussed and asserts great 

attention in the digital context (Sashi, 2012). However, despite the emphasis on 

consumer engagement in digital environments, companies still face difficulties in order 

to maintain the attention and interest of individuals when acting online with the result of 

turning consumers to competitive companies (Tripathi, 2009). The difficulty of 

companies to engage consumers comes in line with consumers’ perceptions of brand 

communication on social media (Keep Social Honest, 2014). Addressing this challenge 

can be of high value for companies due to, for instance, the possibility of consumers to 

become advocates of companies. In turn, this would influence purchase decisions of 

others when consumer engagement is created (Sashi, 2012).  
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Also, what consumers want in order to engage and interact with companies on social 

media is not aligned with what companies think that they want, since companies often 

misunderstand the reasons behind consumers’ social media usage (Heller Baird & 

Parasnis, 2011). Based on these differences between what motivates consumers to 

engage with companies on social media and what companies themselves believe, the 

need for companies to gain knowledge regarding the motives for consumer engagement 

on social media, arises (Heller Baird & Parasnis, 2011) since this is what helps towards 

creating effective social media marketing (Zhu & Chen, 2015).  

 

Previous research on engagement in digital environments has mostly focused on 

investigating communities (e.g. Sangwan, 2005; Gummerus et al., 2012), social 

networking sites (e.g. Kim et al., 2011; Krämer & Winter, 2008) and specific platforms, 

like Facebook (e.g. Park et al., 2009; Quan-Hasse & Young, 2010). Although, when it 

comes to social media in general it is not as widely researched as the others. In addition, 

most researchers incorporate different combinations of motives within their studies such 

as social, entertainment and economic benefits (Gummerus et al., 2012) as well as 

entertainment, integration and social interaction, personal identity, information, 

remuneration and empowerment (Muntinga et al., 2011). However, the three main 

motives that have been identified as common and have been included in different 

combinations of motives regarding consumer engagement on social media are 

information, entertainment and social connection (Heinonen, 2011) and this is also 

demonstrated by the literature investigated within this study (e.g. Shao, 2009; Sangwan, 

2005; Hamilton & Tee, 2013). Furthermore, a different motive that has been included in 

previous research is self-status seeking. Despite that different aspects of self-status 

seeking have been researched either on their own (e.g. Krämer & Winter, 2008) or in 

different combinations of motives (e.g. Vasalou et al., 2008), self-status seeking with its 

three aspects, peer pressure, impression management and self-satisfaction (Park et al., 

2009) is not widely researched. It is believed that it would provide researchers with a 

more personal insight into consumer engagement with companies on social media than 

the other three motives, as it deals with maintaining and expressing one’s positive self-

esteem (Lee & Choi, 2014). It is also supported that one aspect of self-status seeking is 

a strong factor that influences young users of social media (Quan-Hasse & Young, 2010) 

and this research focuses on young consumers. Therefore, it is argued that the 

combination of these four motives in a single framework is not sufficiently researched 
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and only few studies have tried to explain the causal impact of these motives on 

consumer engagement with companies on social media since most of them focus on 

examining and exploring activities in digital environments in terms of different motives. 

  

In addition, the constant changes of social media (Botelho, 2014) and the wide use of 

social media by consumers create the need for further research in terms of consumers’ 

motives when it comes to social media engagement (Wolny & Mueller, 2013). 

Investigating consumers’ motives for engaging on social media is also beneficial to 

researchers since it brings insights into consumers’ activities (Heinonen, 2011). Hence, 

due to the practical problems as well as the research gap identified within this field 

regarding the combination of these four motives, the general context of social media and 

the research aim, the authors of the paper find the need to fill this gap through 

explaining what motivates consumers to engage with companies on social media. 

Through acquiring this knowledge, companies can develop more efficient social media 

marketing and hence overcome the difficulty of engaging consumers on social media. 

This is due to the fact that they will now know what consumers want and what actually 

motivates them to engage with companies on social media. 

 

1.3 Purpose 

To explain consumer engagement with companies on social media.  

 

1.4 Research Question 

 What motivates consumers to engage with companies on social media?  
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2 Theoretical Framework 

The  present chapter demonstrates the findings that are collected from existing 

literature containing information about consumer engagement on social media and the 

different motives that drive this engagement, which include information, entertainment, 

social aspects and self-status seeking 

 

2.1 Consumer Engagement on Social Media 

Consumer engagement has been widely used in the digital context where companies 

make ongoing efforts not only to keep customers in order to sell, but also to develop a 

form of communication with them (Tripathi, 2009). More specifically, the interest in 

terms of the role of engagement in Web 2.0 tools such as social media is constantly 

growing (Hennig-Thurau et al., 2010). Engagement of consumers can be created in 

digital media, since social media involves both companies and consumers. Not only 

companies can share and provide consumers with information, but also consumers can 

use social media in order to share and exchange information with other consumers 

(Sashi, 2012). Also, consumer engagement in the social media context can be defined as 

a behavioral manifestation ranging in terms of activity levels. These different activity 

levels can range from passive consumption of the messages displayed such as watching 

pictures or reading reviews to active contribution such as posting content  (Men & Tsai, 

2013). 

 

The development of consumer engagement through social media is perceived as an 

opportunity to better serve consumers and satisfy their needs due to the interactive 

essence of social media and its capability to develop interaction between consumers and 

companies as well as the opportunity of consumers to create content and value through 

social media (Sashi, 2012). Consumer engagement with the underlying interactions on 

social media can lead to added value created through the content generated by 

consumers who may turn into advocates of companies’ offerings and, hence, affect 

consumers’ purchase decision process when consumer to consumer interaction is 

developed (Sashi, 2012). Further benefits can also be “[...] consumer loyalty and 

satisfaction, consumer empowerment, connection and emotional bonding, trust and 

commitment.”  (Brodie et al., 2013, p.112). Social media can be used as a means of 

engaging consumers and building relationships due to certain attributes such as its 
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interactive and collaborative nature (Tsai & Men, 2014). These developed relationships 

between companies and consumers also create communities in which their interactive 

collaboration can lead to the identification of problems and development of solutions 

(Sashi, 2012). 

 

2.2 Motives for Social Media Usage 

Consumer motives research investigates the reasons behind the driving force within 

individuals and the reasons for impelling them to actions (Durmaz & Diyarbakirlioglu, 

2011). In research, the assumption that humans are inherently active is stressed 

(Rodgers, 2002). Also, consumers have been viewed as rational decision makers and 

their inherently activities are always conducted through rational decision making which 

is based on their goals or motives (Rodgers, 2002). Below, four motives are identified 

and discussed in relevance to the study. 

 

2.2.1 Information 

Information has been identified as one of the motives that leads to Internet usage 

(Korgaonkar & Wolin, 1999; Papacharissi & Rubin, 2000) and engagement with 

companies on social media (Heinonen, 2011). In fact, information acquisition seems to 

be at a large extent a factor that leads individuals to participate in social networking site 

groups such as Facebook groups (Park et al., 2009) and causes consumer engagement 

regarding online communities (Brodie et al., 2013). According to Sangwan (2005), 

obtaining information that is offered by reliable sources is part of fulfilling functional 

needs and is a factor towards participating in a virtual community. Also, consumers who 

look for information will perceive a network virtual community as useful to engage with, 

when other individuals have the motive to provide information (Dholakia et al., 2004). 

It is also identified, in terms of Facebook brand communities, for instance, that the 

majority of individuals engage in a community in order to gain information through 

reading messages (Gummerus et al., 2012). In addition, people are likely to consume 

user-generated content in order to gain more knowledge regarding topics that are of 

interest to them (Shao, 2009). Gaining information about something new and useful or 

even new ideas is also seen as a motive in terms of social networking sites usage (Kim 

et al., 2011). 
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Further research has also identified acquiring factual information as a sub-motive for 

engaging with companies on social media since obtaining facts relates to information, 

which is taken from more formal sources (Heinonen, 2011). News surveillance as a way 

to keep individuals updated is also related to consumer engagement with companies on 

social media (Heinonen, 2011) and to brand-related social media usage (Muntinga et al., 

2011). Gaining inspiration is another aspect related to the motive of information in 

terms of brand-related social media usage and concerns accessing information from the 

brand that can inspire consumers. This can be achieved for instance through observing 

pictures in order to acquire ideas (Muntinga et al., 2011). Acquiring knowledge in terms 

of views, reviews and ratings that are shared by others, is considered as a strong source 

in terms of reliability and value (Heinonen, 2011). Some different aspects that have 

been identified in terms of social media communities are acquiring information about 

rewards and deals, solving possible problems as well as evaluating service offerings 

through the opinions expressed by other consumers (Davis et al., 2014). 

  

Consumers can also engage on companies’ social networking sites due to their wish to 

access product and service information (Hamilton & Tee, 2013). Obtaining information 

regarding a brand or its offerings functions also as a motive when it comes to brand-

related social media usage (Muntinga et al., 2011). This access to product information 

can lead towards solving issues that arise in terms how to use a product for instance 

(Heinonen, 2011). Consumers can also participate in social media communities when 

they seek for information before making a purchase (Davis et al., 2014). Pre-purchase 

information through product reviews can help towards purchase decision-making since 

it can lead towards reducing the feeling of risk when conducting a new purchase 

(Muntinga et al., 2011). 

  

It is further believed that in order for consumers to be attracted and, hence, improve the 

level of consumer engagement, companies need to provide them with different 

information that is accessible to everyone (Heinonen, 2011). Also, in order for 

information to act as a motive it needs to be useful, easily comprehensible and able to 

attract consumers’ attention (Hamilton & Tee, 2013). Accessing false information can 

influence negatively the relationship between consumers and brands online and this 

relates not only to the information provided by brands but also to the information 

provided by other consumers (Davis et al., 2014).   
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Sharing knowledge in terms of views, reviews and ratings can also lead to consumer 

engagement with companies on social media and it is perceived as a strong source in 

terms of reliability and value (Heinonen, 2011). Consumers are also driven by everyday 

activities enabled through tools offered to them that can lead to the development of new 

offerings as well as by forums where consumers can discuss with each other when it 

comes to consumer engagement on companies’ social networking sites (Hamilton & 

Tee, 2013). Furthermore, offering feedback has been also identified as an aspect related 

to information as part of the functional needs that customers have and aim to fulfil 

through social media communities (Davis et al., 2014). Participation and production 

after simply consuming information relates to the level of involvement individuals have 

(Shao, 2009). Therefore, participation on social media in enabled by the motive of 

sharing knowledge, which can be achieved through challenging consumers to involve 

and share. Also, everyday activities such as having a contest in which consumers can 

create content can further lead to the creation of information (Heinonen, 2011). 

However, it is identified that active interaction with the content or among individuals 

through comments or likes in terms of Facebook brand communities, for instance, is 

made only by a small number of consumers (Gummerus et al., 2012). 

  

Based on the literature discussed above, information can be considered as a motive that 

can possibly lead consumers towards engaging with companies on social media. 

Therefore, the hypothesis created is: 

 

H1: Information motivates consumers to engage with companies on social media. 

 

2.2.2 Entertainment 

When it comes to entertainment within media, many different parts seem to be included 

within this area. These parts consist of aspects as relaxation, escaping from issues or 

emotional distress, feeling enjoyment related to culture or aesthetics, sexual arousal and 

the passing of time (Muntinga et al., 2011). According to the results from the research 

conducted by Muntinga, Moorman and Smit (2011), enjoyment can be linked to the act 

of consuming content related to brands. For instance one individual notes that they 

enjoy watching what other people do with their vehicles (Muntinga et al., 2011). In 

addition to this, enjoyment can also be linked to other motives (Muntinga et al., 2011). 

The passing of time has been seen, by a research subject in a study, as searching 



  
 

9 

through a profile of a brand on a social networking site due to boredom. Another 

research subject suggested that they once stumbled upon information about a specific 

product guarantee only due to boredom (Muntinga et al., 2011). It can be of importance 

to mention that in general, entertainment has, amongst others, been identified as a 

motive for using the Internet (Papacharissi & Rubin, 2000). Furthermore, entertainment 

within social media plays also a role when it comes to engagement with brands (Davis 

et al., 2014). In addition to this, the feeling of escapism and satisfaction of curiosity are 

also present motives for engaging with brands in this type of media (Davis et al., 2014). 

Furthermore, it is suggested that escapism is incorporated when it comes to consumers’ 

interaction with brands on social media. Having said that, consumers would like 

experiences that provide them with the opposite of their reality but also illustrate an 

ideal reality (Davis et al., 2014). 

 

More specifically, according to researchers (Gummerus et al., 2012) entertainment can 

be seen as an attraction when it comes to sites and it is encouraged that one should 

provide users with aspects of entertainment such as pictures and videos. This can in turn 

trigger consumers towards building a connection with the site and, hence, use it more 

frequently which boosts the chance of them becoming interested in offers and 

companies (Gummerus et al., 2012). In addition to this, it is mentioned that, amongst 

others, entertainment is one of the motives for individuals, even in different countries, 

to be using social networking sites (Kim et al., 2011). It is found that individuals are 

motivated to use these sites for the entertainment factor that comes from videos, music, 

information sharing and experience (Kim et al., 2011). Also, Park, Kee and Valenzuela 

(2009) have conducted another study that suggests that one of the reasons for 

individuals to use a social networking site (Facebook) is due to the searching for 

entertainment value. Lin and Lu (2011) also mention that enjoyment plays a role in why 

individuals participate in social networking sites. However, not only does it play a role 

in their participation, but it is also the biggest participation motive for the continuing 

use of social networking sites (Lin & Lu, 2011). In terms of enjoyment, social 

networking site providers, amongst other things, should keep on constructing games and 

applications as well as experiences that are pleasurable that would in turn lead to 

gratifying effects when using these sites (Lin & Lu, 2011). Furthermore, it is also 

suggested by Heinonen (2011), that companies should produce different kinds of online 
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games, as well as content on social networking sites in order for users to be more 

engaged.  

 

Another author, namely Sangwan (2005), found that when it comes to virtual 

communities, entertainment is also somewhat a factor which plays a role when it comes 

to the motivation for participation. Also, in terms of brand communities, it is evident 

that the entertainment factor is of big importance (Gummerus et al., 2012). Furthermore, 

when it comes to User Generated Content, it was made evident that the reason for 

consuming this type of content has to do with the entertainment motive behind it (Shao, 

2009). In line with research conducted on enjoyment by Lin and Lu (2011) on social 

networking sites, Shao (2009) also suggests that when it comes to User Generated 

Content, entertainment can also be seen as one of the more triggering motives for 

consumption; at least more triggering than information seeking. When it comes to 

entertainment, Youtube for instance, can be seen as having decreased the entertainment 

content by delivering light, digestible and bright “snack food” in order for consumers to 

devour it with high speed and frequency (Shao, 2009). 

 

Based on the research referred to above, entertainment can be considered as a motive 

that can possibly lead consumers towards engaging with companies on social media. 

Thus, the hypothesis created is: 

 

H2: Entertainment motivates consumers to engage with companies on social media.  

 

2.2.3 Social Aspects  

Web 2.0 applications serve consumers with venues for social interaction, where 

consumers can communicate with others and share their interests. In addition to this, 

social interaction has been identified as one main motive for consumers to engage on 

social media (Shao, 2009). Social interaction is also highly valued by Heinonen (2011) 

while he expands it to a broader context, which is named social connection activities. 

Consumers’ social interactions as well as social connection activities on social media 

eventually contribute to the formation of brand communities, which in turn accelerates 

the connection and interaction of shared interest between consumers (Shao, 2009). In 

other words, in an online brand community context, consumer engagement with brands 

is motivated by their social interaction and connection activities with others (Heinonen, 
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2011). Heinonen (2011) portrays the different dimensions of social connection activities 

that motivate consumers to engage with brands on social media. From his delineation, 

consumers use social media mainly due to six sub-motives, namely, social surveillance, 

collaborative experiencing, belonging and bonding, being-up-to date, staying in touch 

and social networking.  

  

Social surveillance is defined as a “[....] focused, systematic and routine attention to the 

personal details for purpose of influence, management, protection or direction.” (Lyon, 

2007, p.14). Social surveillance most commonly arises among the members of social 

media sites, especially shown in the process of creating and receiving contents 

(Marwick, 2012). For example, as Marwick (2012) described, influenced by social 

surveillance, in the creation of social media content, consumers monitor their actions on 

social media with an audience in mind and the created content often serves for a 

particular audience. Another main influential factor is that under social surveillance, 

consumers are willing to see what information or interests others (friends, family, 

acquaintance) post on social media (Marwick, 2012). Being up-to date has been valued 

as one other main reason that motivates one to engage on social media, especially on 

social network sites. From consumers’ perspective, being up to date has been viewed as 

a social advantage and offers consumers the opportunity to know what is happening in 

their community (Heinonen, 2011).  

  

Heinonen (2011) suggests that in the social connection activities, consumers are willing 

to share different content or experience news aspects with others, which is called 

collaborative experiencing of consumers. Therefore, consumer engagement on social 

media is also motivated by their willingness to have collaborative experience (Heinonen, 

2011). In addition to this, under collaborative experience, consumers are capable to 

contribute and edit content in a collaborative way and through this process; one’s view 

may be influenced by others (Heinonen, 2011). Another motive is about the feeling of 

belonging and bonding of consumers to a specific social group (Heinonen, 2011). 

Within a social group or a community, one generally aims to gain acceptance and 

approval from other members, so that, everyone in the group would follow the group-

referent, which shows the value relations between the self and the group (Dholakia et al., 

2004). Besides the motives mentioned above, Heinonen (2011) indicates that consumers 

in social media have a willingness to create and hold a relationship with their own 
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network and to stay in touch. Also, consumers have a preference for creating and 

managing the social network with their friends, family and other acquaintances, 

especially on social networking sites, but also on other social media, such as personal 

blogs and photo sharing applications (Heinonen, 2011). Even though, it was indicated 

by Heinonen (2011) that social networking activity is different to staying in touch, as 

social networking concentrates more on creating and managing a network of others, 

both of those sub-motives concentrate on keeping relations with friends and therefore, 

in this research, those two sub-motives will be measured together.  

 

In terms of the research presented above, social aspects can be considered as a motive 

that can possibly lead consumers towards engaging with companies on social media. 

Therefore, the hypothesis created is: 

 

H3:  Social aspects motivate consumers to engage with companies on social media.  

 

2.2.4 Self-status Seeking  

When being immersed in social media, consumer behavior is motivated by the aim of 

seeking their personal status (Park et al., 2009). Confente and Russo (2015) agree with 

this opinion, and from their claim, consumers on social media have the motive to search 

for their status by engaging with brands. To be more specific, one example as Confente 

and Russo (2015) list is that consumers on social media are likely to spread the e-word 

of mouth about companies by posting some online comments or making some reviews 

about brands and products. Their spreading of the e-word of mouth about brands on 

social media can be viewed as one type of engagement activity which is motivated by 

their aim of searching for their status (Confente & Russo, 2015). Park, Kee and 

Valenzuela (2009) attribute the emergence of self-status seeking in terms of three main 

aspects: consumers feeling peer pressure to participate (peer-pressure), consumers’ 

participation to make them look better (impression management) and group 

participation developing one’s career (self-satisfaction) (Park et al., 2009). 

 

In an intergroup, individuals generally feel pressure from peers which urges them to 

imitate their peers to conform to the intergroup’ attitudes and behaviors (Paluck, 2011). 

This peer pressure is also significant in social media; especially when it comes to young 

users. Peer pressure exerts strong social pressure for them to adopt others’ manners 
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(Quan-Hasse & Young, 2010). For example, among a group of peers, engaging on 

Facebook has been viewed as a fashion activity. Therefore, if one does not participate 

on Facebook, one would be labeled as unfashionable (Quan-Hasse & Young, 2010). 

 

Impression management is one of the most efficient motives for consumers to actively 

participate on social media (Krämer & Winter, 2008). Consumers on social media are 

more likely to manage their impressions, since social media provides consumers with 

platforms to put their self-presentation out there, rather than in face-to-face 

communication (Krämer & Winter, 2008). Within face-to-face communication there are 

many constraints that exist, for instance, one’s claims could be influenced by physical 

characteristics such as gender, ethnicity, which eventually contribute to the difficulties 

to express themselves accurately (Mehdizadeh, 2010). However, self-presentation 

through social media gives consumers more power to control the communication 

environment and therefore, creates impressions that are consistent with their projected 

traits (Mehdizadeh, 2010). Self-presentation describes the situation that humans use 

front, which is an expressive equipment intentionally employed by individuals, to 

present themselves to an ideal that hides or strengthens aspects that correspond to the 

values creating a particular circumstance (Vasalou et al., 2008). 

 

Self-satisfaction has been valued as another motive under self-status seeking and it 

measures the extent to which one feels and becomes more oneself (Rogers, 1951). 

Those who express their true self on social media would feel better and more self-

satisfied (Bessenoff, 2006). When it comes to self-satisfaction, it can relate to one’s 

satisfaction about their life (Park et al., 2009). One example as Park Kee and Valenzuela 

(2009) list, suggests that consumers engage on social media since they think that group 

participation could develop their career which in turn benefits their real life. Life 

satisfaction is constructed by one’s personality, which especially relates to one’s 

emotional stability, extraversion and openness to experience (Correa et al., 2010). As 

previous studies identified, one’s life satisfaction has significant influence on one’s 

manners on social media (Park et al., 2009). A research conducted by Ellison, Steinfield 

and Lampe (2007) shows that people who use social media tend to be less satisfied with 

their life.  
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As the literature above discusses, self-status seeking can be considered as a motive that 

can possibly lead consumers towards engaging with companies on social media. 

Therefore, the hypothesis created is: 

 

H4:  Self-status seeking motivates consumers to engage with companies on social 

media.  

 

  

2.3 Conceptual Model 

 

Figure 1: Conceptual Model Including the Motives (Information, Entertainment, Social Aspects 

and Self-status Seeking) for Engaging with Companies on Social Media 

 

Figure 1. represents the conceptual model for engaging on social media. It represents 

four different motives (information, entertainment, social aspects and self-status seeking) 

that could have an effect on consumer engagement with companies on social media. In 

addition to this, the four hypotheses that are presented above incorporate the fact that 

each one of the four motives leads to the engagement of consumers with companies on 

social media. Due to these hypotheses this conceptual model has been formed in order 

to represent these influences.  
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3 Method 

The present chapter will present the research approach, design and strategy followed to 

collect, process and analyze the data gathered for this study. After presenting the 

theoretical aspects of the methodological framework, a justification of the method 

selected is also included. Evaluation criteria as well as some ethical considerations in 

terms of this study are also presented. 

 

3.1 Research Approach 

The first section of the methodological chapter explains the different research 

approaches that can be employed. More specifically, it describes the main differences 

between inductive and deductive research as well as between qualitative and 

quantitative research. Also, arguments in order to justify the research approach selected 

for the present study are presented. 

 

3.1.1 Inductive vs. Deductive Research 

The two types of research that can lead to the creation of knowledge are known as 

inductive and deductive (Hyde, 2000). However, in terms of whether a research can be 

characterized as inductive or deductive depends on the association that exists between 

theory and research (Bryman & Bell, 2011). Inductive approach is a theory building 

reasoning which aims to generalize in terms of the investigated research phenomenon 

based on specific cases while deductive is a theory testing reasoning which aims to 

identify whether the generalizations and the developed theories can be employed to 

specific cases (Hyde, 2000). The process of deduction is considered as the most 

common research approach (Bryman & Bell, 2011). 

 

To examine each one separately, inductive research is the approach in which the theory 

is the result of the research conducted. In other words, based on the observations 

gathered and the findings, theories are built (Bryman & Bell, 2011). So, researchers 

interpret the collected data and based on these interpretations, concepts are developed or 

even a complete framework is created. It could be also argued that the inductive 

approach follows a less structured method since results are created based on identified 

categories through coding which are present frequently or which are significant 

(Thomas, 2006). On the contrary, in the case of a deductive approach, research is guided 
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and constructed based on an already developed theory (Bryman & Bell, 2011). Taking 

into account the theoretical considerations already developed, hypotheses are set as well 

as variables are selected so that the theory is tested (Ali & Birley, 1999). Testing 

theories means to identify if the collected data are the same with previous and already 

developed theories (Thomas, 2006). The deductive approach entails clear steps to be 

followed (Bryman & Bell, 2011). 

  

Even though inductive approach is related more to qualitative research and deductive 

approach to quantitative, the opposite can also occur (Hyde, 2000). A main difference 

between the two approaches, is that while when applying an inductive approach the 

starting point is a research area and the result a developed theory, in the case of 

deductive approach the starting point is a theoretical framework and the result is the 

tested theory in terms of accepted or rejected hypotheses (Ali & Birley, 1999).  

  

The aim of this research is to explain consumer engagement with companies on social 

media. Based on theories and concepts already developed such as consumer engagement 

on social media and the motives for social media usage, the authors of the present 

research (after having presented them) have tested them through gathering empirical 

data. Also, through having developed hypotheses, data has been gathered with the aim 

to further contribute to these theories and not to develop a new theory from the findings. 

This contribution has arised from the testing and measurement of the different 

theoretical constructs and variables which have eventually led to temporarily accept or 

reject the hypotheses developed. Therefore, a deductive approach was considered 

appropriate to meet the purpose of this research. 

 

3.1.2 Qualitative vs. Quantitative Research 

There are two types of research strategies, which can be employed when conducting a 

study. These two strategies can be of quantitative or qualitative nature (Bryman & Bell, 

2015).  Quantitative research is described as an approach that has to do with gathering 

data that is in the form of numbers in order to be able to conduct quantitative analysis 

(Jupp, 2006). According to Jupp (2006), the data in the form of numbers can be scales, 

ratings, counts of incidents, durations or scores. Qualitative research, on the other hand, 

can be seen as an approach, which deals with elements that are evident within social life, 

but are not able to respond to quantitative measurements (Jupp, 2006). 
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Major differences between quantitative and qualitative research strategies exist, which 

can be viewed from a theoretical, epistemological and ontological position (Bryman & 

Bell, 2015). To start with, the theory within qualitative and quantitative research has 

quite different positions (Bryman & Bell, 2015). This implies that quantitative research 

uses deductive reasoning and qualitative research uses inductive reasoning (Newman & 

Benz, 1998). In addition to this, quantitative research can be linked to a realist approach 

when it comes to epistemology (Jupp, 2006) whereas qualitative research can be linked 

to interpretivism, which is another epistemological position (Bryman & Bell, 2015). 

Furthermore, quantitative research is based on the ontological position of objectivism, 

whereas qualitative research is based on constructivism (Bryman & Bell, 2015). One 

also has to take into account that the steps of the process within conducting the research 

for both approaches are different (Bryman & Bell, 2015). 

 

Quantitative research makes use of the concept of measurement (Bryman & Bell, 2015) 

which was regarded as suitable for this study as the authors wanted to measure 

consumer engagement based on four different motives which include information, 

entertainment, social aspects and self-status seeking. In addition to this, the researchers 

had chosen the deductive approach for this study, which is found within quantitative 

research (Newman & Benz, 1998), and thus it was most suitable to also use this type of 

research strategy. Furthermore, since the authors of the paper had already identified four 

motives that drive consumers to engage on social media, through having employed a 

quantitative research strategy, the testing and the measurement of these variables could 

be achieved. Also, the present paper did not aim to identify the underlying reasons 

behind these motives but to explain them generally in terms of consumer engagement 

with companies on social media. 

 

3.2 Research Design 

A research design provides with an overall tactic for integrating the different parts of a 

research in a consistent and logical way (De Vaus, 2001). More specifically, it is about a 

framework provided with different ways of collection and analysis of data (Bryman & 

Bell, 2011), and the research design ensures that this data collected enables researchers 

to address the research question in an effective and logical way (De Vaus, 2001). That is, 

a research design has a function to evaluate the research findings (Bryman & Bell, 

2011). De Vaus (2001) indicates that the choice of research design to a large extent, is 
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controlled by its research problem and hence research purpose. Generally, depending on 

the research purpose, the research design could be grouped into three different types, 

namely, exploratory, descriptive and causal design (Bryman & Bell, 2011).  

 

The descriptive design is a research design that deals with describing what exists with 

respect to variables and it is used to answer the questions of who, what, when, where, 

how that relates to a particular research question. However, the descriptive design 

cannot reveal the reasons behind the revealed contributions to the phenomena under 

investigation (Anastas, 1999). In most of the cases where descriptive design is followed, 

the subject would be observed in a natural environment and the descriptive design is 

generally conducted as cross-sectional research method and used in both quantitative 

and qualitative data collection (Brink & Wood, 1998). 

 

Exploratory design is conducted generally in the preliminary stage of a new area of 

study, and there are few or no previous studies that could be used as a literature review 

for the researchers (Bryman & Bell, 2011). Exploratory design aims to simplify the 

research problem to a more understandable way rather than provide with conclusive 

evidence (Saunders et al., 2009). In this process, as Saunders, Lewis and Thornhill 

(2009) point out, the researcher should get an awareness of modifying their research 

direction as results show.  

 

Causal design, known as explanatory research, puts emphasis on why questions, that is 

bringing forward causal explanations (De Vaus, 2001). Therefore, causal design is 

considered as a research design to express the causal connections between variables 

(Bryman & Bell, 2011). In the causal design, there are two types of variables, one refers 

to the independent variable, which is the presumed cause, another one is about the 

dependent variable, which plays the role of potential effect (Bachman, 2007). Taking 

independent variable as X and dependent variable as Y, the causal design is about 

arriving at the formula “If X then Y”. This formula is used to measure the impact of a 

specific change of one independent variable (X) on a dependent one (Y) (De Vaus, 

2001).   

 

The present paper chose a casual design as the main research design. The choice of this 

research design, as De Vaus (2001) indicates, is controlled by the research problem or 
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as it is called, research purpose. Previous studies have found that engagement on social 

media is motivated by four different motives: information, entertainment, social aspects 

and self-status seeking. The authors of the paper are interested in conducting a research 

that explains what motivates consumers to engage with companies on social media. The 

purpose of this research takes four motives as the presumed cause and tries to see how 

these variables impact consumer engagement. More specifically, it takes the four 

motives as X (independent variables) and consumer engagement as Y (dependent 

variable) to explicitly explain the causal impact of information on engagement, 

entertainment on engagement, social aspects on engagement and self-status seeking on 

engagement respectively. Therefore, this research used the causal design as the main 

research design. 

 

3.3 Data Sources 

In order to conduct a research, whether qualitative or quantitative, one needs to collect 

data. The data sources can be either primary or secondary. Also, there are cases where 

primary and secondary sources can both be used in a research study (Bryman & Bell, 

2011). Data is considered as the basis that will be used for the data collection as well as 

analysis and is a step that comes after having set the research design of the study 

(Appannaiah et al., 2010). In short, primary and secondary sources relate to the 

collection of primary data in order to meet the requirements of a particular study 

compared to the use of data that was initially collected to meet a different research 

purpose (Hox & Boeije, 2005). 

 

Primary data can be defined as original data that is gathered by a researcher having a 

particular research purpose to meet when conducting a survey (Appannaiah et al., 2010). 

In this case, the researcher collects data in a direct way. A main advantage of the 

primary source is the opportunity for the researcher to gather data according to the 

specific research purpose set (Krishnaswami & Satyaprasad, 2010). Hence, when 

gathering primary data, the research question is what drives the operationalization of the 

concepts, the design of the research as well as the collection of data. This means that the 

possibility of addressing directly the specific research problem is high (Hox & Boeije, 

2005). However, the cost is high and the process requires a lot of available time from 

the researchers (Krishnaswami & Satyaprasad, 2010). 
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Nevertheless, data can also be derived from a secondary source. Secondary data 

concerns data that is already gathered by other researchers (Appannaiah et al., 2010). In 

other words, when primary information is used again in a different research, secondary 

data occurs (Hox & Boeije, 2005). However, when secondary data is not sufficient to be 

used for further analysis, primary data needs to be collected (Appannaiah et al., 2010). 

Some main characteristics of this type of data relate to the immediacy of use, since they 

are ready to be used, unlimited use in terms of time and space since the researchers that 

want to use it are absent at the time of data collection but also to the lack of control 

when it comes to researchers (Krishnaswami & Satyaprasad, 2010). Secondary data is 

considered a low cost and quick source of data since the access to information is faster 

and also the sample base is broader (Hox & Boeije, 2005). Some of the weaknesses 

when using secondary data relate to the difficulty to find suitable data to address a 

certain research problem and the difficulty to gain access to this kind of data. 

Furthermore, the assessment of the methodological quality of the secondary data is 

another requirement since the data must be suitable for specific research questions (Hox 

& Boeije, 2005). In any case, secondary data can often be obsolete or inaccurate since 

the collection process is unknown (Krishnaswami & Satyaprasad, 2010). 

 

The present research was based on primary data, as a data source. Even though there 

was some information regarding the phenomenon of consumer engagement under 

investigation, more information was needed in terms of the different motives that drive 

consumers to engage with companies on social media. Hence, consumer engagement on 

social media was measured through collecting primary data so as to acquire information 

relevant towards fulfilling the particular purpose of this study rather than using 

secondary data that might not had related well to the purpose of this research or might 

not had been of high quality. Also, since the topic of this research relates to social 

media, the need for up to date information further arises. 

 

3.4 Data Collection Method 

Surveys do not necessarily have a fixed technique for gathering data, but rather the 

contrary (De Vaus, 2014). Interviews (in-depth and structured), content analysis and 

observations can be employed in this certain research approach (De Vaus, 2014). 

Specifically, surveys in quantitative research can be done through conducting a self-

completion questionnaire or an interview (Bryman & Bell, 2015). However, one must 
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keep in mind that in order to obtain valid and reliable information when it comes to 

surveys, it is important to produce a well-written questionnaire or interview guide and 

construct these in a way that makes them doable (Nardi, 2016). Having said that, when 

it comes to surveys within quantitative research, they aim to obtain data in the form of 

numbers and later carry on with the measuring of variables (Punch, 2003). 

 

One should also briefly address that errors can occur when employing survey research. 

Specifically, there are four aspects that contribute to error within this type of research, 

which include sampling error, sampling-related error, data collection error as well as 

data processing error (Bryman & Bell, 2015). A sampling error refers to the fact that 

one cannot obtain a real representative sample; a sampling-related error occurs from 

aspects that are associated with the sampling process and are linked with the concepts of  

external validity and generalisability of the results; data collection error refers to aspects 

such as, for instance, problems within the administration of instruments and lastly data 

processing error is associated with ineffective managing of the data that was collected 

(Bryman & Bell, 2015).  

 

The reason for having employed this type of data collection method (survey) was 

mainly due to the reason that survey research was considered by the authors to be more 

suitable for quantitative research, which was the chosen approach for this study. In 

addition to this, it is worth mentioning that survey research can be done through, 

amongst others, self-completion questionnaires (Bryman & Bell, 2015). Since the 

authors wanted to employ a self-completion questionnaire on the Internet, as it was a 

good technique in order to spread the word about the questionnaire and it would have 

been more convenient for the participants, one considered employing this specific data 

collection method. Also, the authors were interested in testing a specific research model 

with the data collection, so they wanted to obtain information in terms of many 

individuals in order to temporarily accept this research model or reject it, through 

measuring the variables that constitute the research model. Since the aim of this 

research was not to gain in-depth answers in order to explain consumer engagement 

with companies on social media, a survey was chosen to be employed.  
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3.5 Data Collection Instrument 

The survey data collection method provides with two types of instruments, interviews 

and questionnaires (Bryman & Bell, 2015). Interviews within surveys are known as 

survey interviews, in which the interviewer works directly with the respondents and the 

interview is completed by interviewers on the basis of recording the respondent's 

answers. Telephone interviewing is one of the most frequently used survey interview 

methods (Blackstone, 2012). Questionnaires are another dominantly used data gathering 

method (Radhakrishna, 2007) and by using this method, respondents are requested to 

complete the questions by themselves. Therefore, a questionnaire is sometimes referred 

to as a self-completion questionnaire or a self-administered questionnaire (Bryman & 

Bell, 2011). Questionnaires could be used to measure many different aspects, for 

example, it could be used to measure one’s knowledge, attitudes, emotions, cognition, 

intention or behavior (Rattray & Jones, 2007). In this research, the authors have chosen 

the self-completion questionnaire as a data collection instrument. This was due to the 

fact that in the completion of survey interviews one needs to engage with the 

interviewers, which is hard to conduct, especially when collecting data from a large 

amount of people (Blackstone, 2012). However, in self-completion questionnaires, the 

participants are capable to complete the whole questionnaire by themselves, which is 

much more convenient for both the interviewers and the participants (Blackstone, 2012). 

 

To keep the accuracy and ease of data processing, questionnaires are composed 

primarily for structured interviews. This means that the questions in the questionnaire 

are mostly closed where two or more possible answers are provided to the respondents 

and they are asked to select one to reply (Bryman & Bell, 2011). Another main reason 

that questionnaires have fewer open questions is that, different to the structured 

interview, there is no administer to set the questions when it comes to  the self-

completion questionnaire. Therefore, the designed questions should be easier to answer, 

and also closed questions are more understandable and answerable for interviewees 

(Bryman & Bell, 2011).  

 

Besides closed questions, Bryman and Bell (2011) also mention that the whole design 

of a questionnaire should follow two principles. The first one is that it should be easy to 

follow, which helps to avoid the risk that some questions are inadvertently omitted or 

interviewees fail to follow filter questions (Bryman & Bell, 2011). Rattray and Jones 
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(2007) agree with this opinion, but they also emphasize the importance of arranging 

questions into a logical flow. Another principle, which Bryman and Bell (2011) refer to, 

is that the questionnaire should be short, otherwise the respondents would be tired to 

answer a long questionnaire that in turn may contribute to respondent fatigue. 

 

Apart from the above principles, there are also some other valuable points that should 

be taken into consideration in the designing of questions:  

Using straightforward and familiar terms,  

Avoid using slang and technical terms, 

Adapt simple syntax and getting rid of ambiguous words, 

Making optional answers mutually exclusive and exhaustive,  

Asking one aspect at a time  (Krosnick & Presser, 2010) 

 

3.5.1 Operationationalization and Measurement of Variables 

The variables (theoretical constructs) that were measured in this research were selected 

in order to draw further conclusions and are of independent and dependent nature. The 

dependent variable is “consumer engagement” and it is the theoretical construct that 

needs to be explained in this research. The independent variables are the different 

motives “information, entertainment, social aspects, self-status seeking”, which perhaps 

drive consumers towards engaging with companies on social media since these are the 

variables that affect and explain the dependent one “consumer engagement”. 

Independent variables: (motives) information, entertainment, social aspects and self-

status seeking. Dependent variable: Consumer engagement. The table (Table 1) below 

demonstrates how these variables were measured and operationalized.   

 

Table 1: Operationalization of the Variables 

Variables Variable Definition Variable Indicators 

Consumer 

engagement  

Consumer engagement in the 

context of social media can be 

defined as a behavioral 

manifestation ranging in terms 

of activity levels  (Men & 

The researchers will look for 

elements relating to consumer 

engagement such as:  

 Engagement on social media 

 Active contribution (e.g. Men 
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Tsai, 2013). Also, consumer 

engagement is a concept used 

in the digital context so as 

companies make ongoing 

efforts not only to keep 

customers in order to sell but 

also to develop a form of 

communication with them 

(Tripathi, 2009). 

& Tsai, 2013). 

 Passive consumption (of the 

demonstrated content) (e.g. 

Men & Tsai, 2013). 

 Interactive collaboration 

(Sashi, 2012). 

 Added value through content 

created by consumers (e.g. 

Van Laer et al., 2013). 

Information 

motive 

Consumers’ motives are the 

reasons behind the driving 

force within individuals and 

the reasons for impelling them 

to actions (Durmaz & 

Diyarbakirlioglu, 2011). 

Information is identified as one 

of the motives that lead to 

social media usage. 

The researchers will look for 

elements relating to the information 

motive which are: 

 Create information [in terms 

of possible development of 

offerings (Hamilton & Tee, 

2013), discussing in forums 

(Hamilton & Tee, 2013), 

offering feedback (Davis et 

al., 2014), sharing knowledge 

of views (Heinonen, 2011), 

reviews (Heinonen, 2011), 

ratings (Heinonen, 2011)]. 

 Obtain information [(e.g. Kim 

et al., 2011; Park et al., 2009) 

about rewards and deals 

(Davis et al., 2014), solving 

problems (e.g. Davis et al., 

2014), factual information 

(Heinonen, 2011), knowledge 

of views (Heinonen, 2011), 

reviews (e.g. Heinonen), 

ratings (Heinonen, 2011), 

products and services (e.g. 
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Heinonen, 2011; Hamilton & 

Tee, 2013),  pre-purchase 

information (e.g. Muntinga et 

al., 2011) and inspiration 

(Muntinga et al., 2011)]. 

 quality of the information 

provided (useful, 

comprehensible and 

attractive) (e.g. Hamilton & 

Tee, 2013). 

Entertainment 

motive 

Consumers’ motives are the 

reasons behind the driving 

force within individuals and 

the reasons for impelling them 

to actions (Durmaz & 

Diyarbakirlioglu, 2011). 

Entertainment is identified as 

one of the motives that leads to 

social media usage.  

The researchers will look for 

elements relating to the entertainment 

motive which are:  

 escaping from issues or 

emotional distress (e.g. 

Muntinga et al., 2011). 

 feeling enjoyment related to 

culture or aesthetics (e.g. 

Muntinga et al., 2011). 

 passing of time (Muntinga et 

al., 2011). 

Social aspects 

motive 

Consumers’ motives are the 

reasons behind the driving 

force within individuals and 

the reasons for impelling them 

to actions (Durmaz & 

Diyarbakirlioglu, 2011). Social 

aspects is identified as one 

motive that leads to social 

media usage. 

The researchers will look for 

elements relating to the social aspects 

motive which are:  

 social surveillance (Marwick, 

2012). 

 being-up-to date (Heinonen, 

2011). 

 collaborative experiencing 

(Heinonen, 2011). 

 Belonging and bonding (e.g. 

Dholakia et al., 2004). 
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 Staying in touch (Heinonen, 

2011). 

Self-status 

seeking 

motive 

Consumers’ motives are the 

reasons behind the driving 

force within individuals and 

the reasons for impelling them 

to actions (Durmaz & 

Diyarbakirlioglu, 2011). Self-

status seeking is identified as 

one motive that leads to social 

media usage. 

The researchers will look for 

elements relating to the self-status 

seeking motive which are:  

 peer pressure (e.g. Paluck, 

2011). 

 impression management (e.g. 

Krämer & Winter, 2008). 

 self-satisfaction (e.g. 

Bessenoff, 2006). 

 

3.5.2 Questionnaire Design 

In the conducting of a questionnaire, there are no administers participating in order to 

give some indication to the participants (Bryman & Bell, 2011). In the first part of the 

questionnaire (Appendix A), there is a brief introduction of the background of this study 

and also brings forward a form of guidance of what participants are requested to 

complete in the beginning. In addition, to solve the difficulties of completing 

questionnaires for participants, the whole questionnaire is constructed primarily with 

structured questions, which implies that the questions in the questionnaire are mostly 

closed. This has to do with the fact that closed questions are more understandable and 

easier to answer for participants (Bryman & Bell, 2011). Also, closed questions are 

beneficial in order to keep the accuracy and the ease of data processing for the 

administers. (Bryman & Bell, 2011). However, in this questionnaire, there are still two 

open questions where one asks about which type of social media they are active on and 

the other asks about any possible additional motive for consumer engagement when it 

comes to companies on social media, since there could also be different motives that 

have not been covered by the “four motives” model employed in this research.  

 

In order for the questionnaire to be easy to follow for participants, Rattray and Jones 

(2007) have highlighted the need for a logical flow in the designing of the questionnaire. 

To follow this principle, the questions have been clearly divided into three different 

categories. For the first category, five questions are asked about consumer engagement 
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with companies on social media in general. After that, the questionnaire aims to get a 

deeper understanding of the motives that drive consumer engagement with companies 

on social media. Therefore, based on the “four motives” model, more questions are 

asked about the motives and their respective sub-motives. The final part relates to basic 

background information of the respondents and also asking if there are some other 

motives that have not been covered at all in the questionnaire.  

 

In the designing of the answers of the questionnaire, the authors mainly used a likert 

scale provided with a scale from 1-5. Number “one” represents strongly disagree while 

number “five” represents strongly agree. The application of a likert scale does not force 

respondents to express an opinion; it rather allows them to be neutral should they 

choose to be. Additionally, the collection of data from a likert scale questionnaire tends 

to be easier to understand for administers and also easy to draw conclusions from (Gee, 

2013).  Furthermore, as Krosnick and Presser (2010) mention, in the designing of 

questions, it should be avoided to use technical terms that are hard to understand and, 

instead, replace them with some straightforward and familiar terms. Therefore, for those 

terms, such as “social surveillance”, the researchers have used a more understandable 

term. In addition to this, it is of importance to keep in mind that when the questionnaire 

was conducted, the authors focused on questions that have both to do with the content 

created by others about companies on social media as well as companies’ social media 

content. Questions about the content created by others about companies were 

incorporated within the questionnaire, as this could help companies to understand 

consumers’ activities better and change their own actions on social media to better fit 

consumers’ motives. 

 

3.5.3 Pre-testing 

Pre-testing relates to the fact that a researcher is given the opportunity to detect any 

complications that could emerge within the research that could have an impact on the 

validity and quality of the results (Blessing & Chakrabarti, 2009). It can always be of 

use to employ something called a “pilot study” prior to the sending out of the 

questionnaires to the actual sample (Bryman & Bell, 2015). It can be seen as not only 

being of use when it comes to questions within the questionnaire and trying to make 

sure that they function well, but a pilot study can also be of use to make sure that in 

general the research instrument works well (Bryman & Bell, 2015).  
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There are numerous ways in which one can handle a pre-test for self-administered 

surveys (Ornstein, 2013). One of the ways a pre-test can be done when it comes to self-

administered surveys is to ask respondents to gather at a specific location and to fill out 

the questions that are asked in the questionnaire while having an administer present 

(Ornstein, 2013). After the questions are answered the respondents can then share their 

thoughts and can mention difficulties that come up when completing the questionnaire 

(Ornstein, 2013).  

 

Pre-testing was employed within this research study and in fact it was done in terms of 

asking individuals to complete the questionnaire. Later on it was discussed if they had 

for instance understood the questions or if they thought that the questions were too long 

which may have led to respondents’ fatigue. Respondents were also encouraged to point 

out any other problems that arose when it came to the questions and the questionnaire in 

general. One must also keep in mind that the 15 random individuals (that also met the 

criteria of the study) on which the pre-testing was done, were not included in the actual 

sample of this study and that the pre-testing was done on two separate occasions. 15 

individuals were chosen in order to have the opportunity to gain a lot of feedback from 

a number of different people. An expert in the field as well as a method expert also had 

a look at the questionnaire and helped with improving it. 

 

3.6 Sampling 

Before putting emphasis on sampling in detail, it might be of convenience to describe 

what a population, a sample and a census are. A population can be seen as the universe 

of units whereas a sample can be described as the portion of the universe of units that is 

used in research (Bryman & Bell, 2015). Thus, in a sample survey one is interested only 

in a part of the entire population but when it comes to a census however, one is 

interested in all the units of the population (Medhi, 1992). A sample survey is preferred 

over a census when it comes to this type of study as, amongst others, more time and 

money needs to be available, the administration time is longer and more support and 

training is needed (TNS, 2011). 
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3.6.1 Sampling Frame 

In terms of sampling, after deciding who should be investigated in order to answer the 

research questions, the next step is to find out the ways of approaching the sampling 

frame. A sampling frame includes everyone or everything in the population from which 

a sample is chosen (Bryman & Bell, 2011). So, after defining the target population, the 

sampling frame can be selected (Zikmund et al., 2013). Furthermore, a sampling frame 

specifies the characteristics of the wider population that are of interest (Cohen et al., 

2011). In other words, part of deciding a sampling frame includes the exclusion of those 

individuals who are not in line with the research criteria of the study (Bryman & Bell, 

2011). In terms of sampling methods, two kinds can be identified, probability and non-

probability. A non-probability sampling can occur for the cases that choosing a random 

sample, which is a probability sample, is not possible to happen (Engel & Schutt, 2014). 

A non-probability sample is selected based on specific characteristics that these 

individuals have (Zikmund et al., 2013). 

 

One type of non-probability sampling is purposive sampling. In this case, the sample 

units are not selected randomly but based on the research questions set so that research 

participants are relevant (Bryman & Bell, 2011). Also, purposive sampling ensures that 

the research participants will have certain attributes which are important for the research 

purpose (Krishnaswami & Satyaprasad, 2010). Therefore, research cases are selected 

having the research purpose in mind and they are not individuals who become part of 

the sample only because they are available to the researcher as in the case of 

convenience sample (Bryman & Bell, 2011). In other words, it includes cases that are 

considered the most typical when it comes to the characteristics that are investigated 

(Appannaiah et al., 2010). However, generalization of the findings based on purposive 

sampling is not possible because it is a non-probability sampling method (Bryman & 

Bell, 2011). 

 

Based on the purpose of this research, which is to explain consumer engagement with 

companies on social media, the population of this research is individuals who use social 

media. Due to the big size of the defined population as well as the time and resources 

constraints, the researchers of this study chose to use a purposive sample, which is part 

of the non-probability sampling method. A purposive sample was preferable in this 

study because it means that the research participants were selected due to the research 
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question set and the research purpose. This is also explained from the fact that this study 

does not aim towards generalizing the findings to the wider population but, instead, to 

explain consumer engagement with companies on social media. The lack of 

generalization does not constitute a problem for this research since, as it is explained, 

the conclusions drawn can be used as a starting point for further research (Bryman & 

Bell, 2011). 

 

Hence, the sampling frame was created with individuals who participate in social media 

as well as currently engage or would possibly engage with companies on social media 

(any kind of social media platform) to identify how they currently engage and also their 

intentions. Therefore, they were considered as an appropriate sample for data collection 

and analysis in order to address the research question initially set and to draw 

conclusions in terms of this kind of population. Also, the researchers focused on the age 

span between 18-39. The reason for having chosen this specific age range is that the 

authors wanted to focus on younger individuals, since younger adults (18-29) are more 

prone to use social media (Pew Research Center, 2015). The researchers chose also to 

include the ages between 30-39 as it is made evident that even senior’s social media 

usage has increased (Pew Research Center, 2015) and, therefore, the authors of this 

research wanted to include an older age group within “younger” individuals. The online 

questionnaire was shared in the social network site of Facebook in order for the 

sampling frame with all the potential individuals to have access and fill in the 

questionnaire. This was achieved through sharing the questionnaire with several groups 

of Facebook and in general with individuals using this social media site. Sharing the 

questionnaire in an online environment and specifically on social media was needed 

since the research purpose relates to people who use and engage on social media. 

 

3.6.2 Selection and Data Collection Procedure 

After deciding the sampling frame, it is also important to consider how large the sample 

size that will be collected in this research should be. In terms of deciding a sample size, 

Bryman & Bell (2011) suggest that there is no definitive answer but one should take 

several different aspects into consideration. From their claim, the first aspect one should 

address is the need for precision of research. The level of precision, also known as 

sampling error, is used to measure the range that a true value of the population is 

estimated to be (Israel, 1992). Also, the range of the precision level is often shown with 
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percentage points (Israel, 1992). The larger the sample size is, the greater the precision 

is due to small sampling error, given the large sample size. However, this does not 

imply that the greater the sample size, the better a research is. The second aspect relates 

to the time and cost that affects to a large extent the sample size. One should also keep 

in mind that the process is uneconomic if the time and cost spent are large while the 

precision is low (Bryman & Bell, 2011). Therefore, in this research, the authors aim at a 

±5% precision. 

 

The third important aspect one should consider when deciding the sample size is about 

the confidence level of a survey. The confidence level refers to the proportion of all 

possible samples that can be expected to include the true population attributes when a 

population is repeatedly sampled (Israel, 1992). In this research a 95% confidence level 

is employed, which means, 95 out of 100 samples hold the true means of the population 

value. The last aspect the authors have considered in the decision of the sample size 

refers to the degree of variability of the population. The degree of variability measures 

the distribution of attributes in the population. It is also known as heterogeneous 

population (Israel, 1992). Bryman and Bell (2011) indicate that the greater the 

heterogeneity of a population, the larger a sample should be considered. In this study, 

the aim is to explain consumer engagement with companies on social media, and hence, 

the target population is very large while the variability in the proportion that will adopt 

the practice is inaccessible to the authors.  

 

According to Wilson Van Voorhis and Morgan (2007) when the aim of researchers is to 

investigate relationships between variables and, hence, to perform correlation and 

regression analysis, at least 50 participants are needed. However, this number is larger 

depending on how many independent variables are included in the research (Wilson 

Van Voorhis & Morgan, 2007).  

 

A more detailed method to determine the minimum expected number of participants (N) 

needed in testing multiple correlation suggests that it should be larger than N>50+8*m, 

wherein m represents the number of independent variables (Green, 1991 cited in Wilson 

Van Voorhis & Morgan, 2007, p.48). For testing separate predictors, the minimum 

expected number of participants (N) should be larger than N>104+m (Green, 1991 cited 

in Wilson Van Voorhis & Morgan, 2007, p.48).  
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In this research, there are four independent variables, which are the four motives that 

possibly drive consumer engagement on social media. Therefore, the expected number 

of participants for this research had to be larger than 104+4=108. Hence, the authors 

aimed to receive at least 108, as the expected number of participants and the actual 

number of participants that the authors of this research collected data from is 116. 

 

Below one will find figures representing the background information of the participants 

of the study. 

 

Figure 2: Pie Chart Representing the Gender of the Participants of the Questionnaire  

 

Figure 2. shows the percentage in terms of gender of the participants for this 

questionnaire. 116 participants have been involved in this research and from this pie 

chart one can see that 57.80% of the participants (67) are female while 42.20% of them 

(49) are male. Therefore, the authors received a relatively higher response from females. 

 



  
 

33 

 

 

Figure 3: Pie Chart Representing the Age of the Participants of the Questionnaire  

 

Figure 3. shows the percentage in terms of the age of the participants for this 

questionnaire. The pie chart shows that most participants’ age range is between 18-24 

(64.70 %), following this, 30.20% of participants’ age range from 25-29, 4.3% of the 

participants are between the age of 30-34 and only 0.9% range from 35-39.  

 

 

Figure 4: Pie Chart Representing the Frequency of Using Social Media of the Participants of 

the Questionnaire  

 

Figure 4. illustrates the frequency of using social media. From this pie chart it could be 

found that the majority of participants (96.6%) use social media everyday and only 3.40% 
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of them use social media 3-5 times a week. There are no participants that use social 

media once a week or less than once a week, which means that, most participants in this 

research have a high frequency of using social media.  

 

 

Figure  5: Pie Chart Representing the Type of Social Media the Participants of the 

Questionnaire Use 

 

Figure 5. represents a list of several frequently used social media platforms and it could 

be found that Facebook is the most popular among them. This is followed by Instagram 

and Snapchat.  

 

3.7 Data Analysis Method 

 

3.7.1 Descriptive Statistics 

Descriptive statistics is a data analysis method by describing the characteristics of the 

data from one research. In a research study, there are many measures or large samples, 

so descriptive statistics help towards providing a simple summary of the sample and the 

measures as well as to present them in a manageable form. This enables comparison 

between samples (Trochim, 2006). Therefore, descriptive statistics describe the data in a 

more meaningful way and easier interpretations by the researchers can be made (Laerd, 

2013). Descriptive statistics analysis primarily describes data from three perspectives, 

which are, distribution, central tendency and dispersion (Trochim, 2006).  
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The measure of distribution is about finding out the frequency of individual values or 

ranges of values for a variable. This is often used to calculate the frequency distribution 

of each single variable (Trochim, 2006). The measure of central tendency aims to find 

out the distribution of data values and it is often completed by calculating the mean, 

median or mode of data. The measure of dispersion is about illustrating the variation in 

a distribution of values by calculating the range or standard deviation (Bryman & Bell, 

2011). The standard deviation is used to measure the spread of data around the mean 

(Moore & McCabe, 2003). Also, it was introduced by Moore and McCabe (2003) that 

for the normal curve, it follows with the 68/95/99.7 rule, which means 68% of scores 

will fall within 1 standard deviation of the mean, 95% of score will fall within 2 

standard deviations of the mean, and 99.7% of all scores fall within 3 standard 

deviations of the mean. Therefore, the standard deviation helps to measure the 

dispersion of data.  

In the measure of distribution, it is often needed to measure skewness, which is used to 

qualify the symmetry of the distribution (GraphPad Statistics Guide, 2015) and to elicit 

which side of distribution has a longer tail (Lovric, 2010). Distributions with a skewness 

of zero are named symmetrical distributions and those distributions with a skewness 

from 0-1, are named positively skewed (GraphPad Statistics Guide, 2015), which have a 

long tail on the right side of the distribution (Lovric, 2010). On the contrary, a 

distribution with a skewness from -1-0, is negatively skewed (GraphPad Statistics 

Guide, 2015) and has a long tail on the left side of the distribution (Lovric, 2010). 

Distributions with a skewness greater than 1 or less than -1 are considered asymmetrical 

and far from symmetrical (GraphPad Statistics Guide, 2015). Apart from skewness, the 

measure of distribution also considers to measure kurtosis, which together with 

skewness, help to draw the shape of the distribution and more specifically the kurtosis 

can elicit the extremities of the distribution, and eventually is capable of finding out the 

outliers in a distribution (DeCarlo, 1997). In other words, kurtosis is a measure that 

defines the flatness or peakedness of the curve of the distribution (Malhotra et al., 2012). 

It is said that if one has a negative kurtosis it is indicated that the distribution is flatter 

than a distribution that is of normal nature, however, if the kurtosis is positive, it is more 

peaked than a distribution that is of normal nature (Malhotra et al., 2012). As it was 

mentioned by DeCarlo (1997), a normal distribution has a kurtosis of 3. Distributions 

with a kurtosis less than 3 are called negative kurtosis and imply that these distributions 

have a lighter tail and less outliers compared to normal distribution, while distributions 
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with a kurtosis greater than 3 are called positive kurtosis and implies that these 

distributions have a heavier tail and more outliers compared to a normal distribution 

(DeCarlo, 1997).  

Outliers are data points that stand far away from the norm of a population. Having 

outliers is likely to affect the statistical analysis, since those outliers may increase the 

error of variance which in turn decreases the power of statistical test and it can decrease 

the normality of a data set (Osborne & Overbay, 2004). Confronted with outliers, the 

most direct method is to remove them. However, the removal of outliers would produce 

undesirable outcomes in the research. Osborne and Overbay (2004) suggest that for 

outliers, one should keep the legitimate outliers but not violate research assumption. 

Additionally, when it comes to descriptive statistics, it may occur that for some cases, 

data is missing. Confronted with this problem, one simple way is to exclude those cases 

but it may lead to the fact that a large fraction of cases will be excluded (Soley-Bori, 

2013). One other common method suggested by Soley-Bori (2013) is imputation, in 

other words, imputing missing data with computing the mean of nonmissing data.  

In this research, descriptive statistics have been used as the first data analysis method. 

There were many participants in this research, which led to a large amount of data. 

Descriptive statistics helped the authors to summarize this large amount of data into a 

manageable form; otherwise, the raw data would be hard to visualize what they mean 

for the authors. 

 

3.7.2 Regression Analysis 

Regression analysis aims to find out the causal effect of one variable upon another. In 

regression analysis, it is required to distinguish the difference between dependent 

variable and independent variable (Sykes, 1993). The dependent variable refers to the 

main factor that one aims to research while independent variables are those that are 

suspected to have an impact on the dependent variable and the discussion of causality is 

about the research of a causal impact as the independent variable and the effect as the 

dependent variable (Bryman & Bell, 2011). The causal relationship between one 

independent variable (X) and one dependent variable (Y) could be viewed from the this 

linear formula:  , wherein, β0 shows the status of dependent 

variable Y where no independent exist, β1(beta) represents the magnitude and direction 
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of the relation between independent and dependent variable and u is about the amount 

of variation that exists between the dependent variable and independent variable 

(Campbell & Campbell, 2008). According to Campbell and Campbell (2008) the 

identified regression analysis relationship can help to predict the value of independent 

variables to find out the most effective variables or can be used to accept the 

hypothesized causal relations between independent and dependent variables. The 

regression analysis will also focus on the adjusted R-squared, which helps to compare 

the explanatory power of each independent variable on the dependent variables (Frost, 

2013). In this research therefore, it will help the authors give an interpretation of the 

explanatory power of the four different motives on consumer engagement with 

companies on social media.  

 

Regression analysis seeks to ascertain the causal effect of one variable on another. This 

means that by conducting regression analysis, the authors can find out the causality of 

how independent variables (four motives) influence the dependent variable (consumer 

engagement). Therefore, regression analysis has been employed as another data analysis 

method.  Before calculating the regression between the independent variables and the 

dependent variable, the authors firstly calculated the average amount of each variable 

for the 116 participants, wherein the sum of the gathered answers for each question 

measuring the same variable is divided by the number of those questions. The average 

amount of each variable for the 116 participants was, then, used to calculate regression 

between independent variables and dependent variable. In addition to this as can be seen 

later in Table 9, a regression analysis for all the variables was constructed where one 

takes into account the control variables, but also five separate regression analyses for 

the control variables and consumer engagement, the information motive (taking into 

consideration the control variables) and consumer engagement, the entertainment 

motive (taking into consideration the control variables) and consumer engagement, the 

social aspects motive (taking into consideration the control variables) and consumer 

engagement and the self-status seeking motive (taking into consideration the control 

variables) and consumer engagement. 

 

3.8 Quality Criteria 

In the context of a research design, the focus is on selecting appropriate methodological 

frameworks. However, in terms of assessing business and management research, 
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deciding on the research design is about meeting certain quality criteria (Bryman & Bell, 

2011). In fact, the quality of a research depends at a large extent on the measurements 

employed both in collecting and analyzing data when it comes to theoretical constructs 

(Ghauri & Grønhaug, 2005). Two main criteria employed for evaluating the quality of 

research are validity and reliability (Bryman & Bell, 2011). These criteria ensure the 

quality and accuracy of the research findings (Adams, 2007). Also, if a measure is not 

eventually accepted as reliable or valid, then, the entire research is jeopardized (Engel & 

Schutt, 2014). This means that valid and reliable data gathering procedures are needed 

in order to, finally, accept the interpretations of the data made by the researchers 

(Newman & Benz, 1998). 

 

Reliability relates to the methods employed and also how precise these methods are. 

Addressing reliability can be achieved through measuring the stability and shows the 

confidence in terms of the research findings (Cohen et al., 2011). More specifically, 

reliability is a criterion of importance to researchers of quantitative studies since they 

are interested in having a stable measure, so that the research findings can be consistent 

in further research (Bryman & Bell, 2011). In others words, if after measuring 

something several times, the findings are the same, then, the measure is considered 

reliable (Adams, 2007). Validity is considered as the most significant quality criterion 

and ensures that a research measures what it is expected to measure (Bryman & Bell, 

2011). It implies that the measurements are accurate (Adams, 2007), and valid measures 

are needed so that they measure the constructs they are expected to measure (Ghauri & 

Grønhaug, 2005). 

 

However, even though the measures of a study cannot be entirely reliable or valid, the 

aim is to achieve validity and reliability to the maximum possible level since if these 

criteria are not strong, then it could be argued that the measurements of a study are 

weak (De Vaus, 2001). It is also important to mention that validity and reliability are 

two different quality criteria but there is a connection between them, since in order for a 

research to be valid, it needs to be reliable first (Bryman & Bell, 2011). 

 

Having explained the significance of the quality criteria according to which a research 

can be assessed, validity and reliability were considered necessary for the present 

research and, therefore, were included to make sure that the research is credible. In the 
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subchapters below, the concepts and the issues related to reliability as well as validity 

with its different types such as content, construct and criterion validity are presented and 

explained. Also, how reliability and validity were assessed in this research to ensure its 

quality is further discussed. 

 

3.8.1 Content Validity 

When developing a study, researchers need to ensure that the measures of the variables 

(concepts) developed are representative of the variables (concepts) under investigation 

(Bryman & Bell, 2011). This is achieved through meeting the content validity criterion, 

which means that the measure entails the meaning of the concept under investigation 

(Engel & Schutt, 2014). In other words, the measure is judged by other individuals in 

terms of whether it actually reflects the concept it aims to measure or not. These 

individuals can be experts in the specific field of research (Bryman & Bell, 2011) who 

critically examine the measures developed (Ghauri & Grønhaug, 2005). A different way 

to reach content validity is through implementing a pilot study in order to pre-test the 

measures of the concepts through individuals who resemble those who will participate 

in the main study (Roberts et al., 2006). Through pre-testing, researchers have the 

opportunity to assess the quality of the data collection instruments and, specifically, to 

modify if needed the questions set in these instruments (Ghauri & Grønhaug, 2005). 

This means that pre-testing leads towards improving the data collection methods before 

starting collecting data (Bryman & Bell, 2011). 

 

In the present research the authors tested the content validity of the study through the 

two ways presented above. More specifically, in order to measure the constructs of this 

study and ensure the valid content of the thesis, the operationalization of the concepts 

and the instrument used to gather data, the questionnaire, were created. Then, the 

operationalization, the research framework as well as the questionnaire were reviewed 

by the tutor of this thesis and a method teacher. The questionnaire was also criticized by 

15 random individuals (that meet the criteria of this study) who took part in the pre-

testing in terms of its content and after having reviewed all the comments received, the 

questionnaire was rewritten in order to help towards achieving the maximum level of 

quality. Changes were made in terms of the wording of the questionnaire, sequence of 

the questions and through adding further explanations of the terms used. So, after 

having received feedback from both the individuals who participated in the pre-testing 
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as well as by the tutor and the method teacher and after having made modifications so 

that the measurements of the variables represent the specific variables, the data 

collection process started. 

 

3.8.2 Construct Validity 

According to Bryman & Bell (2015), in quantitative research a few authors speak in 

favour of the fact that researchers should measure construct validity. Construct validity 

is amongst, face validity, concurrent validity, predictive validity, convergent validity 

and discriminant validity, one of ways in which researchers can measure measurement 

validity, which deals with finding out if a measure of a concept really measures it 

(Bryman & Bell, 2015). However, construct validity, has to do with the degree of how 

truthful variables measure the constructs that are of focus within the study or how well 

the variables are operationalised and if this will help researchers with the aspects they 

want to measure (Vogt & Johnson, 2015). 

 

Within this research, the researchers focused on correlation analysis in order to test 

construct validity. First of all, correlation in general can be seen as the extent of the link 

between variables that are incorporated within the data of a research study 

(Krishnaswamy et al., 2009). However, specifically in correlation analysis it is common 

that it establishes a measure that deals with the linear relation between two variables 

(Krishnaswamy et al., 2009). In addition to this, it is of importance that one understands 

that if two variables are correlated, it does not imply that causality is involved 

(Krishnaswamy et al., 2009). In other words, you cannot suggest that a variable is 

causing another variable (Bryman & Bell, 2015).  

 

Correlation analysis is one of the most prevailing and useful methods used in data 

analysis  (Bryman & Bell, 2011). It generally uses one figure to illustrate the 

relationship between two variables and this figure is known as a coefficient (Bryman & 

Bell, 2011). In other words, a correlation reflects if or how intensely variables are 

related to one another (Survey system, n.d.). The coefficient figure is expressed as 

symbol r and is known as Pearson’s r correlation (Trochim, 2006) and it is said that 

coefficients of a correlation are not to be over 0.8, as this is seen as unacceptable 

(Subramanian & Wastney-Pentchev, 1995).  In addition to this, if r is equal to 0, it 

implies that the couple of variables are not related to each other (Survey system, n.d.). 
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Having said this, therefore one can imply that r should be below 0.8 but also the closer 

it comes to zero the less related they are (Survey system, n.d.).  

 

Before calculating the correlation between variables (including independent and 

dependent variable), the authors firstly calculated the average amount of each variable 

for the 116 participants, wherein the sum of the gathered answers for each question 

measuring the same variable is divided by the number of those questions. The average 

amount of each variable for the 116 participants was, then, used to calculate the 

correlation among those variables. 

 

3.8.3 Criterion Validity 

A type of criterion validity is known as concurrent validity. Concurrent validity is 

created when the results from a measure are connected to the results of a criterion, 

which are both, assessed simultaneously (Engel & Schutt, 2014). In this case, 

researchers use a criterion depending on which the cases or the participants of the study 

are believed to vary. This criterion measure is also relevant to the concept under 

investigation (Bryman & Bell, 2011). Furthermore, criterion validity seems to be an 

even stronger indicator of validity when compared to content and, hence, provides 

researchers with higher confidence in terms of whether the measures measure exactly 

what they are expected to. This is explained due to the empirical data, criterion validity 

entails, while content validity relates more to subjective opinions (Engel & Schutt, 

2014). 

 

The way to identify more about characteristics of a population is known as hypothesis 

testing (Privitera, 2015). Hypotheses are created based on theoretical considerations, 

which are examined through gathering empirical data. Setting hypotheses is like making 

speculations that are to be tested in order to accept or reject the relationship between 

two or even more variables that constitute the hypotheses (Bryman & Bell, 2011). Null 

hypothesis is the starting one while the alternative hypothesis is contradictory to the null 

(Privitera, 2015). Also, null hypothesis means that there is no relationship between the 

different variables and through statistical significance tests the aim is to reject it. 

Rejecting the null hypotheses means that there is a relationship (De Vaus, 2014). In fact, 

hypothesis testing is a statistical process that provides researchers with the opportunity 



  
 

42 

to arrive at conclusions regarding the concepts investigated (Gravetter & Wallnau, 

2013).  

 

The structure of conducting statistical tests includes, creating a null hypothesis, deciding 

the statistical significance level (usually the statistical significance level is 0,05), 

measuring the statistical significance of the research findings using a statistical test and 

reaching a conclusion based on the statistical significance level set. If this is reached the 

null hypothesis is rejected (Bryman & Bell, 2011). In other words, a decision is reached 

about whether to reject or accept the null hypothesis after the data has been measured, 

the test statistic is calculated and the p-value is compared to the level of significance set 

earlier (Privitera, 2015). The association between two variables and how these can form 

a model can be achieved through regression. In this case, an independent variable 

influences a dependent one (Adams, 2007). 

 

In this research criterion validity was measured through the testing of hypotheses. Four 

hypotheses have been created based on the theoretical constructs included in this 

research, which were presented, in the previous chapter. These four hypotheses were 

further tested through the data gathered from the survey conducted and its questionnaire. 

Hypothesis testing was employed because it was considered as appropriate for 

explaining consumer engagement with companies on social media. Through hypothesis 

testing clear conclusions could be drawn. The statistic test that was performed for the 

hypotheses testing is: regression analysis. The temporary acceptance or the rejection of 

these hypotheses is presented in the following chapter. 

 

3.8.4 Reliability 

Reliability is concerned with the consistency of a measure of a concept. Generally 

speaking, it is measured from three different aspects namely, stability, internal 

reliability and inter-observer consistency (Bryman & Bell, 2011). 

 

Stability considers how stable a measure is over time, which means, it aims to measures 

if there is little variation of results when one test is readministered (Bryman & Bell, 

2011). Therefore, for testing the stability of one research, Bryman and Bell (2011) 

suggest to retest this research one more time under another occasion. In this research, 

the authors did a pre-test, and in this process, the participants were required to complete 
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the test the first time, and after one week, they were asked to conduct it a second time. 

The collecting data from the two tests showed that most of the results from the 

participants remained the same for the two tests, which means, the measure of this test 

kept its stability. 

 

Internal reliability measures the reliability of the scale or index, which is made up by 

indicators. It aims to find out whether or not interviewee’s scores on any indicator keep 

the consistency to their scores on others indicators (Bryman & Bell, 2011). Previous 

studies use a lot of Cronbach’s alpha in the test of internal reliability. Cronbach’s alpha 

“[...] calculates the average of all possible split-half reliability coefficients.” (Bryman & 

Bell, 2011, pp. 159). Cronbach’s alpha ranges from 0 to 1 where 0 means that there is 

no internal reliability while 1 represents the perfect internal reliability. Additionally, 

0.73 generally has been viewed as the desired value of the acceptable level of internal 

reliability. When Cronbach’s alpha equals to 0.73 or higher, it is suggested that the 

measurement scales have an excellent internal reliability (Bryman & Bell, 2011). But, 

an alpha of 0.5 or higher can still be considered as acceptable (Bowling, 2014).  

 

Inter-observer consistency is concerned with the inconsistent issues of observers in their 

decision of different activities/answers (Bryman & Bell, 2011). However, in this 

research, most of the questions were designed in terms of closed questions, where 

participants were provided with possible answers and were asked to select one from it, 

which requires low demand for inter-observer consistency.   

 

3.9 Ethical Considerations 

When it comes to conducting research one can also address the concept of ethical 

considerations.  According to Oliver (2010) one should always keep in mind ethical 

issues in the beginning of a study, since early on the researchers make up their minds 

about the methodology and the sample being used in their study. Thus, the decisions 

made about the sample and the methodology in turn impacts how to engage with 

participants in the study (Oliver, 2010). According to Diener and Crandall (1978) there 

are four aspects of these ethical principles, which include: participant harming, lack of 

informed consent, invasion of privacy and deception.  
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When it comes to the harming of participants, one first has to comprehend the meaning 

of the word “harm” (Bryman & Bell, 2015). Harm can include, amongst others, physical 

harm, harm to the self-esteem and the development of participants and stress (Bryman 

& Bell, 2015). In quantitative research, researchers can present findings in a way in 

which participants are anonymous, however, this is not always possible to do (Bryman 

& Bell, 2015). In addition to this, according to Given (2008), it is also suggested that 

one should use the routines of participants’ everyday lives in order to limit harm to 

these subjects.  

 

Informed consent deals with the fact that research subjects should obtain as much 

information as they need in order to decide if they want to take part in the research 

(Bryman & Bell, 2015). When it comes to covert methods such as observation, it can be 

seen as a violation of informed consent as the subjects are not given a chance to say no 

to co-operation and are participating either way (Bryman & Bell, 2015). Having said 

this, sometimes there are difficulties when researchers try to explain specific aspects of 

the research study to the subjects of interest which could do with language barriers or 

the lack of academic skills when it comes to presenting (Oliver, 2010). However, 

researchers should still try and look for a way to explain the study to the participants 

involved in order for them to comprehend it (Oliver, 2010).  

 

In relation to privacy; any violation against of the right to privacy is seen as 

unacceptable according to Bryman & Bell (2015). According to them (2015) a 

participant, however, can agree to be interviewed but if inappropriate questions are 

asked within an interview that are considered private, the subject in question for 

instance has the chance to refuse to answer the question. When it comes to covert 

methods, just as it was mentioned in informed consent, they are commonly seen as 

violations of privacy since subjects are not given the chance to decline the privacy 

invasion (Bryman & Bell, 2015).  

 

When it comes to deception, it is seen to be the act of presenting one’s research as 

something that it is not (Bryman & Bell, 2015). Deception is usually quite common 

within research, as researchers want participants to know about the study only to a 

limited extent in order to obtain natural responses to experimental treatment (Bryman & 

Bell, 2015). According to Erwin, Gendin and Kleiman (2015), deception can always 
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cause potential harm to participants and they might have not agreed to participate in the 

study if they had been deceived. In addition to this, it can also cause harm to researchers, 

as amongst others, their reputation can be damaged through the act of deception (Erwin 

et al., 2015).  

 

In this research study, the authors have kept the ethical considerations in mind and tried 

as much as possible to avoid the four aspects within these considerations. Thus, the 

researchers tried to avoid harming participants, informed participants about important 

aspects of the research, tried not to invade their privacy and tried not to deceive them. 

When it comes to the questionnaire that was used in order to obtain data, the researchers 

added an informative text in order to ensure that the participants answering the 

questionnaire had as much information as they needed in order to decide if they wanted 

to participate in the study or not. In addition to this, the study was presented as what it 

truly is, meaning that no deception was involved. Furthermore, very intrusive questions 

about aspects that were seen within other studies have been avoided so that the subjects 

did not feel as though their privacy is invaded. This is the case when it comes to the 

sub-motive “sexual arousal” which is incorporated within entertainment, as questions 

concerning this aspect could be intrusive and are considered too private and, therefore, 

it was excluded from the questionnaire. Lastly, in relation to not harming participants, 

the researchers have made sure that the answers were anonymous. 

 

 

 

 

 

 

 

 

 

 

 

 

 



  
 

46 

4 Results 

In this chapter the authors present the data and, hence, the results gathered from the 

survey conducted and the data processing through SPSS. Results include descriptive 

statistics for each question-variable of the questionnaire and also findings in terms of 

the reliability and the validity of the research. Then, the four hypotheses that drive this 

study are tested and in the last section of results, the reviewed conceptual model is 

presented. 

 

4.1 Descriptive Statistics 

In this section, descriptive findings in terms of the data gathered in the form of tables 

and figures are presented (Appendix B, C, D, E and F). Descriptive statistics, created 

through SPSS, will help towards gaining a clearer overview regarding the 

characteristics of the data gathered. This section refers to the results in terms of the 

missing values (Appendix B) as well as extreme values (Appendix C) observed and the 

results in terms of skewness, kurtosis, mean and standard deviation (Appendix D) and is 

divided based on the five different variables of the research, dependent variable 

“consumer engagement with companies on social media” and independent variables 

“(motives) information, entertainment, social aspects and self-status seeking”. Also, the 

main points in terms of each question’s frequency are also included. Details about 

descriptive statistics when it comes to the frequency for each question (Appendix E) as 

well as in terms of the additional question about any motives that were not covered by 

the questionnaire are presented (Appendix F). Figures and Tables that are presented in 

the appendix include the letter of the specific appendix they are presented in followed 

by the specific number of the Figure or Table (e.g. Figure E2). 

 

4.1.1 Missing Values, Extreme Values, Skewness and Kurtosis 

In regards to missing values, one can see (Appendix B) that no missing values for all the 

questions of the variables were detected within this study. Therefore, all 116 (N) 

responses were used which exceeds the minimum needed responses for the study and is 

therefore seen as appropriate to work with. In addition to this, some extreme values 

were identified within this study (Appendix C), but since they do not affect the 

reliability (cronbach's alpha) for each question of the variables of the study, the 

participants who these values belong to are not excluded. Also, for each statement 
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included in the questionnaire the levels of skewness and kurtosis were at an acceptable 

level (Appendix D) and, therefore, no question is excluded. 

 

4.1.2 Frequency in terms of Each Question 

In terms of the frequency for each question, details are presented in Appendix E. 

However, the main results are included in this section. The questions that were included 

in the questionnaire to measure the dependent variable engagement are: “I Engage with 

Companies on Social Media” (majority: neutral, minority: strongly disagree) (Figure 

E1), “I Actively Engage with Content about Companies on Social Media” (majority: 

neutral, minority: strongly disagree) (Figure E2), “I Passively Engage with Content 

about Companies on Social Media” (majority: agree, minority: strongly agree) (Figure 

E3), “I Interactively Collaborate with Content about Companies on Social Media” 

(majority: disagree, minority: agree) (Figure E4), “I Engage with Companies on Social 

media due to the Valuable Content Created by Consumers” (majority: agree, minority: 

strongly agree) (Figure E5).  

 

Furthermore, the questions that were incorporated to measure the independent variable 

information were: “I Create Information about Companies on Social Media” (majority: 

disagree, minority: strongly disagree) (Figure E6), “I Expect to Obtain Information 

about Companies on Social Media” (majority: agree, minority: strongly disagree) 

(Figure E7), “Information about Companies on Social Media Should be of Quality” 

(majority: agree, minority: strongly disagree) (Figure E8).  

 

Also, the questions regarding the independent variable entertainment were: “ Content 

about Companies on Social Media Should Help me Escape” (majority: neutral, minority: 

agree) (Figure E9), “I Expect to Enjoy Content about Companies on Social Media” 

(majority: neutral, minority: strongly agree) (Figure E10), “ I Expect to be able to Pass 

Time with Content about Companies on Social Media” (majority: neutral, minority: 

strongly agree) (Figure E11). 

 

The questions that were included within the independent variable self-status seeking 

were the following: “I Imitate Actions of my Peers on Social Media When it Comes to 

Companies” (majority: neutral, minority: strongly agree) (Figure E12), “My Actions 

with Companies on Social Media Should Help me Make a Good Impression on Others” 
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(majority: neutral, minority: strongly agree) (Figure E13), “Content about Companies 

on Social Media Should Help me Express myself” (majority: neutral, minority: strongly 

agree) (Figure E14). 

 

Finally, the questions that were incorporated within the independent variable social 

aspects were: “Content about Companies on Social Media Should Help me Collaborate 

with Other People” (majority: neutral, minority: strongly agree and strongly disagree) 

(Figure E15), “I Keep Other People in Mind when Posting and Creating Content about 

Companies on Social Media” (majority: neutral, minority: strongly agree) (Figure E16), 

“Content about Companies on Social Media Should Help Me with Keeping up to Date” 

(majority: agree, minority: disagree) (Figure E17), “Content about Companies on Social 

Media Should Create the Feeling of Belongingness and Help Me to Bond” (majority: 

neutral, minority: strongly agree) (Figure E18), “Content about Companies on Social 

Media Should Help Me to Stay in Touch with Others” (majority: strongly disagree, 

minority: strongly agree) (Figure E19). 

 

4.2 Reliability 

 

4.2.1 Consumer Engagement with Companies on Social Media 

 
Table 2: Cronbach’s Alpha Computed on SPSS for the Dependent Variable “Engagement” 

 

The table above (Table 2) shows the cronbach’s alpha of the dependent variable 

“engagement”, which includes five different questions (5 = N of items). As one can see 

the value of the cronbach’s alpha is 0.704. Due to this value, the variable and the 

questions that measure this variable are regarded as reliable since they achieve a 

cronbach’s alpha of more than 0.5. This in turn implies that the questions’ measures are 

stable. Therefore, all the questions will be included for further analysis.  
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4.2.2 Information 

 

Table 3: Cronbach’s Alpha Computed on SPSS for the Independent Variable “Information” 

 

 

Table 4: Cronbach’s Alpha Computed on SPSS for the Independent Variable “Information” if 

One Item is Deleted 

 

 

The table above (Table 3) shows the cronbach’s alpha in terms of the reliability of the 

independent variable “information”, which includes all of its three questions (3 = N of 

items). However, the cronbach’s alpha then is 0.380, which is lower than 0.5 and 

implies that those three questions are not reliable when they go together. Therefore, 

Table 4 was provided and shows the cronbach’s alpha if one question is excluded. If the 

first question is excluded, then, the Cronbach’s alpha is 0.734, which is higher than 0.5 

and can be regarded as reliable. Thus, the first question “I create information about 

companies on social media” is excluded from further analysis in order to reach the 

needed level of reliability. In fact, after deleting this question, an excellent reliability is 

achieved (since the cronbach’s alpha is 0.734), which means that the measure of this 

concept in terms of the questions included is consistent. 
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4.2.3 Entertainment 

 

Table 5: Cronbach’s Alpha Computed on SPSS for the Independent Variable “Entertainment” 

 

The table above (Table 5) shows the cronbach’s alpha of the independent variable 

“entertainment”. In this variable, three questions were asked in total (3 = N of items). 

This table shows that the cronbach’s alpha is 0.641 for those three questions. As the 

cronbach’s alpha is higher than 0.5, it can be regarded as reliable. Therefore, all the 

questions will be included for further analysis. This implies, that the measure of the 

statements were stable and hence future research can have consistent results.  

 

4.2.4 Social Aspects 

 

Table 6: Cronbach’s Alpha Computed on SPSS for the Independent Variable “Social Aspects” 

 

Table 6 shows the cronbach’s alpha for the independent variable “social aspects” in 

which five questions are included (5 = N of items). As it is shown above, for “social 

aspects” the five questions obtained a cronbach’s alpha of 0.815, which is much higher 

than 0.5 and therefore can be considered reliable. Therefore, all the questions will be 

included for further analysis since their measures are stable. 

 

4.2.5 Self-status Seeking 

 

Table 7: Cronbach’s Alpha Computed on SPSS for the Independent Variable “Self-status 

Seeking” 
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Table 7 shows the cronbach’s alpha for the independent variable “self-status seeking”. 

For this variable, three questions were asked (shown in N of items). Those three 

questions have a cronbach’s alpha of 0.816, which is higher than 0.5. This means that 

those three questions are reliable in terms of the fact that their measures are stable and 

therefore, all of those questions have been kept which in turn ensures that the three sub-

motives would be all measured in this research.  

 

4.3 Validity 

 

Table 8: Validity Shown through Correlation Analysis  

 

 

The table above (Table 8) shows validity in terms of the different variables. In terms of 

the construct validity of the variable of “information,” Pearson’s r coefficient is less 

than 0.8 and close to 0 when it comes to “engagement, entertainment, self-status 

seeking and social aspects” (r=0.098, r=0.045, r=0.049, r=-0.010) (Table 8). This low 

correlation coefficient means that the variable of information is effectively 

operationalized and it measures the theoretical constructs that are expected to be 

measured. Hence, the variable of information is valid and in fact almost perfect 

construct validity is achieved. In regards to the construct validity for the variable of 

“entertainment”, Pearson’s r coefficient is less than 0.8. This variable according to the 

correlation analysis (Table 8) suggests that the variable is valid, as the “r” between 

entertainment and engagement (r=0.462), entertainment and information (r=0.045), 

entertainment and social aspects (r=0.590) and entertainment and self-status seeking 
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(r=0.479) is seen as acceptable (less than 0.8). This implies that the variable of 

entertainment is effectively operationalized as the constructs are measured the way they 

are supposed to be. When it comes to the construct validity for the variable of “social 

aspects”, the Pearson’s r coefficient is less than 0.8 in terms of the variables of 

“engagement, information, entertainment and self-status seeking” (r=0.503, r=-0.010, 

r=0.590, r=0.700) (Table 8).  This means that the variable of social aspects is valid and 

effectively operationalized as the constructs are measured the way they are supposed to 

be measured. For the construct validity of the variable “self-status seeking”, the 

Pearson’s r coefficient is less than 0.8 when it comes to “engagement, information, 

entertainment and social aspects” (0.572, r=0.049, r=0.479, r=0.700) (Table 8). Those 

low coefficients mean that the variable of self-status seeking has good construct validity 

and it is effectively operationalized as the constructs are measured the way they are 

expected to be.  
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4.4 Hypothesis Testing 

Based on the theoretical framework presented in this research, four hypotheses have 

been developed in order to be tested through gathering data and further processing them 

through regression analysis by SPSS. Computing regression analysis aims to 

demonstrate the causal impact of the four motives, information, entertainment, social 

aspects and self-status seeking on consumer engagement.  

 

Table 9: Hypothesis Testing Shown through Regression Analysis  

 

Within Table 9, a regression analysis of different aspects of the research are shown. 

Firstly, control variables (gender, age and the frequency of using social media) on their 

own regarding consumer engagement with companies on social media are shown by 
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Model 1. Also, control variables, gender, age and frequency of using social media in 

terms of the dependent variable are not statistically significant. Model 1 shows that 

these control variables have an Adjusted R-squared of -0.010, which is very low and 

means that these control variables (gender, age and the frequency of using social media) 

have no impact on consumer engagement with companies on social media. However, 

Model 2, 3, 4 and 5 represent each independent variable (information, entertainment, 

social aspects and self-status seeking) separately in terms of the dependent variable 

when taking into consideration the control variables. Lastly, Model 6 represents the 

regression analysis when all independent variables together are taken into account with 

the control variables in terms of the dependent variable. When it comes to the rejection 

or temporary acceptance of the independent variables, one can say that when the 

independent variables were tested together (Model 6), information and social aspects are 

not significant, while entertainment and self-status seeking are significant when it 

comes to the significance level of 0.1. In addition to this, the beta shows that self-status 

seeking has a higher impact on the dependent variable than entertainment (0.445>0.182). 

However, when all the independent variables were tested on their own, information is 

still not significant, while entertainment, social aspects and self-status seeking are 

significant. It is of importance to keep in mind that the significance level used for the 

regression analysis is 0.1. For Model 1 and Model 2 one can see that the Adjusted R-

squared is very low (-0.010, -0.009). For Model 3, Model 4 and Model 5, the Adjusted 

R-squared is seen as being 0.199, 0.239 and 0.344 and therefore one can mention that 

these independent variables when measured on their own have an impact on the 

dependent variable. In addition to this, when it comes to Model 6, the Adjusted R-

squared is 0.366, which means that entertainment and self-status seeking when 

measured together and taking into consideration the control variable of age have an 

impact on the dependent variable.  
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4.4.1 Reviewed Conceptual Model 

 

 

Figure 6: Conceptual Model Including the Motives (Information, Entertainment, Social Aspects 

and Self-status Seeking) for Engaging with Companies on Social Media after Regression 

Analysis 

 

Figure 6. represents the conceptual model for engaging with companies on social media 

after conducting a regression analysis. It represents the results regarding the effect of the 

four different motives (information, entertainment, social aspects and self-status seeking) 

on consumer engagement with companies on social media. As one can see, information 

and social aspects do not motivate consumers to engage with companies on social media. 

 

 

Figure 7: Reviewed Conceptual Model Including the Motives (Entertainment and Self-status 

Seeking) for Engaging with Companies on Social Media after Regression Analysis 
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Figure 7. represents the reviewed conceptual model for engaging with companies on 

social media after conducting a regression analysis. It represents the final conceptual 

model taking into consideration the results of the regression analysis regarding the 

impact of the four different motives (information, entertainment, social aspects and self-

status seeking) on consumer engagement with companies on social media. Hence, 

Figure 7. shows that entertainment and self-status seeking motivate consumers to 

engage with companies on social media.  
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5 Discussion 

The present chapter discusses information, entertainment, social aspects and self-status 

seeking as motives of consumer engagement with companies on social media based on 

the results collected in this research study. This discussion is also connected to the 

theoretical framework in terms of these concepts.  

In order to explain the causal impact of the four motives, information, entertainment, 

social aspects and self-status seeking on consumer engagement with companies on 

social media, consumer engagement was first measured in terms of three aspects in 

order to identify whether these aspects can possibly impact this consumer engagement. 

These aspects are gender, age and frequency of using social media. Regression analysis 

results (Table 9) demonstrate that only 1% of consumer engagement with companies on 

social media is explained by age, gender and how frequently consumers use social 

media and also this causal impact is not statistically significant. This means that age, 

gender and the frequency of using social media do not impact consumers to engage with 

companies on social media and, hence, the causal impact of the independent variables, 

information, entertainment, social aspects and self-status seeking on consumer 

engagement with companies on social media needs to be tested and discussed. In fact, 

regression analysis results based on Model 6 (Tables 9) illustrate that 36.6% (Adjusted 

R-squared=0.366) of consumer engagement with companies on social media is 

explained by the motives of entertainment and self-status seeking (in combination with 

age), which means that these motives (in combination with age) when combined in a 

single framework are determinants of consumer engagement with companies on social 

media.  

 

5.1 Information and Consumer Engagement 

In this section discussion will revolve around the motive of information through 

explaining the causal impact of this motive on consumer engagement with companies 

on social media. Results showed that most of the participants would like to obtain 

information about companies on social media (Figure E7) and the information they are 

provided with to be of quality (Figure E8). 
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Regression analysis results based on Model 6 (Table 9) illustrate that based on the beta 

level (0.067), the impact of information on consumer engagement is very weak and 

Table 9 shows also that it is not statistically significant, which means that this 

hypothesis is rejected. In other words, information, as part of the framework that 

includes the four motives, does not motivate consumer engagement with companies on 

social media. In this model, though, age is statistically significant which could be 

perceived as playing a role regarding information not being a motive of consumer 

engagement with companies on social media. 

 

Furthermore, in Model 2 (Table 9) information was also measured separately in terms 

of the dependent variable taking into consideration also the control variables. 

Regression analysis (Table 9) shows that age, gender and the frequency of using social 

media do not influence the impact of information on consumer engagement. It is further 

identified that only 0.9% of the dependent variable is explained by information 

(Adjusted R-squared=-0.009) but based on the beta level (0.102), this impact is weak. 

Also, this hypothesis is not statistically significant, and hence, it is rejected which 

means that even when information is measured separately from the other motives, it still 

does not motivate consumers to engage with companies on social media. Therefore, 

99.1% of consumer engagement with companies on social media is explained by other 

factors.  

 

Hence, in terms of information as a motive of consumer engagement with companies on 

social media it could be argued that even though previous research has accepted that 

information motivates consumers to engage with companies on social media (e.g. 

Heinonen, 2011), regression analysis results (Table 9) demonstrate that due to 

insufficient evidence, it cannot be concluded that information motivates consumer 

engagement with companies on social media. This, however, does not imply that 

information could not have been a motive of consumer engagement in general, because 

a different research might include a different sample or different measures for this 

motive, which could show that information can actually motivate consumer engagement. 

Also, information could act as a motive regarding consumer engagement with 

companies on social media but this research might not have collected enough data to 

provide sufficient evidence to accept it. 
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In fact, previous research revealed that information acquisition is a significant factor 

that leads to participating in social networking site groups (Park et al., 2009), Facebook 

brand communities (Gummerus et al., 2012), social networking sites (Kim et al., 2011), 

consuming User Generated Content (Shao, 2009) and causes consumer engagement in 

online communities (Brodie et al., 2013). However, this research shows that consumers 

are not attracted and motivated to engage with companies on social media due to the 

opportunity to gain access and consume information offered by other individuals or the 

companies themselves in terms of brands and offerings.  

 

Also, as it is identified by previous research, information acquisition can relate to 

factual information (Heinonen, 2011), news surveillance (Heinonen, 2011; Muntinga et 

al., 2011), inspiration (Muntinga et al., 2011), information about brands and offerings 

(Muntinga et al., 2011) as well as products and services (Hamilton & Tee, 2013). Also, 

previous research has related information acquisition to pre-purchase information 

(Davis et al., 2014) for risk reduction through product reviews (Muntinga et al., 2011), 

ratings, reviews and views expressed by other consumers (Heinonen, 2011), evaluating 

offerings through views from others, rewards and deals (Davis et al., 2014) as well as 

problem solving (Davis et al., 2014; Heinonen, 2011). Nevertheless, this research shows 

that being updated in terms of news, brands, offerings or information that creates 

inspiration do not act as motives for consumers. Also, consumers are not motivated by 

the opportunity to conduct less risky purchases by gaining pre-purchase information 

through reading views, reviews and ratings for instance or even by information that can 

help them to solve possible problems in terms of offerings. The same also occurs in 

terms of the monetary value consumers might gain through information offered to them 

from companies about rewards and deals. 

 

Furthermore, previous research showed that in order for information to act as a motive 

on social media, it should be useful, comprehensible and able to gain consumers’ 

attention (Hamilton & Tee, 2013) since the acquisition of false information can 

negatively impact the relationships between consumers and brands (Davis et al., 2014). 

However, this research cannot reach this conclusion since it has insufficient evidence 

(Table 9) to support that consumers’ engagement with companies on social media is 

motivated by the quality of the information provided to them. Therefore, it could be said 
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that consumer engagement with companies on social media is not created by the quality 

of the provided information.  

 

Taking everything into consideration it can be concluded that consumers might like to 

gain information of quality (Figure E7, Figure E8) when it comes to brands and 

offerings on social media but this does not mean that it motivates consumer engagement 

with companies on social media. Hence, even though it has been suggested that 

companies should provide consumers with information that everyone can have access to, 

in order to be attracted and engaged on social media (Heinonen, 2011), this research 

supports that consumers are not motivated by simply consuming messages and 

information created by the companies or other consumers even though this information 

might be attracting, useful and comprehensible. This can be due to the fact that social 

media is constantly changing since new aspects emerge (Botelho, 2014) and this could 

also be something that consumers want when it comes to companies on social media 

and what they provide consumers with. This implies that companies, when acting on 

social media, should focus on incorporating other aspects than simply providing 

information.  

 

In addition, the result of this research can further relate to the sample of this study and 

more specifically to the age of the consumers that participated in this study since most 

of them are between the ages of 18-24 (Figure 3). Also, a large number of participants 

are between the ages of 25-29 (Figure 3). When information is measured together with 

the other motives, age seems to play a role in terms of the dependent variable. Hence, 

the factor of age and specifically this small age span can be related to rejecting 

information as a motive of consumer engagement with companies on social media. 

Engagement when it comes to this age span could be influenced by other aspects that 

are not related to information such as their friends, for instance, since young users are 

affected by the social pressure in order to act in certain ways (Quan-Hasse & Young, 

2010).  This means that young consumers could be motivated by what others do and 

how others act on social media to engage with companies and not by information of 

quality provided by companies or other consumers. For instance, they could engage 

with companies that their friends or in general others engage with, in order to show that 

due to peer pressure they also “belong” to this group of consumers. Hence, if 

participants of this study were of a different age, there might have been different results.  
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Also, the present research did not initially accomplish reliability regarding the motive of 

information (Table 3), which means that the answers collected from the participants did 

not present consistency in terms of the three different questions set to measure this 

variable. To achieve reliability, the authors of this research had to exclude the first 

question regarding creating information about companies on social media (Table 4). The 

exclusion of this question might have also influenced this hypothesis testing result, 

since only the passive consumption of information (obtain information) was tested in 

terms of motivating consumer engagement with companies on social media. Therefore, 

it could be argued that if the motive of information was tested regarding both active 

production and passive consumption, in other words the two activity levels, engagement 

entails, results could be different, since also the last question included relates to passive 

consumption in terms of the needed quality of the obtained information. 

 

5.2 Entertainment and Consumer Engagement 

Entertainment has been one of the motives and hence independent variables that the 

authors of this paper have worked with and incorporated into explaining consumer 

engagement with companies on social media.  

 

According to Model 6 (when all independent variables are measured together in terms 

of the dependent variable) within the regression analysis (Table 9) conducted, the 

authors obtain an interpretation of the fact that the hypothesis of entertainment 

motivating consumers to engage with companies on social media, is temporarily 

accepted. Table 9 also shows (through the beta) that entertainment has an impact 

(beta=0.182) on consumer engagement, however not as much of an impact as the self-

status seeking motive, which will be analysed further on. Therefore, one can conclude 

that entertainment does not motivate consumers to engage on social media with 

companies as much as self-status seeking. This conclusion (that entertainment motivates 

consumer engagement with companies on social media) is backed up by a study from 

other researchers (Davis et al., 2014). However, there are other researchers that have in 

general mentioned the fact that for instance entertainment is a motive for using Internet 

(Papacharissi & Rubin, 2000), entertainment can be seen as playing a role when it 

comes to social networking site usage (Gummerus et al., 2012; Kim et al., 2011; Park et 

al., 2009), to different kinds of communities (Sangwan, 2005; Gummerus et al., 2012) 

and to User Generated Content (Shao, 2009). Even though many of these researchers 
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have discussed what motivates consumers in general within social media, one could still 

argue that what motivates a consumer on social media in general will also motivate a 

consumer on social media in regards to companies, as for instance it was made evident 

by a participant in a study, that they stumbled upon information about a company’s 

offering only due to boredom (Muntinga et al., 2011). Therefore, this suggests that the 

motives to engage on social media in general and the motives to engage on social media 

with companies can be seen as intertwined, since one will never know what engaging on 

social media will bring.  

 

As it can be seen that entertainment motivates consumers to engage with companies on 

social media since this hypothesis has been temporarily accepted, it is a given for the 

authors to suggest that this motive is what companies should be focusing on when it 

comes to social media. Heinonen (2011) for instance has mentioned that companies 

should focus on online games as well as their content when it comes to social 

networking sites (social media) in order for consumers to be more engaged. This 

implies that online users are motivated by being entertained by different kinds of 

aspects that companies can come up with and that for instance online games or content 

created should be worth the hype in order for consumer to not only want to engage with 

companies as of now but also to maintain this engagement over a period of time. This 

content can also refer to for instance pictures, videos, music and many more aspects and 

this is encouraged by some researchers, where they suggest that one should provide 

pictures and videos to increase the likelihood of users on social networking sites (social 

media) to eventually become more interested in companies and their offerings 

(Gummerus et al., 2012). Other researchers (Kim et al., 2011), also agree with the fact 

that videos help to get individuals interested in social networking sites (social media), 

however, they add that music, information sharing and experience also help this process.  

 

According to Davis, Piven and Breazeale (2014), escapism plays a role when it comes 

to consumers’ interaction with brands on social media. These researchers also suggest 

that individuals see escapism as an act of having experiences that give them the means 

of being opposite of their reality but also illustrate an ideal reality (Davis et al., 2014). 

This implies that consumers wish to escape from their own life and live a life that social 

media can provide to them without them having to change. If companies were able to 

give consumers the feeling of being able to turn into someone they are not or someone 
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that they cannot be right now, this would lead to an engagement with companies. In 

addition to this, it would probably eventually make consumers more interested or 

stumble across aspects of the company's social media and offerings that they would not 

have stumbled across, had they not been lured by the fact that they can escape. 

 

In addition to this, according to Lin and Lu (2011), enjoyment is seen as the biggest 

motive for why consumers are still participating on social networking sites. Therefore, it 

is suggested to those who provide social networking sites that they should focus on 

games, applications and experiences that are pleasurable and which are going to give 

individuals gratifying effects when they use these sites (Lin & Lu, 2011). In addition to 

this, enjoyment can be associated with the act of consuming content that is related to 

brands in the form of for instance watching what people do with what they own, as one 

research participant by Muntinga, Moorman and Smit (2011) suggests. This implies that 

consumers want to be amused by what they see on social media and therefore it could 

be suggested that companies should try and put content out there that can be in the form 

of a game or an experience where the individual can feel enjoyment and pleasure while 

interacting with the company and at the same time learn something about them and their 

offerings.  This enjoyment could be in the form of aesthetics or culture. For instance, 

companies could have a competition on social media where consumers win prizes 

related to beauty and therefore stimulate their interests and build a connection with the 

company and hence engage with them.  

 

Furthermore, companies should try to invest in aspects that will make consumers think 

that they can pass time with the content that they provide or what others provide about 

them. This suggestion relates to the research done by Muntinga, Moorman and Smit 

(2011) as the concept of “the passing of time” is interpreted by their research 

participants as a way to get rid of boredom. One participant said that they were 

searching through a brand profile on a social networking site out of boredom and the 

other said that he stumbled upon information about a company’s offering due to his 

boredom (Muntinga et al., 2011). This implies that companies can take advantage of the 

fact that their social media or what individuals say about them on social media should 

have content that should allow people to pass their time to get rid of their boredom but 

also at the same time make them spark an interest that will get them hooked upon this 

content and make them engage with companies even more.  
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However, even though one can see (Table 9, Model 6) that entertainment motivates 

consumers to engage with companies on social media (when being measured together 

with the other independent variables), one can also see within this table that the ages of 

the participants that took place in the study plays a role when it comes to this kind of 

motive. As Figure 3. shows, the majority of the participants were between the ages of 

18-24, and many were between the ages of 25-29. The fact that the ages of the 

participants played a role within the temporary acceptance or rejection of the 

independent variables could mean that if we had participants whose age was more 

distributed or a majority had an older age, it could mean that entertainment may have 

not been temporarily accepted depending on how different the ages of the participants 

would be.  

 

Also, when one looks at Model 3 within Table 9, one can see that if entertainment (in 

consideration with the control variables) were to be measured alone, it would still be 

seen as motivating consumers to engage with companies on social media. Therefore, 

entertainment would also have an impact (beta = 0.463) on consumer engagement, 

however, not as much as self-status seeking (beta=0.603) and social aspects (beta= 

0.505) when measured alone. In addition to this, when entertainment is measured alone 

it has an Adjusted R-squared of 0.199, which implies that 19.9% of consumer 

engagement on social media with companies is explained by entrainment and, hence, 

80.1% of consumer engagement on social media with companies is explained by other 

factors.  

 

5.3 Social Aspects and Consumer Engagement 

The present section discusses the causal impact of social aspects on consumer 

engagement with companies on social media. Regression analysis results (Table 9, 

Model 4) show that when the social aspects are tested together with the control 

variables (gender, age and the frequency of using social media) but separately from the 

other motives, the result is statistically significant. That means, when social aspects are 

measured alone, they do have causal impact on consumer engagement with companies 

on social media. In addition to this, as Adjusted R-squared illustrated in Model 4, social 

aspects have a relatively high Adjusted R-squared of 0.239, which implies that 23,9% of 

consumer engagement with companies on social media is explained by social aspects. 
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This is consistent with the result revealed in previous research that social aspects 

motivate consumer engagement with companies on social media (Heinonen, 2011). 

 

If social aspects were to be measured on its own, the causal impact of this motive on 

consumer engagement with companies on social media would be important for 

companies to focus on when it comes to social media. Heinonen (2011) has mentioned 

before that the motive of social aspects relates to social surveillance. When consumers 

are influenced by social surveillance, they monitor their actions on social media with an 

audience in mind and create social media content, which often aims at a particular 

audience (Marwick, 2012). This means for consumers, in terms of the creation of social 

media content, that they would take others into consideration in order to please them, 

while when it comes to unpopular content, they might not create or share it. This 

suggests that if companies want to motivate consumers to share and comment on their 

content, they should create content that would be popular among consumers. 

Additionally, in terms of social aspects, consumers are willing to share different content 

or experience news aspects with others in the social connection activities, which is 

known as collaborative experience. When it comes to collaborative experience, one’s 

view would be influenced by others (Heinonen, 2011) and then, it is recommended that 

companies should be aware of consumers’ collaborative experience and create content 

which would interest consumers in order to share it with others. 

 

Additionally, the causal impact of social aspects is also shown through the feeling of 

belonging and bonding (Heinonen, 2011), since consumers aim to gain acceptance and 

approval from other members on social media (Dholakia et al., 2004). That implies that 

if a group of consumers has a common favorite, which in turn involves group-referent, 

then the others’ behavior would be influenced by this group-referent (Dholakia et al., 

2004). That would be an efficient way for companies to motivate consumer engagement 

by creating a social community for consumers focusing on their brand. Being up to date 

also relates to social aspects, which can also motivate consumers to engage with 

companies on social media since it is considered as a social advantage and offers 

consumers the opportunity to know what is happening in their community (Heinonen, 

2011). Therefore, it is suggested for companies, in order to motivate consumers to 

engage, that they should deliver content with the latest news and update their content 

frequently. Also, consumers on social media have a preference for creating and 
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managing the social network with others or as it is said staying in touch with others 

(Heinonen, 2011). Making good use of consumers’ willingness to stay in touch with 

others is therefore a good way for companies to engage consumers with them.  

 

However, it is interesting that in Model 6 (Table 9), the hypothesis in terms of social 

aspects as a motive for consumer engagement with companies on social media is not 

statistically significant when all independent variables are measured together with the 

control variables. This means that the risk of concluding that social aspects have a 

causal impact on consumer engagement while this does not actually exist, is high. 

Therefore, the hypothesis that social aspects motivate consumers to engage with 

companies on social media, is rejected. 

 

The fact that social aspects do not motivate consumer engagement with companies on 

social media, occurs when the three other motives intervene. More precisely, social 

aspects no longer have a causal impact like the two other motives (entertainment and 

self-status seeking) that are included. One interpretation for this is that, compared to 

entertainment and self-status seeking, social aspects have a less explanatory power of 

causal impact on consumer engagement with companies on social media. The Adjusted 

R-squared that is demonstrated in Table 9, when self-status seeking is tested alone, is 

0.344, which is higher than social aspects’ 0.239 and confirms the interpretation above. 

However, when entertainment is tested alone, it only has an Adjusted R-squared of 

0.199, which is even lower than social aspects’, which is 0.239. That fails to prove the 

interpretation that social aspects have a less explanatory power in terms of the causal 

impact on consumer engagement with companies on social media compared to the other 

motives. Results in terms of beta in Table 9 show that social aspects have a very low 

beta (0.083), which is much lower than entertainment (0.182) and self-status seeking 

(0.445). That implies that when the four motives and control variables are measured 

together, social aspects have a pretty low impact on consumer engagement with 

companies on social media. It could even be ignored when compared to the causal 

impact of entertainment and self-status seeking. Therefore, the hypothesis that social 

aspects motivate consumer engagement with companies on social media is rejected 

when consumers are also influenced by entertainment and self-status seeking.  
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5.4 Self-status Seeking and Consumer Engagement 

When it comes to the fourth motive, self-status seeking, it is shown in Model 6 (Table 

9), that it is statistically significant. That implies that there is low risk of concluding that 

self-status seeking motivates consumers to engage with companies on social media 

while this causal impact does not really exist. Therefore, the hypothesis that self-status 

seeking motivates consumers to engage with companies on social media, is temporarily 

accepted. This is consistent with the results revealed in previous research, which 

indicate that consumer behavior on social media is motivated by their aim of seeking 

their own personal status (Park et al., 2009). Also, in the process of searching for their 

self-status, consumers have a willingness to seek for their status by engaging with 

brands and posting some comments or creating some reviews about products or brands 

(Confente & Russo, 2015). In addition to this, compared to the three other motives, as 

beta shows in Model 6 (Table 9), self-status seeking has the greatest beta of 0.445. This 

means that self-status seeking has the largest impact on consumer engagement with 

companies on social media as compared to the other motives included in this research. 

Upon that, it is suggested, that in order to engage consumers with companies on social 

media, the most efficient way for companies is to stimulate consumers’ self-status 

seeking. 

 

Previous research has found, that one’s self-status seeking on social media, could 

emerge due to the pressure from peers (Park et al., 2009), which in turn would urge 

them to imitate their peers to conform to the intergroup attitudes and behaviors (Paluck, 

2011). That implies that consumer engagement on social media could be motivated by 

peer pressure which can be used to explain the temporary acceptance of the hypothesis 

that self-status seeking motivates consumer engagement with companies on social 

media. Also, in this research, the age span of most of the participants is between 18-24 

(Figure 3) and young individuals are more influenced by their peers’ manners (Quan-

Hasse & Young, 2010). This could relate to the results in terms of self-status seeking 

since it is identified as the strongest motive of consumer engagement with companies on 

social media. Due to the power of peer pressure when it comes to stimulating consumers’ 

self-status seeking in order to engage consumers with companies on social media, one 

could suggest that when companies promote their content, they should ensure that what 

they create is attractive for groups of consumers so that how they act on social media 

would draw others’ attention and, hence, impact others’ engagement. 
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In addition, as it is found in previous research, self-status seeking also relates to 

consumers’ impression management (Park et al., 2009). Therefore, the temporary 

acceptance of the hypothesis that self-status seeking motivates consumer engagement 

with companies on social media in this research, can also be explained by consumers’ 

impression management. As Park, Kee and Valenzuela (2009) claim, consumers in 

social media have a willingness to manage their impression. Social media provides 

consumers with platforms to put their self-presentation out there, rather than in face-to-

face communication (Krämer & Winter, 2008) and this enables consumers to have more 

power to control the communication environment, which allows them to make good 

impression on others (Mehdizadeh, 2010). This means that when consumers create or 

share content about companies, they would also consider making a good impression on 

others. Therefore, to motivate consumer engagement on social media, for companies, 

the created content should help consumers towards managing their impressions since 

this could motivate them to share or comment on that content. 

 

Also, previous research has identified self-satisfaction as another motive under self-

status seeking (Rogers, 1951). Self-status seeking in this research could probably be 

influenced by consumers’ self-satisfaction on social media. This is consistent with Park, 

Kee and Valenzuela’s (2009) opinion, who explain that one’s self-satisfaction would 

influence consumer engagement on social media. Also, those who express their true self 

on social media would feel better and more self-satisfied (Bessenoff, 2006). That means, 

in order for companies to motivate consumers to engage on social media, the created 

content should help consumers towards expressing their true self, which requires 

companies to adapt their personalities to consumers in terms of online activities. 

 

When it comes to Model 5 (Table 9), where self-status seeking was measured separately 

but together with control variables (gender, age and frequency), it is shown that both 

self-status seeking and age are statistically significant and, therefore, those two 

variables are considered as playing a role in consumer engagement with companies on 

social media. However, in Model 1, age shows no impact on consumer engagement, as 

it is not statistically significant when only the three control variables are measured. In 

Model 5, though, age is statistically significant which means that it plays a role in terms 

of the impact that self-status seeking has on consumer engagement. This might occur 

since, in this research, the age span of most of the participants is between 18-24 (Figure 



  
 

69 

3), which means that they are young consumers and as it was claimed by Quan-Hasse 

and Young (2010), young users on social media are strongly influenced by peer 

pressure. That consequently would contribute to temporarily accepting self-status 

seeking as a motive of consumer engagement with companies on social media and, 

therefore, age in Model 5 shows a role in motivating consumer engagement. 

Additionally, it could be found in Model 5, self-status seeking has an Adjusted R-

squared of 0.344, which means that 34.4% of consumer engagement with companies on 

social media is explained by self-status seeking (in combination with age). Therefore, 

self-status seeking has been valued as the strongest motive to engage consumers with 

companies on social media. This is consistent with results revealed in previous research, 

which indicate that consumer behavior on social media is motivated by their aim of 

seeking their own personal status (Park et al., 2009). 
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6 Conclusions 

The motives of information, entertainment, social aspects and self-status seeking have 

been used in a single framework in order to explain their causal impact on consumer 

engagement with companies on social media. In fact, taking into consideration 

hypothesis testing results and the discussion presented above, it is evident that not all 

hypotheses constructed based on the theoretical framework can be temporarily accepted. 

 

However, when entertainment and self-status seeking are combined in a single 

framework, results show that this combination of motives explains, to a significant 

extent, consumer engagement with companies on social media. Information, on the 

other hand, is not a motive of consumer engagement and when it comes to social 

aspects, even though when this motive is measured separately it impacts consumer 

engagement, it is not a determinant of consumer engagement when it is combined with 

the other three motives in one framework. In fact, in this framework entertainment and 

self-status seeking dominate the other motives, which means that these motives explain 

consumer engagement with companies on social media and self-status seeking is the 

one which explains it the most since it has the largest impact. 

 

Therefore, it could be concluded that consumers are not attracted and, hence, not 

motivated by the opportunity to consume information or even by the social aspects 

social media entails and offers to consumers such as social surveillance, being-up-to 

date, collaborative experiencing, belonging and bonding as well as staying in touch. So, 

companies can focus on both entertainment and self-status seeking when developing 

marketing activities in order to achieve consumer engagement on social media. Through 

marketing activities that help consumers escape from emotional distress or issues, feel 

enjoyment regarding culture or aesthetics as well as pass their time, consumer 

engagement with companies when acting on social media can be achieved. Also, having 

marketing activities focused on social aspects that help consumers in terms of peer-

pressure, impression management and self-satisfaction that constitute self-status seeking 

is seen as what motivates consumers the most and where companies should focus on. 

Through focusing on these aspects companies can meet these expectations and in this 

way achieve consumer engagement which could in turn lead to more long-term benefits 

for companies. 
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7 Research Implications 

In the present chapter, the theoretical and practical contribution of this research will be 

presented, followed by the limitations and suggestions for future research. 

 

7.1 Theoretical and Practical Contribution 

As mentioned in the problem discussion, existing research has mostly examined and 

explored the field of motives when it comes to different activities in the digital context. 

This study differs from prior research due to the framework of motives created and its 

aim, which is to explain consumer engagement with companies in the context of social 

media. Even though the results of this study cannot be generalized to a wider population 

since the findings derive from a non-probability sample, this research can be seen as a 

contribution to this field and these findings can be used for further research. 

 

The primary contribution of this research is the creation and testing of the combination 

of information, entertainment, social aspects and self-status seeking in a single 

framework in order to explain consumer engagement with companies on social media in 

terms of these motives. One interesting fact identified in this study is that contrary to 

previous research, the motives of information and social aspects do not motivate 

consumers to engage with companies on social media while consumer engagement with 

companies on social media is explained by entertainment and self-status seeking. Also, 

while the motive of self-status seeking is rather underexplored, this research showed 

that it is the strongest motive for consumers to engage with companies on social media 

both when measured together with the other three motives and separately. Another 

interesting finding is that social aspects when measured separately (as also 

entertainment and self-status seeking), motivate consumer engagement with companies 

on social media.  

 

Furthermore, as it was clearly stated in the problem discussion there are some issues 

detected within the field of consumer engagement. With the help of the results of this 

paper, which conclude that entertainment and self-status seeking are what motivates 

consumers to engage on social media with companies, one can urge companies to have 

these aspects as their main focus. With the help of this conclusion companies can build 

marketing strategies that are fixated on these two motives in order to engage and 
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therefore maintain the interest and attention of individuals. This engagement will then 

hopefully lead to individuals being loyal to the company of interest and not to switch a 

competing company. In addition to this, as the authors have addressed the challenge of 

companies having problems to engage consumers, it would be of benefit for companies, 

just as Sashi (2012) mentions, as individuals could become promoters of a company 

which in turn would lead to more people having their purchase decisions influenced 

(Sashi, 2012). This would also imply that companies could make more sales or obtain 

more attention just by knowing how to go about engaging consumers on social media, 

which is by focusing on entertainment and self-status seeking aspects. As the companies 

will gain knowledge about what motivates consumers to engage on social media, due to 

the results found in this study, they will also be able to produce social media marketing 

which is effective as is suggested by Zhu and Chen (2015).  

 

7.2 Limitations and Future Research 

As mentioned in the sampling frame, researchers have focused on respondents between 

the ages of 18-39. This is because young adults (18-29) are more prone to use social 

media, and for seniors one can see a high growth in the social media usage and, 

therefore, the age span has been expanded in this research. Also, the participants in this 

research, shown in Figure 3., mostly have an age of 18-29 but only 5.2% of participants 

are between the ages of 30-39. In terms of peer pressure for instance it was claimed by 

Quan-Hasse and Young (2010), that young consumers are more affected by social 

pressure and would be more easily influenced by how others behave. That is, the 

especially high proportion of young participants in this research has a risk to result in an 

excessive causal impact of self-status seeking on consumer engagement, which might 

have influenced the conclusion. Therefore, it is suggested in further research, that a 

larger sample should be collected which would help to enlarge the age span. 

 

Another limitation that can be detected within this study was the fact that within the 

motive entertainment, sexual arousal as well as relaxation were left out from the 

operationalization. This is due to the fact that sexual arousal, as already discussed in the 

method chapter 3.9, would have been too intrusive and too personal of a subject for 

participants to answer to and the authors did not want to make the research participants 

uncomfortable in any way. In addition to this, the fact that relaxation was included in 

the theoretical framework but not taken up in the operationalization, and hence the 
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questionnaire, is due to the fact that the authors had a feeling of it not being different 

enough from factors such as escaping from issues or emotional distress and enjoyment 

in terms of culture or aesthetics and passing of time. The authors thought that having 

another sub-motive that could confuse the participants would not be of value to include. 

It might have also lead to the research participants feeling tired of the questionnaire if 

another aspect was incorporated as it might seem too long. For future research it is 

suggested that if more sub-motives are taken up, the main focus should be on these and 

less on other additional motives.  

 

Furthermore, it was explained earlier that in the social aspects variable, two sub-motives: 

staying in touch and social networking were measured together in the same question. 

This is due to the fact that both of them concentrate on keeping relations with others. 

The survey questions based on those two terms would be very similar which is hard for 

participants to distinguish the difference between those two questions and could make 

them confused. If those two sub-motives were discussed separately, then the 

questionnaire would be extended and it would make participants bored when answering 

a long questionnaire. Based upon these reasons, those two sub-motives were measured 

together in one question. However, there still exists a difference between them and it 

can be considered as a gap in this research. In further research, those two sub-motives 

could be discussed separately.  

 

As the conclusion shows, two hypotheses (information and social aspects) were rejected 

and two other hypotheses (entertainment and self-status seeking) were temporarily 

accepted. However, it is hard to identify the behind reasons regarding the rejection and 

the temporary acceptance of the hypotheses. To collect more in-depth data in terms of 

the behind reasons, further research could focus on qualitative data collection and 

analysis.    

 

The last limitation could be found in terms of the motive “information”. As it was 

shown in reliability testing (Table 3), the first question under the motive “information” 

was excluded from further analysis since it had a weak reliability together with the other 

two questions. However, the exclusion of this question may have an impact on the result 

of this study. Also, there may have existed different results if the three sub-motives of 
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information were all measured. Therefore, for further research, it is suggested to include 

questions for all the sub-motives. 
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Appendices 

Appendix A Questionnaire  

 (Answers with 1-5 scale, 1: Strongly disagree, 5: Strongly agree); (parentheses 

provided with help text.)     

Questions for consumer engagement (dependent variable): Questions 1-5 

Questions for information (independent variable): Questions 6-8 

Questions for entertainment  (independent variable): Questions 9-11 

Questions for self-status seeking(independent variable): Questions 12-14 

Questions for social  aspects (independent variable): Questions 15-19 

Background information: Questions 20-24 
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Appendix B Missing Values 

 

Table B1: Missing Values Computed by SPSS for the Dependent Variable “Engagement”  

 

 

Table B2: Missing Values Computed by SPSS for the Independent Variable “Information” 
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Table B3: Missing Values Computed by SPSS for the Independent Variable “Entertainment” 

 

 

Table B4: Missing Values Computed by SPSS for the Independent Variable “Self-status 

Seeking” 
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Table B5: Missing Values Computed by SPSS for the Independent Variable “Social Aspects”  

 

The tables above (Table B1, Table B2, Table B3, Table B4 and Table B5) illustrate the 

missing values that could be detected in SPSS for the questions of the different 

variables. As one can see on the left, all the questions that measure a specific variable 

are included and accordingly the number of cases (N) as well as the missing cases and 

total amount of cases are given. For each question N is equal to 116 and there were no 

missing values detected, hence, the total number of cases is 116. This number of 

respondents exceeds the minimum needed responses for the study and is, therefore, seen 

as appropriate to work with.  
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Appendix C Extreme Values 

Table C1: Extreme Values Computed by SPSS for Question 1 for Engagement  

 

The table above (Table C1) illustrates the extreme values that are identified in the 

responses for the first question for the dependent variable, which is engagement. The 

extreme values in this case are 5 (strongly agree) and 1 (strongly disagree). Even though 

SPSS has found these extreme values, they do not affect the reliability (cronbach's alpha) 

and therefore the participants who these values (5 and 1) belong to are not excluded.  

 

Table C2: Extreme Values Computed by SPSS for Question 2 for Engagement  

 

The table shown above (Table C2) represents the extreme values that were found in the 

responses for the second question for engagement. The extreme values for this question 

are 4 (agree) and 1 (strongly disagree). Although, SPSS has found these values of 

extreme nature, they do not impact the reliability (cronbach's alpha) of the research 



  
 

X 

study and hence the participants who these values belong to (1 and 4) are not taken 

away from the study.  

 

Table C3: Extreme Values Computed by SPSS for Question 3 for Engagement  

 

The table above (Table C3) illustrates values of extreme nature that were identified in 

the responses for the third question for the dependent variable “engagement”. Here the 

extreme values are seen to be 5 (strongly agree) and 2 (disagree). Although, the SPSS 

programme has found these values, they do not influence the reliability (cronbach's 

alpha) of the research study which in turn means that the participants who these values 

belong to (5 and 2) are not excluded from the analysis of the study.  

 

Table C4: Extreme Values Computed by SPSS for Question 4 for Engagement 

 

The table above (Table C4) shows the extreme values that were detected in the 

responses for the fourth question for engagement. In this case, 4 (agree) and 1 (strongly 
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disagree) are seen as the extreme values. Even though SPSS has found these extreme 

values, they do not affect the reliability (cronbach's alpha) of the study and hence the 

participants who these values belong to are not taken away from the study.  

 

Table C5: Extreme Values Computed by SPSS for Question 5 for Engagement 

 

Table C5 reflects the values of extreme nature that were found in the responses from the 

participants for the fifth question for the dependent variable “engagement”. The extreme 

values for this question are 5 (strongly agree) and 1 (strongly disagree). Even though the 

SPSS programme has detected these extreme values, they do not impact the reliability 

(cronbach's alpha) of the study and therefore the participants who these values belong to 

are not taken away from the study.  

 

Table C6: Extreme Values Computed by SPSS for Question 6 for Information  
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Table C6 illustrates the extreme values in the responses from the participants for the 

sixth question in the questionnaire that represents “information”. The extreme values in 

this case are 1 (strongly disagree) and 3 (neutral). Although the SPSS programme has 

detected these extreme values, they do not influence the reliability (cronbach's alpha) of 

the study and therefore the participants who these values belong to are not excluded 

from the research study.  

 

Table C7: Extreme Values Computed by SPSS for Question 7 for Information 

 

Table C7 shows the extreme values that are identified in the responses of the 

participants for the second question of the independent variable “information”. The 

extreme values identified are 5 (strongly agree), 1 (strongly disagree) and 2 (disagree). 

However, even though SPSS has identified these extreme values, they are not 

considered as a factor that affects the reliability of the study. Hence, the participants 

who have chosen these extreme values (5, 2 and 1) are further included in this research.  
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Table C8: Extreme Values Computed by SPSS for Question 8 for Information  

 

The table above (Table C8) illustrates the extreme values that are identified in terms of 

the third question of the independent variable “information”. The extreme values found 

are 1 (strongly disagree), 2 (disagree) and 5 (strongly agree). Even though these extreme 

values have been identified through SPSS, they do not influence the reliability of the 

study (cronbach’s alpha). Hence, the participants who have selected these extreme 

values (5, 2 and 1) are not excluded from further analysis.  

 

Table C9:  Extreme Values Computed by SPSS for Question 9 for Entertainment 

  

The table above (Table C9) demonstrates the extreme values that are identified in terms 

of the first question of the independent variable “entertainment”. Even though these 

extreme values, 1 (strongly disagree) and 4 (agree), have been identified through SPSS 

in terms of different cases, they do not affect the reliability of the study (cronbach’s 
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alpha). Therefore, the participants who have chosen 1 and 4 in this question are 

maintained in the study.  

 

Table C10: Extreme Values Computed by SPSS for Question 10 for Entertainment 

 

The table presented above (Table C10) illustrates the extreme values which are found in 

terms of the second question of the independent variable “entertainment”. The extreme 

values that are found through SPSS are 2 (disagree) and 5 (strongly agree). However, 

they do not influence the reliability of the study based on the cronbach’s alpha number. 

Therefore, the participants who have selected 2 and 5 as responses to this question are 

not excluded from further analysis.  

 

Table  C11: Extreme Values Computed by SPSS for Question 11 for Entertainment 
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The table above (Table C11) illustrates the extreme values which are found in terms of 

the third  question of the independent variable “entertainment”. Even though SPSS has 

found values 1 (strongly disagree) and 5 (strongly agree) as extreme values, including 

the participants who selected these values (1 and 5) in terms of this question do not 

affect the reliability of the study based on the cronbach’s alpha number and therefore 

are included in further analysis. 

 

Table  C12: Extreme Values Computed by SPSS for Question 12 for Self-status Seeking 

 

The table above (Table C12) demonstrates the extreme values which are found through 

SPSS regarding the first question of the independent variable “self-status seeking”. 

However, even though values 1 (strongly disagree) and 5 (strongly agree) have been 

identified as extreme values in this data set, the reliability of the study based on the 

cronbach’s alpha is not affected. Therefore, the participants who have selected 1 and 5 

as responses to this question are not excluded from further analysis.  

 

 

 

 

 

 

 

 

 



  
 

XVI 

Table C13:  Extreme Values Computed by SPSS for Question 13 for Self-status Seeking 

 

The table above (Table C13) illustrates the extreme values which are found through 

SPSS regarding the second question of the independent variable “self-status seeking”. 

These are the values 1 (strongly disagree) and 5 (strongly agree) but they do not 

influence the reliability of the study taking into consideration the cronbach’s alpha. 

Hence, the participants who have selected 1 and 5 for this question are included for 

further analysis.  

 

Table C14:  Extreme Values Computed by SPSS for Question 14 for Self-status Seeking 

 

Table C14 shows the extreme values found by SPSS for question 14, which was used to 

measure the independent variable “self-status seeking”. Although there are some 

extreme values 1 (strongly disagree), 4 (agree) and 5 (strongly agree), they do not affect 

the reliability (cronbach's alpha) of the study and therefore those extreme values will not 

be excluded.  
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Table C15:  Extreme Values Computed by SPSS for Question 15 for Social Aspects 

 

The table above (Table C15) reflects the extreme values found by SPSS for question 15, 

which was used to measure the independent variable “social aspects”. Although there 

exists extreme values which are 1 (strongly disagree), and 5 (strongly agree). These 

values do not affect the reliability (cronbach's alpha) of the study and therefore, those 

extreme values will not be excluded from further analysis. 

 

Table C16: Extreme Values Computed by SPSS for Question 16 for Social Aspects 

 

Table C16 shows the extreme values found by SPSS for the question 16 which was used 

to measure the independent variable “social aspects”. Even though, some extreme 

values have been detected which include 1 (strongly disagree) and 5 (strongly agree) 

and those extreme values did not influence the reliability of this study, therefore, those 

extreme values will not be excluded from further analysis.  
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Table C17:  Extreme Values Computed by SPSS for Question 17 for Social Aspects 

 

The table above (Table C 17) shows the extreme values found by SPSS for question 17, 

which was used to measure the independent variable “social aspects”.  Even though 

there exists some extreme values in the table above, which are 2 (disagree) and 5 

(strongly agree), they do not affect the reliability (cronbach's alpha) of the study and 

therefore, these extreme values will not be excluded from further analysis.  

 

Table C18:  Extreme Values Computed by SPSS for Question 18 for Social Aspects 

 

Table C18 illustrates the extreme values found by SPSS for question 18, which was 

used to measure the independent variable “social aspects”.  From this table, some 

extreme values were detected which are 1 (strongly disagree), 4 (agree) and 5 (strongly 

agree) but they do not affect the reliability (cronbach's alpha) of the study and therefore, 

those extreme values will not be excluded from further analysis.  
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Table C19:  Extreme Values Computed by SPSS for Question 19 for Social Aspects 

 

The table above (Table C19) shows the extreme values found by SPSS for question 19, 

which was used to measure the independent variable “social aspects”.  Even though, 

there are extreme values detected which are 1 (strongly disagree) and 5 (strongly agree), 

they do not affect the reliability (cronbach's alpha) of the study. Therefore, these 

extreme values will not be excluded from further analysis.  
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Appendix D Descriptive Statistics (Mean, Standard Deviation, 

Skewness and Kurtosis) 

Table D1: Descriptives Computed by SPSS for Question 1 for Engagement  

 

The table above (Table D1) reflects the descriptives that were computed on SPSS for 

the first question that measures the dependent variable “engagement”. In this table the 

authors will focus on the Mean, Standard Deviation, Skewness and Kurtosis. The mean 

for this specific question is equal to 3.15 and represents the average response. Also, the 

table above (Table D1) shows a 1.189 standard deviation for this question. This means 

that most of the participants have chosen the answers of  2, 3 and 4. In addition to this, 

skewness in this particular question is equal to -0.226, which is between +/- 1 and 

therefore is seen as acceptable. It further implies that it has a fairly symmetrical 

distribution, however, as it is a negative skewness, it contains a long tail on the left side 

of the distribution. Another important aspect to mention when it comes to Table D1 is 

kurtosis. In this case, kurtosis is equal to -0.652, which is between +/- 3 and therefore is 

seen as acceptable. Also, since kurtosis is negative, the distribution is flatter than a 

distribution of normal nature.  
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Table D2: Descriptives Computed by SPSS for Question 2 for Engagement  

 

The table above (Table D2) shows that the mean for the second question for 

engagement is equal to 2.53 and represents the average response of participants. The 

standard deviation is equal to 0.971. Therefore, most participants have chosen to answer 

2, 3 and 4 when it comes to the second question. In terms of skewness, the number 

received is  -0.018. Even though this number does not show a perfectly symmetrical 

distribution (0), it is close and it lies between +/-1. Hence, it is considered acceptable. 

Skewness -0.018 shows that the distribution of the replies received is fairly symmetrical 

while the negative sign means that the deviations around the mean have a long tail on 

the left side of the distribution. Also, kurtosis is equal to -0.976, which is between the 

numbers  +/- 3 and is hence seen as acceptable. In addition to this, as this question has a 

negative kurtosis, it illustrates the fact that the distribution is flatter than a distribution 

of normal nature. 
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Table D3: Descriptives Computed by SPSS for Question 3 for Engagement  

 

Table D3 illustrates that the mean for the third question for engagement is equal to 3.52 

and reflects the average response of participants. The standard deviation is 0.903. This 

means that most of the participants have chosen to answer 3 and 4. Also, skewness 

equals to -0.168. This number is between +/-1 which means that the distribution of the 

data is fairly symmetrical, even though it is not perfectly symmetrical (0), and therefore, 

this number is acceptable. The negative skewness -0.168 demonstrates that the 

deviations from the mean have a long tail on the left side of the distribution. Kurtosis is 

equal to -0.696, which is between  +/- 3 and is hence seen as acceptable. Furthermore, 

the negative kurtosis implies that the distribution is flatter than a distribution of normal 

nature. 
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Table D4: Descriptives Computed by SPSS for Question 4 for Engagement 

 

The table above (Table D4) shows that the mean for this question is equal to 2.32 and 

reflects the average response of participants. The standard deviation is equal to 0.935. 

This means that most of the participants have chosen to answer 1, 2 and 3 regarding this 

question. Based on the table above (Table D4), the number received in terms of 

skewness is 0.097. Since this number lies between +/-1, it is seen as acceptable because 

it shows a fairly symmetrical distribution in terms of the data gathered for this question. 

The positive sign means that the right tail is longer compared to the left tail of the 

distribution. Also, kurtosis is equal to -0.888, which is between the numbers +/- 3 and is 

therefore seen as acceptable. In addition to this,  since this question has a negative 

kurtosis, it reflects the fact that the distribution is flatter than a distribution of normal 

nature.  
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Table D5: Descriptives Computed by SPSS for Question 5 for Engagement 

 

Table D5 shows that the mean is equal to 2.98 and reflects the average response of 

participants while the standard deviation is 1.223. This means that most of the 

participants have chosen to answer 2, 3 and 4 in terms of this specific question. In terms 

of skewness, the number received for this question is -0.170 which is considered 

acceptable since this number is between +/-1. This number reflects a fairly symmetrical 

distribution regarding the answers received for this question, even though it is not 

perfectly symmetrical (0), while the negative sign means that the deviations from the 

mean have a long tail on the left side of the distribution. Kurtosis is equal to -0.961, 

which is between the numbers +/- 3 and is therefore acceptable. In addition to this, since 

this question has a negative kurtosis, it illustrates the fact that the distribution is flatter 

than a distribution of normal nature.  

 

 

 

 

 

 

 



  
 

XXV 

Table D6: Descriptives Computed by SPSS for Question 6 for Information 

 

The table above (Table D6) reflects that the mean for this specific question is equal to 

2.16 and shows the average response. Also, this question has a standard deviation of 

0.714. This means that most of the participants have chosen to answer 1, 2 and 3 when 

it comes this question. Also, as it can be seen from the table above (Table D6) that the 

skewness for this question is -0.214. This number lies between +/-1 and means that the 

distribution of the replies received is fairly symmetrical and, hence, acceptable for this 

question. The negative sign shows that the left tail is longer compared to the right tail of 

the distribution. Also, kurtosis is equal to -1.032, which is between +/- 3 and is hence 

seen as acceptable. Also, since this particular question has a negative kurtosis, it means 

that the distribution is flatter than a distribution of normal nature.  
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Table D7: Descriptives Computed by SPSS for Question 7 for Information 

 

The table above (Table D7) shows that the mean is equal to 3.83 and represents the 

average response of the participants while standard deviation is 0.907. That means that 

most of the participants chose to answer 3, 4 and 5 when it comes this question. In terms 

of skewness, the number received is -0.291 which is considered acceptable since this 

number lies between +/-1. Even though this number does not show a perfectly 

symmetrical distribution (0), it still reflects a fairly symmetrical distribution regarding 

the answers received while the negative sign shows that the deviations from the mean 

have a long tail on the left side of the distribution. Another important aspect in terms of 

Table D7 is kurtosis. For this question kurtosis is equal to -0.422, which is between +/- 

3 and is therefore acceptable. Also, since this question has a negative kurtosis, it implies 

that the distribution is flatter than a distribution of normal nature.  
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Table D8: Descriptives Computed by SPSS for Question 8 for Information  

 

The table above (Table D8) reflects that the mean for this particular question is equal to 

3.86 and this reflects the average response of participants while standard deviation is 

0.864. This means that most of the participants have chosen to answer 3, 4 and 5 when 

it comes this question. Also, the number received regarding skewness is -0.387. This 

number is considered acceptable since it lies between +/-1. In addition, -0.387 means 

that there is a fairly symmetrical distribution in terms of the data gathered for this 

question while the negative sign shows that the left tail is longer compared to the right 

tail of the distribution. Kurtosis is equal to -0.74, which is between +/- 3 and is hence 

acceptable. Also, since this question has a negative kurtosis, it means that the 

distribution is flatter than a distribution of normal nature.  
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Table D9: Descriptives Computed by SPSS for Question 9 for Entertainment 

 

The table above (Table D9) illustrates the mean regarding the answers received which is 

2.55 and shows that this is the average response. The standard deviation of this question 

is equal to 0.999. This shows that most of respondents have selected the value of 2, 3 

and 4 when answering this question. In terms of skewness, the number received as can 

be seen from the table above (Table D9) is -0.225 which is seen as acceptable because it 

is between +/-1. This number means that the distribution of the data gathered for this 

question is fairly symmetrical but not perfectly symmetrical (0). Being negative implies 

that the deviations from the mean have a long tail on the left side of the distribution. 

Kurtosis is equal to -1.001, which is between the numbers +/- 3 and is therefore seen as 

acceptable. In addition, as in this question kurtosis is negative, it means that the 

distribution is flatter than a distribution of normal nature.  

 

 

 

 

 

 

 

 

 

 

 

 



  
 

XXIX 

Table D10: Descriptives Computed by SPSS for Question 10 for Entertainment 

 

The table above (Table D10) shows that the mean is 3.47 which means that this is the 

central tendency of the distribution of the values. The standard deviation for this 

question is 0.909. Hence, the most frequent value or in other words most of the 

participants have chosen the values 3 and 4 when answering this question. Also, 

skewness for this question is 0.043. This number lies between +/-1 and even though the 

distribution is not perfectly symmetrical (0), it means that the replies received are 

distributed in a fairly symmetrical way. The positive sign shows that deviations from 

the mean have a long tail on the right side of the distribution. Kurtosis is equal to -0.764, 

which is between the numbers +/- 3 and is hence seen as acceptable. Furthermore, as in 

this question kurtosis is negative, it implies the fact that the distribution is flatter than a 

distribution of normal nature. 
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Table D11: Descriptives Computed by SPSS for Question 11 for Entertainment 

 

The table above (Table D11) shows that the central tendency in terms of the responses 

received is illustrated through the mean is 2.83. The standard deviation of this question 

is 1.090. So, most of the participants have chosen to respond with 2, 3 and 4 in terms of 

this question. This shows a neutral response based on the other values, 1 and 5. In terms 

of skewness, the number received is -0.019 which is seen as acceptable because it is 

between +/-1. This number means that the distribution of the data gathered for this 

question is fairly symmetrical and close to be perfectly symmetrical (0). Being negative 

implies that the left tail is longer compared to the right tail of the distribution. Also, 

kurtosis is equal to -0.704, which is between the numbers +/- 3 and is therefore seen as 

acceptable. In addition to this, as in the eleventh question the kurtosis is negative, it 

means that the distribution is flatter than a distribution of normal nature. 
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Table D12: Descriptives Computed by SPSS for Question 12 for Self-status Seeking  

 

The table above (Table D12) illustrates that the average response is 2.35. Also, for this 

question, the standard deviation is 1.073. Hence, the majority of the respondents have 

selected the value of 1, 2, 3 to answer this question. Also, the table above (Table D12) 

shows that skewness for this question is 0.282 which lies between +/-1. This means that 

the distribution of the replies received is fairly symmetrical while the positive sign 

demonstrates that the deviations from the mean have a long tail on the right side of the 

distribution. Furthermore, kurtosis is equal to -0.829 and is between the numbers +/- 3. 

Having a kurtosis between these numbers is seen as acceptable. Also, as in the twelfth 

question kurtosis is negative, this implies that the distribution is flatter than a 

distribution of normal nature. 
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Table D13: Descriptives Computed by SPSS for Question 13 for Self-status Seeking  

 

The table above (Table D13) illustrates that the central tendency of the answers 

regarding this question is 2.59 which is the mean. The standard deviation for this 

question is 1.223. Therefore, it is understood that most of the participants have selected 

the values of 1, 2, 3 and 4 when answering this question. Also, skewness of the data 

received for this question is 0.154 which lies between +/-1. This means that the 

distribution of the replies is fairly symmetrical, even though not perfectly symmetrical 

(0). Also, this positive skewness shows that the deviations from the mean have a long 

tail on the right side of the distribution. Kurtosis is equal to -0.974 and is between the 

numbers +/- 3. Having a kurtosis between these numbers is deemed acceptable. 

Furthermore, as this question has a negative kurtosis, it implies the fact that the 

distribution is flatter than a distribution of normal nature. 
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Table D14: Descriptives Computed by SPSS for Question 14 for Self-status Seeking 

 

The table above (Table D14) illustrates that the central tendency of the answers 

regarding this question is 2.45 which is the mean. The standard deviation for this 

question is 1.145. Therefore, it is understood that most of the participants have selected 

the values of 1, 2, 3 and 4 when answering this question. In terms of skewness, the 

number received is 0.218 which is seen as acceptable because it is between +/-1. This 

number means that the distribution of the data gathered for this question is fairly 

symmetrical, even though not perfectly symmetrical (0), while the positive sign means 

that the deviations from the mean have a long tail on the right side of the distribution. 

Also, kurtosis is equal to -1.002 and is between the numbers +/- 3. Having a kurtosis 

between the numbers +/- 3 is seen as acceptable. Furthermore, as this question has a 

negative kurtosis, it stands for the fact that the distribution is flatter than a distribution 

of normal nature. 
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Table D15: Descriptives Computed by SPSS for Question 15 for Social Aspects 

 

The table above (Table D15) demonstrates that the mean of the answers regarding this 

question is 2.99. The standard deviation for this question is 1.115. This means that the 

majority of the participants have selected the values of 2, 3 and 4 when answering this 

question which is between 1 (strongly disagree) and 5 (strongly agree). Skewness for 

this question equals to 0.017 which means that the distribution of the data is close to be 

perfectly symmetrical (0) and, therefore, this number is acceptable since it is also 

between +/-1. This positive skewness demonstrates that deviations from the mean have 

a long tail on the right side of the distribution. Also, kurtosis is equal to -0.526 and is 

between the numbers +/- 3. Having a kurtosis between the numbers +/- 3 is deemed 

acceptable. Also, as the fifteenth question has a negative kurtosis, it implies the fact that 

the distribution is flatter than a distribution of normal nature. 
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Table D16: Descriptives Computed by SPSS for Question 16 for Social Aspects 

 

The table above (Table D16) shows that this questions has a mean of 3.06, which 

indicates that the central tendency regarding the answers to this question is close to 3. 

The standard deviation of this question is 1.189. This means that most of the 

participants have chosen the values of  2, 3 and 4. Also, skewness of the data received 

for this question is -0.339 which lies between +/-1. This means that the distribution of 

the replies received is fairly symmetrical but not perfectly symmetrical (0). The 

negative sign implies that the that the left tail is longer compared to the left tail of the 

distribution. Furthermore, kurtosis is equal to -0.682 and hence is between the numbers 

+/- 3 and also seen as acceptable. Also, as this particular question has a negative 

kurtosis, it stands for the fact that the distribution is flatter than a distribution of normal 

nature. 
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Table D17: Descriptives Computed by SPSS for Question 17 for Social Aspects 

 

Table D17 shows that question 17  has a mean of 3.82, which means that the central 

tendency regarding the answers to this question is close to 4. The standard deviation for 

this question is 0.910 which implies that most of the participants have chosen 3, 4 and 5. 

In terms of skewness, the number received is -0.477 which is seen as acceptable because 

it is between +/-1. Also, this number means that the distribution of the data gathered for 

this question is fairly symmetrical while the negative sign means that the deviations 

from the mean have a long tail on the left side of the distribution. Also, kurtosis is equal 

to -0.476 and is between the numbers +/- 3 and therefore acceptable. In addition to this, 

this specific question has a negative kurtosis, which means that the distribution is flatter 

than a distribution of normal nature. 
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Table D18: Descriptives Computed by SPSS for Question 18 for Social Aspects 

 

The table above (Table D18) shows that the mean of this question is 2.75, which 

indicates that the central tendency of the answers to this questions is close to 3. The 

standard deviation of this question is 1.126. This means that most of the participants 

have chosen 2, 3 and 4 to answer this question. Skewness for this question equals to -

0.086 which means that the distribution of the data gathered for this question is fairly 

symmetrical and close to be perfectly symmetrical (0). Therefore, this number is 

acceptable. This negative skewness demonstrates that the deviations from the mean 

have a long tail on the left side of the distribution. Also, kurtosis that is equal to -0.958 

and is between +/- 3 and therefore seen as acceptable. Furthermore, this eighteenth 

question in the questionnaire has a negative kurtosis, which implies that the distribution 

is flatter than a distribution of normal nature. 
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Table D19: Descriptives Computed by SPSS for Question 19 for Social Aspects 

The table above (Table D19) shows that this question has a mean of 2.78, which is close 

to 3. That means, the average of this question is 3. Also, standard deviation is 1.384 

which means that most of participants have chosen a value of 2, 3 and 4 to answer this 

question. In terms of skewness, the number received is 0.192 which lies between +/-1, 

and hence, it is acceptable. This means that the distribution of the data gathered for this 

question is fairly symmetrical, even though not perfectly symmetrical (0). The positive 

sign means that the deviations from the mean have a long tail on the right side of the 

distribution. In relation to kurtosis, it has a value of -1.203 which is between +/- 3 and 

hence acceptable. Also, this last question in the questionnaire has a negative kurtosis, 

which stands for the fact that the distribution is flatter than a distribution of normal 

nature. 
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Appendix E Frequency 

 

Figure E1: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 1 for Engagement  

 

Figure E1. illustrates the percentage of each response (1, 2, 3, 4 and 5) for the first 

question that measures the dependent variable “engagement” in terms of participants’ 

engagement level with companies on social media. These five different responses refer 

to the answers that the participants in the questionnaire have chosen. As one can see in 

the first question of engagement, 12.10% of participants have chosen the answer 1 

(strongly disagree), while 13.80% have chosen the answer 2, 35.30% have chosen the 

answer 3, 25% have chosen the answer 4 and lastly, 13.80% have chosen the answer 5 

(strongly agree). So, 3 (neutral) was the most frequent, while answering 1 (strongly 

disagree) was the least frequent.  
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Figure E2: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 2 for Engagement  

 

Figure E2. presented above, shows the percentage of each response for the second 

question which asks about if participants actively engage with content about companies 

on social media. One can see that in terms of the second question of engagement, 17.20 % 

of participants have chosen the answer 1 (strongly disagree), while 30.20% have chosen 

the answer 2, 33,60% have chosen the answer 3, 19% have chosen the answer 4 and 

lastly, none of the respondents have chosen the answer 5 (strongly agree). Hence, 

participants mostly answered 3 (neutral) while answer 1 (strongly disagree) was chosen 

the least. In addition to this, answer 5 (strongly agree) was not chosen at all.  
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Figure E3: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 3 for Engagement  

 

Figure E3. illustrates the percentage of each response for the third question which asks 

if participants passively engage with content about companies on social media. One can 

see that in terms of the third question of the engagement variable, none of the 

participants have chosen the answer 1 (strongly disagree), while 15.50% have chosen 

the answer 2, 31.90% have chosen the answer 3, 39.70% have chosen the answer 4 and 

lastly, 12.90% of the respondents have chosen to answer 5 (strongly agree). These 

percentage numbers illustrate the fact that participants mostly answered 4 (agree), while 

answer 5 (strongly agree) was the least chosen. In addition to this, answer 1 (strongly 

disagree) was not chosen by the subjects at all.  
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Figure E4: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 4 for Engagement  

 

Figure E4. which is reflected above, illustrates the percentage of each response for the 

fourth question of the dependent variable which asks about if participants interactively 

collaborate with content about companies on social media. When it comes to the fourth 

question of engagement, 22.40% of participants have chosen the answer 1 (strongly 

disagree), while 34.50% have chosen the answer 2, 32,80% have chosen the answer 3, 

10.30% have chosen the answer 4 and lastly, none of the respondents have chosen the 

answer 5 (strongly agree). These percentage numbers represent the fact that participants 

mostly answered 2 (disagree) while answer 4 (agree) was the response that was the least 

chosen. Furthermore, answer 5 (strongly agree) was not chosen at all.  
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Figure E5: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 5 for Engagement  

 

Figure E5. which is reflected above, shows the percentage of each response for the fifth 

and last question of engagement which asks about if participants engage with 

companies on social media due to the valuable content created by consumers. In terms 

of this question, 15.50% of participants have chosen the answer 1 (strongly disagree), 

while 19,00% have chosen the answer 2, 26.70% have chosen the answer 3, 29.30% 

have chosen the answer 4 and lastly, 9.50% of the respondents have chosen the answer 

5 (strongly agree). These percentage numbers represent the fact that participants mostly 

answered 4 (agree), while response 5 (strongly agree) was the least answered response.  
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Figure E6: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 6 for Information 

 

Figure E6. illustrated above, shows the percentage of each of the different responses for 

the sixth question that represents one of the independent variables of this study, which is 

information. This question asks about if participants create information about 

companies on social media. In terms of the sixth question of the study, 18.10% of 

participants have chosen the answer 1 (strongly disagree), while 47,40% have chosen 

the answer 2, 34.50% have chosen the answer 3 and none of the respondents have 

chosen the answer 4 (agree) or 5 (strongly agree). These percentage numbers illustrate 

the fact that participants mostly answered 2 (disagree), while answer 1 (strongly 

disagree) is the response participants have chosen the least.  
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Figure E7: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 7 for Information  

 

Figure E7. represents the percentage of each response for the seventh question in this 

study which measures information. This questions asks about if participants expect to 

obtain information about companies on social media. One can see that in terms of the 

seventh question in the questionnaire, 0.90% of participants have chosen the answer 1 

(strongly disagree), while 4.30% have chosen the answer 2, 32.80% have chosen the 

answer 3, 35.30% have chosen the answer 4 and lastly, 26.70% of the respondents have 

chosen the answer 5 (strongly agree). These percentage numbers show that participants 

mostly answered 4 (agree), while answer 1 (strongly disagree) was the least frequently 

chosen.  
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Figure E8: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 8 for Information 

 

Figure E8. shows the percentage of each response for the eighth question in the 

questionnaire which is used in order to measure information. This questions ask about if 

participants think that information about companies on social media should be of 

quality. In terms of the eighth question in the questionnaire, 0.90% of participants have 

chosen the answer 1 (strongly disagree), while 3.40% have chosen the answer 2, 29.30% 

have chosen the answer 3, 41,40% have chosen the answer 4 and lastly, 25% of the 

respondents have chosen the answer 5 (strongly agree). These percentage numbers show 

that participants mostly answered 4 (agree), while answer 1 (strongly disagree) was the 

least frequently chosen.  
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Figure E9: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 9 for Entertainment  

 

Figure E9. demonstrates in percentage the responses received for the first question that 

measures the independent variable “entertainment”. Participants were asked in terms of 

the content offered about companies on social media and whether this should help them 

to escape emotional distress or issues. Based on this pie chart, it is seen that 19.8% of 

the participants have selected 1 (strongly disagree), 22.40% have chosen 2, 40.50% of 

the participants have selected 3, 17.20% have chosen to reply with 4 while 0% of the 

participants have chosen 5 (strongly agree). Taking into consideration this data, it is 

concluded that most of the participants chose to answer with 3 (neutral) as this was the 

most frequent while 4 (agree) was the least frequent reply observed. No participant 

agreed strongly.  

 

 



  
 

XLVIII 

 

Figure E10: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 10 for Entertainment  

 

Figure E10. illustrates in percentage the responses received for the second question that 

measures the independent variable “entertainment”. Participants were asked in terms of 

the enjoyment (in terms of culture or aesthetics) offered through the content about 

companies on social media. This pie chart shows that 0% of the participants have 

selected 1 (strongly disagree), 14.70% have chosen 2 while 37.10% have selected 3. 

Also, 34.50% have chosen to reply with 4 while only 13.80% of the participants have 

chosen 5 (strongly agree). Based on this data, it is seen that most of the participants 

chose to answer with 3 (neutral) as this was the most frequent answer while 5 (strongly 

agree) was the least frequent reply observed. No participant strongly disagreed. 
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Figure E11: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 11 for Entertainment   

 

Figure E11. illustrates in percentage the responses received for the third question that 

measures the independent variable “entertainment”. Participants were asked about 

passing their time with content about companies on social media. As can be seen from 

this pie chart 12.90% of the participants have selected 1 (strongly disagree), 25.00% of 

the participants have chosen 2 while 33.70% have selected 3. Also, 23.30% have chosen 

to reply with 4 while only 5.20% of the participants have chosen 5 (strongly agree). 

Therefore, it is seen that most of the participants chose to answer with 3 (neutral) as this 

was the most frequent value observed while the 5 (strongly agree) was the least frequent 

reply observed. 
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Figure E12: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 12 for Self-status Seeking 

 

Figure E12. demonstrates in percentage the responses received for the first question that 

measures the independent variable “self-status seeking”. Participants were asked about 

whether they imitate actions of their peers on social media in terms of companies. This 

pie chart illustrates that 26.70% of the participants have selected 1 (strongly disagree), 

28.40% of the participants have chosen 2 as their answer while 29.30% have selected 3. 

Furthermore, 13.80% have chosen to reply with 4 while only 1.70% of the participants 

have chosen to reply with 5 (strongly agree). Therefore, most of the participants chose 

to answer with 3 (neutral) as this was the most frequent answer while 5 was the least 

frequent value observed. 
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Figure E13: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 13 for Self-status Seeking 

 

Figure E13. shows in percentage the responses received for the second question that 

measures the independent variable “self-status seeking”. Participants were asked about 

whether their actions with companies on social media should help them create a good 

impression on others. Based on the pie chart above, 25.90% of the participants have 

selected 1 (strongly disagree), 19.00% of the participants have chosen 2 as their answer, 

while 31.00% have selected 3. With the value 4, 18.10% of the participants have 

responded, while only 6.00% of the participants have chosen to reply with 5 (strongly 

agree). Therefore, most of the participants chose to answer with 3 (neutral) while 5 was 

the least frequent value observed.  

 

 



  
 

LII 

 

Figure E14: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 14 for Self-status Seeking 

 

Figure E14. shows in percentage the responses received for the third question that 

measures the independent variable “self-status seeking”. Participants were asked about 

whether content about companies on social media should help them express themselves. 

The pie chart above shows that 26.70% of the participants have selected 1 (strongly 

disagree), 25.00% of the participants have chosen 2 as their answer while 27.60% have 

selected 3. Also, 18.10% of the participants have responded with 4 while only 2.60% of 

the participants have chosen to reply with 5 (strongly agree). Therefore, most of the 

participants chose to answer with 3 (neutral) while 5 was the least frequent value 

observed. 
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Figure E15: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 15 for Social Aspects  

 

Figure E15. shows in percentage the responses received for the first question that 

measures the independent variable “social aspects”. Participants were asked about 

whether content about companies on social media should help them collaborate with 

others. According to the pie chart above, 10.30% of the participants have selected 1 

(strongly disagree), 20.70% of the participants have chosen 2 as their answer, while 

38.80% have selected 3. Also, 19.80% of the participants have responded with 4 while 

10.30% of the participants have chosen to reply with 5 (strongly agree). Therefore, most 

of the participants chose to answer with 3 (neutral) while 1 (strongly disagree) and 5 

(strongly agree) were the least frequent values observed.  

 

Figure E16: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 16 for Social Aspects  
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Figure E16. shows the percentage of responses from participants when being asked 

about question 16. Question 16 is used to measure the independent variable “social 

aspects”, wherein, the participants were asked if they will keep other people in mind 

when posing and creating content about companies on social media. As the pie chart 

shows, 15.50% of the participants have chosen 1 (strongly disagree), 11.20% of them 

have chosen the 2, 34.50% of them have chosen the 3, 29.30% of them have chosen the 

4 and the rest of the 9.5% of them have chosen the 5 (strongly agree). Therefore, most 

of the participants have chosen 3 (neutral) to reply to this questions, while the 5 

(strongly agree) got the lowest agreement. 

 

 

Figure E17: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 17 for Social Aspects  

 

Figure E17. illustrates in percentage the responses for question 17 which was used to 

measure the independent variable “social aspect”. In this question, the participants were 

asked about if content about companies on social media should help them with keeping 

up to date. From the above pie chart, there is no participant that chooses 1 (strongly 

disagree). 10.3% of participant have selected 2, 20.7% of them have chosen 3, 45.70% 

of them have replied with 4 and 23.3% of them replied with 5 (strongly agree). 

Therefore, most of the participants have chosen to answer 4 (agree). 
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Figure E18: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 18 for Social Aspects  

 

Figure E18. shows in percentage the responses of the participants of question 18. This 

question was used to measure the independent variable “social aspects”, where the 

participants were asked if content about companies on social media should create the 

feeling of belongingness and help them to bond. The above pie chart shows that 17.20% 

of participants have chosen 1 (strongly disagree) to reply, 23.3% of participants have 

chosen 2, 30.2% of participant have selected 3, 25.9% of participants have chosen 25.90% 

while 3.4% of participants have chosen 5 (strongly agree). Therefore, the majority of 

participants have chosen 3 (neutral) to answer this question and the minority has chosen 

5 (strongly agree). 
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Figure E19: Pie Chart Representing the Responses of the Participants of the Questionnaire for 

Question 19 for Social Aspects  

 

Figure E19. shows the percentage of the responses for question 19, which was used to 

measure the independent variable “social aspects”. The participants were asked if 

content about companies on social media should help them to stay in touch with others. 

It can be found that 24.10% of participants have chosen 1 (strongly disagree) to reply, 

21.6% of participants have chosen 2 and accordingly 21.6% 3. Additionally, 18.1% of 

participant have chosen 4 while 14.70% of participants have chosen 5 (strongly agree). 

Therefore, for this question, participants answers tend to be even distributed to those 

five scales, but among them, 1 (strongly disagree) relatively got a little bit higher 

percentage of answers while 5 (strongly agree) got a relatively lower percentage of 

answers.  
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Appendix F Additional Motives 

Table F1: Additional Reasons for Engaging with Companies on Social Media 

Participant Other reasons  

1 Providing discounts and benefits 

2 Taking part of offers and other campaigns 

3 Customer service, put public pressure on answers regarding complaints 

4 Looking for recipes like food products 

5 To obtain a job 

6 Doing business 

7 For Linkedin: looking for a job! 

8 To see their popularity among people by looking at how many likes they 

have 

9 Charities 

10 Events for charities 

11 Earn money 

12 Flirting, charities, online contests 

13 Taking up valuable aspects such as news 

 

The table above (Table F1) shows the additional reasons participants listed that 

motivate them to engage with companies on social media and 13 answers were obtained 

for this question. 

 

 


