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Abstract  

 

The advent of social media networks is radically changing the way we communicate, share 

and socialize. These networks are also creating impact on consumer behavior. In this study, 

we tried to analyze the factors working behind the intrinsic motivation of people upon which 

they are interacting in the social networks and formulating their preferences.  

 

Based on the theory of intrinsic motivation, we identified five factors to be most relevant with 

the phenomena we attempted to address which are Curiosity, Power, Status, Tranquility, and 

Independence. Among these five factors, we tried to analyze the relative importance of each 

one on the buying behavior of users in the form of choosing social media platforms. We 

stretched out inquiry to the identification of the influence of demographic factors as well. 

According to our analysis, it has been revealed that the relative importance of curiosity is 

more than any other factors and it also has a strong association with the nationality of the 

user. Again, status has been identified as the second most important factor however; it 

showed no association with any demographic factor.    

 

To conduct this study, we have taken a qualitative approach. Our philosophical underpinnings 

are based on the positivist and objectivist perspective which defined how we are going to 

receive and interpret reality as researchers. However, on more practical terms, we chose 

survey as our data collection method as it allows us to collect mentionable amount of data 

within a short time span and keeps the opportunity of higher statistical analysis open. 

Regarding the sampling method, we have followed both the non-probability convenience 

sampling and Quota sampling method. We have collected our 206 respondents from Umea 

University, which was divided by equal half of male and female quota. After collecting the 

data, we analyzed it and presented the empirical findings in the chapter 5. Then the analysis 

relating to the research question and the hypotheses was presented in the chapter 6 where we 

also decided about the null hypotheses on the basis of stringent statistical tests. At the end, we 

summed up out findings and proposed some implications and future research possibilities.  

 

This study can be helpful to understand the links between human motivation and the user 

interaction in the social networks. This kind of relationships has not been fully appreciated in 

the literature so far. From a managerial perspective, social media platforms are continuously 

becoming one great route to reach the consumers and engage them with the brands. Thus, 

understanding the motivation of the users might help the marketers to formulate their strategy 

better and they can also take better decisions regarding which kind of social media is to use to 

promote the products on. As we also studied the demographic factors and one of the unique 

capacities of social media networks is the ability to identify demographic segments very 

specifically, the managers can capitalize on our demographic findings to differentiate their 

promotion on the basis of demographics across various social media platforms.  

 

This study has several limitations as time and resource scarcity did not allow us to explore the 

issue more profoundly. Thus, it has kept many research opportunities open such as exploring 

the influence of psychographic factors on the choice of social media, use of user generated 

content to build a stronger brand profile, identification of extrinsic motivators behind the 

buying behavior of users and so on.  

 

Keywords: Social media, Intrinsic motivators, Buying behavior, Facebook, online advertising, 

Youtube, Twitter, Linkedin, Flickr, Motivation 
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CHAPTER 1: INTRODUCTION 
 

In this chapter we will present the reader into the subject ―social media networks and 

intrinsic motivational factors‖. We will do that by giving the reader a background of our 

study and its basis. We will explain the research question and then draw upon a general 

purpose, regarding ―Social media networks and buying behavior‖. 

 

 

1.1 Background of Study 

 

The evolve and immense popularity of social media networks such as Facebook, 

MySpace, Youtube, Wikipedia and so on is a recent phenomenon that has already 

created deep impact on the every phase of our daily life. More than anything, traditional 

marketing has been changed and still changing due to the presence of social media 

networks and its impacts on the people in terms of buying behavior, brand building, and 

purchase decision making. Social media networks are not just a passing trend as more 

and more companies are realizing the importance and spreading their marketing 

activities using the unbelievable power of social media networks to reach the consumers 

and competently create the brand. From this conjuncture of the rising importance of 

social media networks and the buying through internet, we set our departure point of the 

academic journey regarding this paper.  

 

1.1.1  Social Media Network 

 

Internet refers to an electronic network which links people and information through 

computers and other digital devices allowing person-to–person communication and 

information retrieval (DiMaggio, Hargittai, Neuman, & Robinson, 2001, p. 307). 

Internet enabled people to use online service platforms which emphasize on building 

and reflecting social relations. These web-based platforms are known as Social Media 

Network. A social media service consists of representation of individual profiles along 

with different social aspects. This social network has attracted people because of 

curiosity and interest of users. According to Forrester Research (2008), 75% of Internet 

surfers used ‗‗Social Media‘‘ in the second quarter of 2008 by joining social networks, 

reading blogs, or contributing reviews to shopping sites; this represents a significant rise 

from 56% in 2007. Anagnostopoulos, Kumar, & Mahdian (2008) stated that the online 

social networks are playing a significant role in influencing the behavior of users on the 

web. Social media networks has become a major means for users to interact over the 

Internet, such as email and instant messaging, to influence other people‘s behavior. The 

main purpose of Social networking sites is to allow users to share ideas, activities, 

events, and interests within their individual networks. Most of the social media have 

their users belonging to a particular geographic location such as a country or a certain 

continent. Facebook and Twitter have evolved to be global, having users from all the 

corners of the world. However, other sites are more geographically centered in terms of 

users. Some other social media networks also have global user base, however there 

share is not very significant in comparison with Facebook or Twitter, for example: Hi5, 

and Bebo can be mentioned to be belonging to this category. MySpace and LinkedIn are 

most widely used in North America; Nexopia is mostly accessed in Canada, Vkontakte 

in Russia, Hyves mostly in The Netherlands, StudiVZ mostly in Germany, and Tuenti 

mostly in Spain. The popularity of social media networking is increasing day by day. As 
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of January 2011 Facebook has more than 600 million active users which is the second 

most number of users on a single website after Google (Business insider, 2011).   

 

While social network have implemented a wide variety of new technological features, 

their backbone consists of visible profiles that display an articulated list of Friends who 

are actually the users of the system. Profiles are unique pages where one can "type 

oneself into being" (Sundén, 2003, p. 3). Social media leverages the ‗wisdom of crowds‘ 

and make use of the user generated media contents to connect information in a 

collaborative manner. Social media can take many different forms, including the 

Internet forums, message boards, weblogs, wikis, podcasts, pictures, and video. A wide 

range of web based technologies has enabled Social Media networks to evolve in this 

way. To name a few such technologies- blogs, content sharing, video blogs, wall-

postings, email, instant messaging, group creation, and voice over IP can be mentioned. 

Examples of social media applications are Google (information search, social 

networking), Wikipedia (knowledge aggregation), MySpace (social networking, 

especially music based), Facebook (social networking), Last.fm (personal music), 

YouTube (social networking and video sharing), Second Life (virtual reality), and Flickr 

(photo sharing). 

 

1.1.2  Social Media Advertising and Buying Behavior 

 

In today‘s hyper-competitive business world, brands are fighting for space in the minds 

of consumers. Though the traditional modes of advertising and marketing like 

television, print media and outdoor media still contribute to a major chunk of the 

advertising budget, they cannot be solely relied upon to ensure reaching the target 

audience. Using social media like blogs and networking sites for marketing of products 

rapidly becoming an important and effective way (D‘Silva, Bhuptani, & Menon, 2011, 

p. 756). Social media marketing is not just the latest ‗fad‘; rather they came here to stay 

because of the phenomenal popularity of social media networks. Social media platforms 

have already become an important influencing factor of consumer buying behavior. 

Currently, online buying behavior is highly motivated by social network advertising, 

meaning the online advertisements displayed on social media sites. The major benefits 

of advertising on a social networking site are that advertisers can take advantage of the 

user‘s demographic information and target their advertisement appropriately, which was 

not possible before. With sites like Facebook, Orkut, LinkedIn, Twitter, You tube, etc. 

attracting more than 5 million users every day, now companies can reach a wider range 

of targeted audience quickly through social media advertisements. Having a presence on 

these sites is a must for all marketing organizations. Besides attracting a large number of 

prospective customers, the cost of social media advertising is comparatively much 

lower than the other mass media options. Hence, in terms of value and money 

proposition, social media advertising has greater value than advertising through any 

other media (D‘Silva et al., 2011, p. 756). 

 

Social media websites help generate interest in the brand and also to build trust in the 

company. This goes a long way in the brand building exercise. Besides, one can reach 

the relevant target audience and avoid the clutter. It helps the company to stay in 

constant touch with its customers, know their preferences and upgrade their products 

and services accordingly (D‘Silva, et al., 2011, p. 756). It gives them enough room to 

receive prompt feedback from them. It thus leads to one on one interaction, leading to 

customer satisfaction. A satisfied customer spreads positive word of mouth for the brand 
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and thus enhances the brand equity. All in all, it helps a company to increase awareness 

of its brand, generate leads, build its customer base, and improve sales and market 

share. If planned and executed properly, social media becomes a very cost effective 

mode of online promotions (D‘Silva et al., 2011, p. 756). 

 

To determine what makes advertising valuable to consumers, we must need to find out 

the reasons acting behind the user preference about social media.  Schwartz (2010) 

identified that boredom is one of the key reason for joining social media network. Vice 

versa, the main reason for not having an account is being too busy. When people feel 

more bored in general they join social media site to refresh their mind. On the other 

hand when people are too busy then they have less chance to connect with social media 

network. According to the Park et al., (2009, p. 729) the four reasons behind choice of 

social media network are socialization, information, status seeking, and entertainment. 

Advertisers always try to attract people by fulfilling these demands. Example includes 

multi-player online games which fulfill the entertainment need of the people, as well as 

being able to play together satisfies the socialization need. Winning that game would 

increase someone‘s self-status – building on an idea like this would allow advertisers to 

compound their success rate (Stockman, 2010, p. 4). 

 

1.1.3 Social Media and Demographic Variables  

 
Consumer commitment towards social media has gotten the attention of the business 

world. Over time, marketers have identified a number of reasons for engaging in social 

media marketing. The main reason for marketers to adopt social media is vast numbers 

of people using social media as well as the ability to communicate with consumers 

instantly (McLaughlin, Gerdes, Westfall & Nutter, 2010, p. 16). This participation 

varied in different demographical states. As a result, demographic segmentation consists 

of dividing the market into groups based on variables such as age, gender, income, 

occupation, civil state, religion, race and nationality. According to Brocke, Richter, & 

Riemer (2009), adaptation of social media network is mainly varied by gender, age, 

nationality and civil state. 

 

Pew Research Center for the People and the Press (2007) found out the difference 

between adaptations of choosing social media based on gender. According to the 

research, female users used more social media comparing to male users.  On the other 

hand, teenagers and young adults have incorporated social media network into their 

lifestyles more than any other age groups (Lenhart & Madden, 2007, p. 3). They also 

found that half of social network-using teens visit the sites either once a day (26%) or 

several times a day (22%) (Lenhart & Madden, 2007, p. 4). Brocke et al. (2009) found 

the relationship between nationality and civil-state with social media. They found that 

single users are more spend time on social media network compare to in a relationship 

or married users. Different countries all over the world use different social media 

network frequently and their spending pattern varied by country to country (Brocke et 

al., 2009). As example, Facebook is popular all over the world while MySpace and 

LinkedIn are most widely used in North America. 

 

1.1.4  Intrinsic Motivational Factor 

 

People use social media network services for various reasons. This service provides 

ways to maintain contact with friends and family, and also enables users to meet new 
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people (Boyd, 2007). Social network services allow individuals to have a network for a 

variety of purposes including sharing information, building and exploring the 

relationships with others. Being in a network with closes ones and share stuffs with 

them led the user to have enjoyment. Teo (1998, p. 26.) stated that perceived enjoyment 

is a form of intrinsic motivation. Intrinsic motivation is formed on the basis of 

characteristics, natural drives for competence, and self-determination. Perceived 

enjoyment influences a wide variety of behaviors and psychological processes for which 

the primary rewards are the experience of effectance and autonomy (Deci and Ryan, 

1985).  Thus main reason of intrinsic motivation is traced to knowledge of efficacy and 

enjoyment. Intrinsic motivation refers to engaging in an activity for its own sake, out of 

interest, or the pleasure and satisfaction derived by the experience. Here, behavior is 

evoked by the people to feel competence and self-determination to deal with their 

environment (Lin, 2005).  

 

To explain human behavior, Professor Steven Reiss has proposed a theory that identifies 

16 basic desires that guide different forms of human behavior. These basic desires 

represent intrinsic desires that directly motivate a person's behavior, and not aimed at 

indirectly satisfying other desires. According to the theory of 16 basic desires, all the 

people can be divided in some broad groups. Implacable people are motivated to 

experience high degrees of vindication, competition, contentiousness, conflict, and 

aggression, whereas peacemakers are motivated to experience low degrees of these 

experiences. When a vengeful person experiences a period of time—say, a few days—

that is conflict free, the individual is motivated to get into arguments, fights, and 

competitions. The longer the period of time that is conflict free, the stronger becomes 

the motivation to pick a fight with somebody. Motivation is emerged for using social 

network services where people may adopt social network services as a tool for 

establishing their own relations. Motivating is discrepancies between the amount of an 

intrinsic satisfier that is desired and the amount that was recently experienced .When a 

person experiences more power than he or she desires, the individual is motivated to be 

submissive for a period of time to balance experience toward the desired rate.  

 

 

1.2  Problem Formulation 

 

In this study we consider the five intrinsic motivational factors which directly influence 

the buying behavior on social media. These five factors are curiosity, power, status, 

tranquility, and independence (Reiss, 2004). The main aim of curiosity is to maintain the 

real world contacts as a virtual neighborhood and to keep in touch with those whom the 

user does not meet on a daily basis (Brocke et.al., 2009, p. 39)). So users of social 

media network always tries to learn new things about the contacts they keep and things 

they are interested about. Thus, it created the scope for marketers to use social media 

network as a communication language to reach the consumers by evoking interest about 

the products and offers. Power is another factor that determines the buying behavior on 

social media. Sometimes people choose buy things through social media 

recommendation or advertisements in order to display the power. User status is another 

important factor regarding the buying behavior on social media. Here, the term 'Status' 

highlights the socioeconomic conditions of the user (Hargittai, 2008). People often use 

social media as a way to buy stuffs and this usage is often motivated by the desire to 

increase the sense of tranquility. Tranquility refers to the inner peace and balanced 

coordination of one's life. People get information about product or service through the 
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social media site from their contacts on those sites. In this way they keep in touch with 

the service provider. Independence is another factor for choosing social media for 

buying purpose. Here the users directly see their required information in the web page. 

They need not to depend on any factor to collect information. Thus, it offers them with 

greater degree of independence.  

 

The rise of the social media is a very recent phenomenon. Due to the novelty of the use 

of social media, not much scholarly work has been done on this subject. A significant 

number of works are available on the online buying behavior of the Internet users. 

However, the majority of that is centered on topics that are related to the buying 

behavior of online users prior to the period of social media popularity. Thus there is a 

void in the work in the field of social media advertising and specially identifying the 

motivators towards the buying behavior on social network has not been analyzed. Thus 

we offer to address this specific problem with our thesis using the existing theoretical 

models explaining intrinsic motivations and connect the theory with the user behavior 

by collecting and analyzing information collected from the social media users.   

 

 

1.3  Research Question 

 

On the basis of the identified research gap and the discussion on the social media 

networks and intrinsic motivator, the authors of the study propose to formulate the 

following research question: 

 

What are the main intrinsic motivating factors that influence the buying behavior on 

social media? 

 

To explain this phenomenon better we would like to address another question: 

 

Do social demographic factors make any difference on the choice social media network 

and the influence of intrinsic motivational factors? 

 

 

1.4 Purpose of Study 

 

The main purpose of this study is to identify how intrinsic motivational factors 

influence the buying behavior of users on social media networks. We are considering 

the five intrinsic motivational factors which are curiosity, power, status, tranquility, and 

independence. We will also try to identify the relative importance of these five factors in 

terms of influence they have on the consumer choice.  

 

Apart from this, we have another purpose. We will try to understand the impact of 

intrinsic motivators on the users of social media networks in terms of demographic 

factors such as age, gender, civil state etc.  

 

 

1.5  Delimitations 

 

This study was geographically delimited in Umeå, Sweden. We have selected our 

respondents from this area. Most of the respondents of our survey were students of 
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Umeå University. For this reason we ignore those people who are not student of Umeå 

University. Now a day‘s most of the people use more than one social media networks. 

For this reason their motivational factors varies social media to social media. But in our 

questionnaire we kept only one option to select social media network   and based on this 

option respondents gives the answer of other questions. So ignoring other option is one 

of the delimitation of this study. 

 

 

1.6  Disposition 

 

We have divided our thesis into seven chapters which contains separate issues for better 

understanding. These seven parts are introduction, literature review, research 

methodology, practical methodology, empirical findings, analysis, discussion & 

conclusion. In the following way, we have developed our thesis disposition 

 

Chapter 1:  This chapter is started with a problem background which contains a brief 

history of social media network and intrinsic motivational factors. We have also set the 

research question, research purpose and delimitations of our research. 

 

Chapter 2:  This chapter contains all relevant theories and concepts which will help 

readers to understand the research question and purpose. 

 

Chapter 3:  This chapter represents the overview of the methodological assumption, 

research approach and research design.  

 

Chapter 4: This chapter represents the practical methodology which contains data 

collection methods, questionnaire formulation, sampling etc. At the end of this chapter 

we have demonstrated the quality criteria and evaluate the relevance of the study. 

 

Chapter 5:  This chapter contains the outcome of quantitative research and the data 

collection will be presented with some general observations. 

 

Chapter 6: In this chapter, we have included analysis and interpretation of data based on 

our research question. 

 

Chapter 7: In this chapter we have discussed the results that have found from the 

analysis chapter. We also drawn conclusion of our study with some limitations and 

future research possibilities  
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Figure 1.1: Thesis disposition 
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1.7 Key Terms 

 

Social Media: A social media service consists of representation of individual profiles 

along with different social aspects 

 

Intrinsic Motivation: Doing of an activity for its inherent satisfactions rather than for 

some separable consequence 

 

Blog: Blog highlights personal web pages and can come in a multitude of different 

variations, from personal diaries describing the author‘s life to summaries of all relevant 

information in one specific content area 

 

Buying behavior: Buying behavior is the decision process and acts where people 

involved buying and using product 
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CHAPTER TWO: LITERATURE REVIEW 
 

The Literature Review Chapter is the basis of our study. It describes the conceptual and 

theoretical context according to which way this study is conducted. In the beginning we 

will start with overview of social media networks and then classification of social media 

networks. In next part, we will highlight the overview of intrinsic motivational factors 

and how it influence to select social media network. Finally, we will construct the 

hypothesis. 

 

 

2.1 Overview of Social Media Networks 

 

In this section, we will look at the social media networks from a broad perspective and 

shed lights on its inception and evolution. 

 

2.1.1 History of Social Networks 

 

The pioneers of social networks analysis comes from sociology, social psychology and 

anthropology (Wasserman, & Faust, 1998, p. 10). There are various different strands in 

the development of present-day social network analysis. These strands are 

interconnected and attached with one another but there is no clear linkage for the 

mainstream development of social network analysis. In this lineage there are three main 

lines: the socio-metric analysts, who produced many technical advances by using the 

methods of graph theory; the Harvard researchers of the 1930s, who explored patterns 

of interpersonal relations and the formation of 'cliques'; and the Manchester 

anthropologists, who built on both of these strands to investigate the structure of 

'community' relations in tribal and village societies (Scott, 1987, p 5). 

 

The idea of social networking first came in the 1930s when some researcher worked on 

cognitive and social psychology. This work, influenced by Wolfgang Köhler's 'gestalt' 

theory, stimulated a considerable amount of research on the problems of socio-metrics 

and 'group dynamics'. Based on this theory they looked at group structure and at the 

flow of information and ideas through groups. At the same time, anthropologists and 

sociologists of Harvard University were developing some of the ideas concerned with 

the interdependence of the structural elements in social systems. Their ideas produced a 

number of important community studies, which emphasized the importance of informal, 

interpersonal relations in all social systems. At the same time some British researchers 

also worked on conflict and contradiction in social systems. Then the researchers 

applied these ideas to the study of African tribal societies and, a little later, to rural and 

small town areas of Britain. As a result, they built on the earlier traditions and made 

considerable advances in allying mathematics with substantive social theory. In 1960, 

Harvard provided to a well-developed methodology of social network analysis and this 

is the breakthrough of creating social media network (Scott, 1987, p 5). 

 

2.1.2 Necessity of Social Media Networks 

 

Social Media is now most popular media for social communication. In this 21st century 

people use social media networking in their everyday life. It is more popular in urban 

lifestyle because people don‘t have enough time to meet or even call up their near and 

dear ones. Social media helps to bridge this gap of communication (D‘Silva et al., 2011, 
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p 756). Millions of people especially young ones use social media websites to search for 

their friends online and to communicate, chat and share contents with them. They also 

use social media to collect necessary information (D‘Silva et al., 2011, p 756). The 

popularity of social media network is increasing day by day. People from all over the 

world regardless of their geographic locations are using social media network for 

communication and information search purposes. 

 

2.1.3 Social Media Networks and Buying Behavior  

 

Buying behavior is the decision process and acts where people involved buying and 

using product.  To know the buying behavior we need to understand the consumer 

buying behavior-the decision processes and acts of final household consumers 

associated with evaluating, buying, consuming, and discarding products for personal 

consumption. The consumer buying process is a complex matter as many internal and 

external factors have an impact on the buying decisions of the consumer. (Solomon, 

2008) 

When purchasing a product there several processes that consumers go through. These 

will be discussed below 

 

 
 

Figure 2.1 Consumer buying process (source: Solomon et al., 2008) 

 

The first stage is problem recognition where consumers are alerted to some need for a 

product or realize a problem that could be solved by a product. This alert can come from 

internal as well as external sources. Social media network is one of the great sources to 

arise the problem in human mind. Marketers use different promotional strategies for 

create demand to the customer (D‘Silva et al., 2011, p. 756). Once, alerted to a need or 

problem, the consumer searches for information to determine those products that can 

solve that need and their attributes. Search is conducted internally as well as externally. 

D‘Silva et al., (2011, p. 756) find out the relationship between social media and way of 

searching information. By using social media users easily get information with in short 

time. Customer used different information and alternatives to choose different products.  

Consumer evaluates the alternatives giving each attribute a value and weighing some 

attributes greater than others. The outcome is a consideration set of potential products to 

purchase and eventually the choice to fulfill the need or solve the problem. The 

consumer completes a transaction that purchases the product. Decisions are made about 

where to buy the product, when, what payment method, warranties, or to postpone the 

decision to purchase. Finally, both the product that was purchased and process used to 
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make the decision is analyzed. The consumers‘ expectations are matched to the 

perceived performance of the product and the purchase (Solomon et al., 2008). 

 

 

 

2.2 Classification of Social Media Networks 

 

Kaplan & Haenlein (2010, p. 61) divided the social media sites on the basis of self-

disclosure or self-presentation which refers to the conscious or unconscious revelation 

of personal information (e.g., thoughts, feelings, likes, dislikes) that is consistent with 

the image one would like to represent to others. Mazer, Murphy, & Simonds (2007) 

stated that Self-disclosure anticipated higher levels of motivation. This means that the 

user needs to be highly motivated to adopt social media networking as a buying 

behavior. Based on the self-disclosure pattern, Kaplan & Haenlein (2010, p. 61) 

proposed six different types of Social Media. These are collaborative project, blogs, 

Content communities, Social networking sites, Virtual game worlds and Virtual social 

worlds. 

 

2.2.1 Collaborative Project 

 

Collaborative projects are built on the joint and simultaneous content creation by the 

users. It is considered as 'the most democratic manifestation' of User Generated Content 

(UGC) (Kaplan & Haenlein, 2010, p. 61). Through a collaborative system of knowledge 

sharing, users create the content and they also distribute it to others. Wikis are best 

suited for collaborative project (Parker & Chao, 2007). Wikis are those websites which 

allow users to add, remove, and change text-based content–—and social bookmarking 

applications.  

 

Collaborative projects provide some unique opportunities for business firms. Nokia uses 

internal wikis to update employees on project status and trade ideas, which are used by 

about 20% of its 68,000 staff members (Kaplan & Haenlein, 2010). This idea helps 

Nokia to make the idea generation and sharing process more fluid and productive. The 

company can set promotional tactics on the ideas generated through employee 

collaboration and understand the effectiveness of the idea within the company. 

Eventually, this process helped them to retain the leading position in the market and 

established themselves as a highly innovative company.  

 

2.2.1.1 Wikipedia- Online Encyclopedia 

 

Wikipedia, the free encyclopedia, is well-established as the world‘s largest online 

collection of encyclopedic knowledge, also being the primal example of global 

collaboration within an open community of volunteers (Völkel, 2006). Only through 

collaborative volunteer contribution, over 18 million articles have been written and 

almost all of its articles can be edited by anyone with access to the site. Wikipedia was 

launched in 2001 by Jimmy Wales and Larry Sanger and has become the largest and 

most popular general reference work on Internet. Over 365 million people used it 

worldwide. Wikipedia is a nonprofit organization- people contribute to it for nothing 

and there is no commercial displayed on this site. It is ranked among top ten visited site 

in the web.  
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Wikipedia is still at a young and rapidly changing stage of project life and there's still 

confusion about whether it is an encyclopedia at all or it will become an entirely new 

form of a knowledge base (Voss, 2005, p. 11). Credibility of the information is one of 

the major concerns about Wikipedia. According to the Priedhorsky, Chen, Lam, 

Panciera, Terveen, & Riedl (2007), offensive damage and misinformation has 

considerable impact on the credibility of Wikipedia- as offensive contents damage the 

reputation of Wikipedia and drives away readers 

 

2.2.2 Blogs 

 

Blog is a major form of Social Media. Blogs are personal web pages and can come in a 

multitude of different variations, from personal diaries describing the author‘s life to 

summaries of all relevant information in one specific content area. These entries are 

commonly displayed in a reverse-chronological order, that means the latest entry is 

displayed first and the initial entry at the bottom (Kaplan & Haenlein, 2010, p. 62). Blog 

is one of the early form of social media network. Each blog is generally managed by 

one person only but have possibility of interaction with others through the addition of 

comments and other feedbacks. In general, most blogs are primarily text-based, 

although some bloggers use art (art blog), photographs (photo blog), videos (video 

blog), music (MP3 blog), and audio (podcasting) to create blog contents. Micro 

blogging is another specialized type of blogging which feature very short posts. Twitter 

is the most popular microblogging platform, which created a whole new set of 

possibilities for blogging. As of 16 February 2011, there were over 156 million public 

blogs in existence (blogpulse, 2011). 

 

Blog uses a disruptive technology which has the capacity to engage people in 

collaborative activity, knowledge sharing, reflection and debate, whereas complex and 

expensive technology has failed to do so (Hiler, 2002). The simplicity of the mechanism 

of blogging as an open public space for interaction and information dissemination has 

also attracted the interest of the business community to provide an opportunity to 

capture knowledge where the knowledge is created by individuals, and shared 

throughout an organization. As a knowledge management tool, blogs provide the 

opportunity to create connected collection of information for relatively identical articles 

from the stream of  information passing through an organization to be contextualized in 

a manner that adds value, thus creating 'knowledge' from mere 'information' (Williams 

& Jacobs, 2004, p. 233). Versatility is a unique feature of blogs because there is no rule 

that states a blog has to be owned and operated by an individual. There are group blogs, 

family blogs, community blogs, and corporate blogs, and then there are blogs defined 

by their content such as 'WarBlogs' (a product of the Iraq War), 'LibLogs' (library 

blogs), and 'EduBlogs', a new type of blog that has begun to emerge in educational 

circles (Williams and Jacobs, 2004, p. 233). However, in spite of the wide presence of 

specialized blogs, Susan C. Herring, Scheidt, Wright, & Bonus (2005) estimated that the 

vast majority of blogs (over 70%) are written by individuals based on their personal 

themes. 

 

2.2.3 Content Communities 

 

The main objective of content communities is the sharing of various media content 

among users (Kaplan & Haenlein, 2010, p. 63). Content communities exist for a wide 

range of different media types, including text (e.g., BookCrossing, via which 750,000+ 
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people from over 130 countries share books), photos (e.g., Flickr), videos (e.g., 

YouTube), and PowerPoint presentations (e.g., Slideshare) (Kaplan & Haenlein, 2010, 

p. 63).  

 

2.2.3.1 YouTube 

 

YouTube is a public video-sharing website where people can experience varying 

degrees of engagement with videos, ranging from casual viewing to sharing videos in 

order to maintain social relationships. YouTube began as a video sharing platform, but it 

also offers users a personal profile page—which YouTube calls a ‗‗channel page‘‘—and 

enables making friends with others (Lange, 2008, p. 361). In YouTube, a person can 

share certain kinds of videos with one set of friends, while sharing other categories of 

videos with a different set of friends. YouTube was established in 2005, and only within 

15 months the site was delivering 100 million videos per day, accounting for 60% of all 

videos watched online in 2006 (Haridakis & Hanson, 2009, p. 317). Viewers can share 

opinions about the content through comments and ratings systems, and can share the 

content itself by e-mailing links to family and friends and posting the link in other social 

media networks such as Facebook, Twitter etc. It allows users to move seamlessly 

between traditional mass communication activity of watching media contents, and 

interpersonal or social connection activity of sharing it with others (Haridakis & 

Hanson, 2009, p. 318). 

 

YouTube is one of the fastest-growing websites, and has become the 4th most accessed 

site in the Internet within a couple of years after starting (Cheng et.al., 2007, p. 1). The 

videos on YouTube are created and uploaded by YouTube users. Therefore, one basic 

question to consider is what motivates the users to choose this media. Guntur (1988) 

describes the reason behind the choice of media. He stated people choose media 

message selectively and perceived those message based on interests, needs and 

preferences. Haridakis & Hanson (2009, p.320) pointed out that the extent of their 

offline social activities and interpersonal interaction with others may influence the 

social use of YouTube. 

 

2.2.3.2 Flickr 

 

Flickr is another significant new ―social media‖ site which allows users to share and 

embed personal photographs. This service is widely used by bloggers to host images 

that they embed in blogs and other social media platforms. Flickr‘s interface is 

exceedingly simple so a user can upload images and comment on other users‘ images 

with any difficulty (Lerman & Jones. 2006). In Flickr, a user can give their friends, 

family, and other contacts permission to organize his/her stuff - not just to add 

comments, but also add notes and tags. A user can explain an image (usually their own) 

with tags and can also submit images to existing special interest groups, or create a new 

one (Lerman and Jones, 2006). Flickr allows users to designate others as ―friends‖ or 

―contacts‖ and offers an interface to see the latest images submitted by friends in one 

place. 

 

The basic elements of Flickr are transparency, social networking, tagging (Lerman & 

Jones. 2006). Every day Flickr chooses 500 most ―interesting‖ among the newly 

uploaded images to feature on the Explore page. Selecting one of the top ten most 

―interesting‖ images is a badge of honor to Flickr users that carries widely exercised 
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self-proud rights (Lerman & Jones. 2006). Flickr's design takes advantage of simple 

interface and promotes its users' creativity by providing value and generating a 

community around the photos (Velasco-Martin, 2009). This tool's value is not in its 

precision as an image hosting service in terms of future retrieval, rather a platform to 

share images amongst photography enthusiasts and to generate a conversation around 

the photos, enabling a true sense of community to be created around photography 

(Velasco-Martin, 2009). 

 

2.2.3.3 SlideShare 

 

SlideShare is an online slide hosting service where users can upload files in the 

following file formats: PowerPoint, PDF, Keynote, and Open Office presentations. This 

permits people to show their work to a larger audience and administrators can upload 

presentations from professional development sessions so participants have access to 

those presentations afterward (Thompson, 2008, p. 21).  Slide can be both public and 

private and users can synchronize audio with their slides, and might join a community 

of SlideShare groups who have similar interests (Thompson, 2008, p. 21). 

 

The SlideShare player allows the audience to immediately begin viewing a presentation 

without requiring separate download. SlideShare embeds multi-format presentations and 

enables quicker access for the users to the contents which could encourage more 

audience to view a company's information that uploads its slides (Jones, 2011). The 

SlideShare presentation viewer can be embedded on any web page and is optimized for 

sharing on social networks, including Twitter, LinkedIn and Facebook. Different 

companies likes Electrolux, Bayer, Hewlett Packard use SlideShare for the purpose of 

maintaining relationship as they can leverage the functionality of Slideshare to maintain 

interpersonal communication in an easier way. 

 

2.2.4 Social Networking Site 

 

Social networking sites (SNS) allow users to connect with each other by creating 

personal information profiles, inviting friends and colleagues to have access to those 

profiles, and sending e-mails and instant messages between each other (Kaplan & 

Haenlein, 2010, p. 63). These personal profiles can include a wide range of content 

formats, including photos, video, audio files, and blogs (Kaplan & Haenlein, 2010, p. 

63). These ―web-based services allow individuals to (1) construct a public or semi-

public profile within a bounded system, (2) articulate a list of other users with whom 

they share a connection, and (3) view and traverse their list of connections and those 

made by others within the system‖ (Boyd & Ellison, 2007, p. 1). Since their 

introduction, social network sites such as MySpace, Facebook, Twitter, and Bebo have 

attracted millions of users, while most of them have integrated these sites into their 

daily routines (Boyd and Ellison, 2007, p.1). These sites can be oriented towards work-

related contexts (e.g., LinkedIn.com), romantic relationship making (the original goal of 

Friendster), connecting users with shared interests such as music or politics (e.g., 

MySpace), or making connection among the college students (the original intention of 

Facebook) (Ellison, Steinfield, & Lampe, 2007, p. 1143). People use these sites to 

interact with people who are already online or to meet new people, which made social 

network sites a unique platform. This is not just the ability of users to meet strangers, 

rather it enables users to articulate and make their social networks visible (Boyd & 

Ellison, 2007, p.1). On many of the large Social Networks, participants are not 
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necessarily "networking" or looking to meet new people; instead, they are primarily 

communicating with people who are already a part of their extended social network in 

offline world (Boyd & Ellison, 2007, p.1-2). 

 

Social networking sites first appeared in the late 1990s (Wink, 2010, p. 49). Originally, 

the first social network site was launched in 1997, however it could not sustain. 

Currently there are hundreds of SNSs across the globe, supporting a wide spectrum of 

practices, interests and users (Boyd & Ellison, 2007, p 3). Wink (2010, p. 49) grouped 

Social networking in three general categories. The first contains the generic social 

networking sites such as Facebook, MySpace, Bebo, and Friendster. The second 

category contains sites focused on professionals, the most widely used of which is 

LinkedIn. The third category includes sites developed for the use by children. In one 

study, it was found that U.S. college student using Facebook an average of 10 to 30 

minute on daily basis (Ellison et al., 2007, p.1150). Teens who practice social 

networking websites visit them regularly, both to edit their own profiles and to view the 

activities of others. From another study, we have found that almost half of teens who 

use social networks, visit them once a day (26%) or several times a day (22%). One in 

every six users (17%) visits the sites 3 to 5 days a week and 15% visit them 1 to 2 days 

a week. One in five or 20% say they visit online social networks every few weeks or 

less often (Lenhart & Madden, 2007, p. 12).  

 

2.2.4.1 Facebook 

 

Facebook is an online social networking service which was launched in February 2004, 

operated and privately owned by Facebook, Inc. As of January 2011, Facebook has 

more than 600 million active users (Carlson, 2011). Facebook was founded by Mark 

Zuckerberg with his college roommates Eduardo Saverin, Dustin Moskovitz, and Chris 

Hughes. Facebook allows users to present themselves in an online profile, accumulate 

‗‗friends‘‘ who can post comments on each other‘s pages, and view each other‘s profiles 

(Ellison et.al. 2007, p.1143). Facebook members can also join virtual groups based on 

common interests, see what they have in common, and learn about each other through 

the profiles (Ellison et.al. 2007, p.1143). Acquisti and Gross (2006, p.3) found out three 

reasons for success of Facebook among the college crowd; the amount and the quality 

of personal information users make available on it; and the fact that, unlike other 

networks for young users, that information is personally identified.  

 

Facebook provides a formatted Web page profile into which each user can enter a 

considerable amount of personal information in response to stock questions about his- 

or herself (Walther, Heide, Kim, Westerman, & Tong, 2007, p. 29-30). On Facebook, 

this may include birthdate, e-mail address, geographic address, hometown, academic 

demographics (year, major), hobbies, sexual orientation, relationship status, favorite 

movies, music, books, quotations, online clubs, and a main picture (or other graphic) 

chosen by the user (Walther et al., 2007, p. 30). Once you‘re accepted as a friend, not 

only the two users‘ personal profiles but also their entire social networks are disclosed 

to each other, unless special security settings are enabled and new friendships often 

evolve via friends‘ friends (Walther et al., 2007, p. 30).  

 

The social networking site Facebook was originally created as a site for college 

students, but now includes anyone with an email address who wishes to join (Tong et 

al., 2008, p. 532). Friends communicate within Facebook primarily by posting 
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statements to each other‘s profile ‗‗walls‘ (Tong, Heide, Langwell, & Walther, 2008, p. 

532). Postings by other people on one‘s own profile reflect the character of the 

individuals who made the postings; it is also possible that observers‘ reactions of those 

others may affect perceptions of the target profile maker as well (Walther et al., 2007, p. 

30). Facebook is to render visible and navigable the nature of one‘s social network 

suggests that this information may serve not only to establish how well-liked an 

individual is, but also to provide clues about the profile owner‘s social status, physical 

attractiveness, or credibility (Tong et al., 2008, p. 534). According to Lampe, Ellison , & 

Steinfield, (2006, p.167) Facebook accompanied by other social networking site may 

also serve a following function, allowing users to ―track the actions, beliefs and interests 

of the larger groups to which they belong‖.  

 

Facebook generates revenue predominantly from advertising (Cohen, 2008, p.10). A 

growing number of businesses are making Facebook a vital part of their process to 

reach the target audience (The New York Times, 2009). Small businesses are using it to 

find new customers, build online communities of fans and dig into gold mines of 

demographic information specifications (The New York Times, 2009).   Advertisers‘ use 

the personal information from social network profiles to deliver personalized ads, the 

usage of that information extends beyond what the SNS user originally intended: to 

develop and maintain social connections (Hoy and Milne, 2010, p. 28). Using the 

"friends of connections" tool, advertisers can target Facebook users whose friends are 

connected to specific pages, groups, or applications (Hoy and Milne, 2010, p. 28).  

Advertisers also have the option to create a free fan page, where companies and 

individuals can invite users to become a ―fan‖ of a product, service, person, company, 

brand, etc. (Roberts, 2010, p. 25). Gangadharbatla (2008, p. 6) found that Facebook ads 

are extremely relevant to users because they are so highly targeted. The information 

about products that come through peers is perceived to be credible. Users also pay 

attention to messages that come through the news feed. Advertisers are eager to help 

these users to create conversations about brands and engage them on a level that is 

completely different from the one-way passive commercials of traditional media 

(Gangadharbatla, 2008, p. 6). 

 

2.2.4.2 MySpace 

 

MySpace, one of the forerunners in social network service providers, was established in 

the United States in 2003 and the U.K. version was launched in January 2006 

(Fullwood, Sheehan, & Nicholls, 2009, p. 685). MySpace has emerged as the most 

popular—capturing almost 80% of the visits made to this class of web sites (Reuters, 

2006). CNN (2006) estimated that MySpace has over 20 million registered users, with a 

sign-up rate of over 230,000 users per day. Currently it has more than 200 million users 

around the world, and is particularly popular among young users and music 

communities (Gauvin, Ribeiro, Towsley, Liu, & Wang, 2010, p. 38). Each MySpace 

user owns a profile containing basic personal information such as name, age, gender, 

and location (Gauvin et al., 2010, p. 38). This site allow users to post information about 

themselves, post pictures, leave messages for friends about upcoming events, and link 

(i.e., provide a hyperlink) their sites to friends‘ sites (Raacke and Bonds- Raacke, 2008, 

p.170).  

 

MySpace activity of teenagers can be deeply embedded into their lives, and thus 

influence their self-esteem (Valkenburg, Peter, & Schouten, 2006). One of the major 
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success factors of Myspace is the functionality of blogging (Fullwood et al., 2009, 

p.685). Only 10 percent of the blogs contain more than 50 words; 4 percent of the blogs 

contain 3 or more images (Gauvin et al., 2010, p. 39). Myspace allows significant 

customization by individual users through generic profile page with standard set of 

categories and format choices (Parks, 2008, p. 7). Users may customize by changing 

background colors and images, altering the layout, embedding music or video files, 

posting a blog, and so on (Parks, 2008, p. 7). Myspace users communicate among each 

other directly through messaging, comments and blog entries (Parks, 2008, p. 7). 

 

2.2.4.3 LinkedIn 

 

LinkedIn is a business-oriented social networking site which was founded in December 

2002 and launched in May 2003. It has 90 million active users as of January 2011. It 

focuses on professional information, encouraging users to construct an abbreviated CV 

and to establish professional connections (Skeels, 2009). LinkedIn users usually 

associate with their professional network and use the site to maintain a list of contact 

details for people they know and trust within their line of work (Papacharissi, 2008, p. 

2004). This network of contacts is employed to maintain communication, trade 

information and refer each other (Papacharissi, 2008, p. 4). LinkedIn Profiles are strictly 

professional, with little or no information about hobbies, political or religious 

affiliations, favorite music, books or movies included (Skeels, 2009).  Once an 

individual creates a LinkedIn account, he/she can create a professional profile that 

includes a photo, education and career history, and professional affiliations.  The 

member can also connect/link to other LinkedIn account holders and can often expand 

his/her network by gaining access to the connections of the individuals that he/she 

connects to (Case et al., 2011, p. 45). From the study of Skeels, (2009) such kind of 

social networks will be most useful for young people, but it will also benefit new 

employees, employees joining a new group or taking on a new role, or those whose 

roles naturally involve networking, such as those in recruiting or sales. 

 

 

2.2.4.4 Twitter 

 

Twitter is a microblogging service where user receives all the messages (called tweets) 

from those whom the user follows (Kwak, Lee, Park, & Moon, 2010). Microblogging is 

a Web 2.0 technology, and a new form of blogging that let the users publish brief text 

updates, usually less than 140-200 Characters, sometimes images too (Grosseck and 

Holotescu, 2008). The users of Twitter share short messages up to 140 characters in 

length with each other. These short messages are referred to as tweets and can be sent 

and retrieved across a wide variety of media including email, text messaging, instant 

messaging, the Internet, and other third-party applications (Hughes and Palen, 2009). 

The default setting for tweets is public, which permits people to follow others and read 

each other‘s tweets without giving mutual permission (Jansen, Zhang, Sobel, & 

Chowdury, 2009, p. 2172). Tweets are not only displayed on a user‘s profile page, but 

they can be delivered directly to followers via instant messaging, Short Message Service 

(SMS) (Jansen et al., 2009, p. 2172). The public profile includes the full name, the 

location, a web page, a short biography, and the number of tweets of the user (Kwak et 

al., 2010). For each user of Twitter in are obtained the number of followers and 

followees (people followed by a user) the user has declared, along with the content and 

postmark of all his posts. Twitter users are able to post direct and indirect updates. 
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Direct posts are used when a user aims her update to a specific person, whereas indirect 

updates are used when the update is meant for anyone that cares to read it (Huberman, 

Romero, & Wu, 2008 p. 3). Twitter has grown at a phenomenal rate over the last couple 

of years due to the growth in mobile Internet. Twitter is very much mobile environment 

friendly and there are numerous applications like Twitdeck, Tweetie, PocketTweets and 

so on with which the users can tweet from anywhere. 

 

2.2.5 Virtual Game Worlds 

 

Virtual worlds are platforms that replicate a three dimensional environment in which 

users can appear in the form of personalized avatars and interact with each other as they 

would in real life (Kaplan & Haenlein, 2010, p. 64).  Virtual worlds are probably the 

ultimate manifestation of Social Media, as they provide the highest level of social 

presence and media richness of all applications discussed so far (Kaplan & Haenlein, 

2010, p. 64). Steinkuehler and Williams (2006, p. 886) discuss the effects on social 

engagement of one particular increasingly popular online activity: large, collaborative 

online videogames called ‗‗massively multiplayer online games‘‘ (MMOs). Gamers 

become more involved in long-term social networks and their activities become more 

‗‗hardcore‘‘ (e.g., marked by participation in large-scale collaborative problem-solving 

endeavors such as ‗‗raids‘‘ into difficult territories or castle sieges), the function of 

MMOs as ‗‗third places‘‘ begins to decrease. (Steinkuehler & Williams, 2006, p. 

886).The online gaming industry continues to prosper, with over nine million 

subscribers worldwide (Woodcock, 2006) 

 

These applications have gained popularity in recent years, as standard game consoles–

—such as Microsoft‘s X-Box and Sony‘s Play-Station–—now allow simultaneous play 

among a multitude of users around the globe (Kaplan & Haenlein, 2010, p. 64). 

Examples of virtual game worlds include ‗‗World of Warcraft,‘‘ which counts around 8.5 

million subscribers who explore the virtual planet of Azeroth in the form of humans, 

dwarves, orcs, or night elves, to fight monsters or to search for treasure; and Sony‘s 

EverQuest, in which 16 different races of players (e.g., wizards, clerics) travel the 

fantasy world of Norrath (Kaplan & Haenlein, 2010, p. 64). But long-term collaborative 

activities become increasingly prevalent; the game becomes increasingly more 

engaging, time-consuming, and work-like (Steinkuehler & Williams 2006, p. 903). 

 

2.2.6 Virtual Social Worlds 

 

In last two decades Collaborative Virtual Environments (CVEs) have been largely 

adopted to favor social interaction and learning (De Lucia, Francese, Passero, & 

Tortora, 2008). CVEs support independent viewpoints for users: they share the virtual 

environment to do highly synchronous collaborative work, manipulating the same 

virtual objects (De Lucia et al., 2008). Nevertheless, it is not an easy task to create such 

an environment: it is necessary to produce a world model, to animate avatars which 

have to temporally and spatially share the environment, and to implement 

communication facilities (De Lucia et al., 2008). Virtual social worlds, allows 

inhabitants to choose their behavior more freely and essentially live a virtual life similar 

to their real life (Kaplan & Haenlein, 2010, p. 64). Linden Lab‘s (http://lindenlab.com/) 

Second Life (http://slife.com/) is perhaps the most popular virtual world platform in use 

today, with an emphasis on social interaction (Boulos, Hetherington, & Wheele, 2007, 

p. 233).  
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Three-dimensional (3-D) virtual worlds like Second Life can be considered as 3-D 

social networks, where people can collaboratively create and edit objects in the virtual 

world (like a collaborative 3-D wiki space), besides meeting each other and interacting 

with existing objects (Boulos et al., 2007, p. 233). Virtual social worlds offer a 

multitude of opportunities for companies in marketing (advertising/communication, 

virtual product sales/v-Commerce, marketing research), and human resource and 

internal process management (Kaplan & Haenlein, 2010, p. 64).  

 

 

2.3 Overview of Intrinsic Motivation 

 

Intrinsic motivation is defined as doing an activity for its inherent satisfactions rather 

than for some separable consequence (Ryan & Deci, 2000, p. 56). It is manifested in the 

enjoyment of and interest in an activity for its own sake (Ryan, 1992). Koestner and 

Losier (2002, p. 101) discussed about Intrinsic motivation and internalization. They 

stated that  intrinsic motivations are manifested as curiosity, pursuit of challenge and 

competence development and internalization refers to the natural tendencies to strive to 

integrate socially valued regulation that are initially perceived as being external. Most 

intrinsic motivation theorists contend that mastery goals are facilitative of intrinsic 

motivation and constituent processes, whereas performance goals are posited to have 

negative effects (Deci & Ryan, 1990). When people are free from the intrusion of drives 

and emotion, they seek situations that interest them and require the use of creativity and 

resourcefulness (Deci & Ryan, 1990, p. 32). The emotion of interest plays an important 

directive role in intrinsically motivated behavior in that people naturally approach 

activities that interest them (Deci & Ryan, 1990, p. 34). Deci and Ryan (1985) 

developed cognitive evaluation theory (CET) which provide a basis for describing what 

conditions might cause some people to prefer not to be intrinsically motivated, thus 

causing motivation crowding out (James Jr. 2005, p. 552). According to CET, behind the 

intrinsic motivation of people, the need for autonomy and competence plays a major 

role. Thus, effect of any event such as a reward depends on how it creates an impact on 

the individual perception of self-determination and competence. The theory proposes 

that rewards can be can be interpreted by the recipients in two ways: as controller of the 

behavior or as indicator of individual competence (Deci, Koestner, & Ryan, 1999, p. 

628). 

 

Ryan and Deci (2000, p. 56) explained that intrinsic motivation exists within 

individuals, in another sense intrinsic motivation exists in the relation between 

individuals and activities. They stated People are intrinsically motivated for some 

activities and not others, and not everyone is intrinsically motivated for any particular 

task. When people are intrinsically motivated, they experience interest and enjoyment 

which make them feel competent and self-determinant on the basis of causality for their 

behavior and experience flow (Deci & Ryan, 1990, p. 34). Intrinsically motivated 

behaviors represent the prototype of self-determination which starts from the self and 

are fully endorsed by the person (Deci et al., 1991, p. 328).  

 

The phenomenon of intrinsic motivation was first acknowledged within experimental 

studies of animal behavior, where it was discovered that many organisms engage in 

exploratory, playful, and curiosity-driven behaviors even in the absence of 

reinforcement or reward (White, 1959). To identify the main reason behind such 
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behavior led the researchers to the continuous chains of events which include 

stimulation, cognition, action, effect on the environment, and new stimulation etc. 

(White, 1959, p. 329). Intrinsic motivation occurred when it is linked with a person and 

a task but some authors have defined intrinsic motivation in terms of the task being 

interesting while others have defined it in terms of the satisfactions a person gains from 

intrinsically motivated task engagement (Ryan & Deci 2000, p. 56). 

 

Gottfried (1990) explained the relationship between intrinsic motivation and specific 

subject such as mathematics and reading for early-elementary, late-elementary and 

junior high students. She finds out significant correlation between intrinsic motivation 

and achievement. Students with higher academic intrinsic motivation tend to have 

significantly higher achievement and intellectual performance, more favorable 

perceptions of their academic competence, and lower academic anxiety, and are 

perceived by their teachers as significantly more motivated (Gottfried, 1990, p. 535).  

 

Intrinsic motivation is manifested by fostering perceptions of challenge, encouraging 

task involvement, generating excitement, and supporting self-determination, whereas 

performance goals are portrayed as undermining intrinsic motivation by instilling 

perceptions of threat, disrupting task involvement, and eliciting anxiety and evaluative 

pressure (Ellio and Harackiewicz,1996, p. 462). Quality of performance or outcomes is 

the indicators of intrinsic motivation (Deci and Ryan, 1990, p. 35). 

 

2.3.1 Intrinsic motivational factors and demographic factors 

 

Wong, Sie and Tsang (1999, p 231) found certain demographic variables were 

influential in causing individual differences in people's perceptions of motivational 

factors. Intrinsic factors were commonly considered to be essential by respondents with 

different demographic characteristics. This characteristic varies by the respondent‘s 

gender, age, nationality (Wong, Sie, & Tsang 1999, p 231). Teo (2001) examined the 

relationship between demographic factors and motivational factors regarding the use of 

Internet. He found motivational factors to be varied because of different demographic 

factors. Intrinsic motivations have provided the clearest demonstration of the link 

between the provision of choice and human motivation (Iyengar & Lepper, 1999, p. 

349). According Reiss to this human motivation varies by different demographic 

characteristic such as age, gender, nationality civil state    

 

2.3.2 Intrinsic Motivation and Theory of 16 Basic Desires 

 

Reiss proposed the theory of 16 basic desires, which is empirically derived lists of basic 

desires and where universal human values should be similar (Reiss, 2004, p. 186). This 

theory follows the multifaceted theory on behaviors that historically have been central 

part of psychological personality theory (Reiss, 2004) 
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Table 2.1: Intrinsic Motives 

 

Motive name Motive Intrinsic feelings 

Power Desire to influence (including leadership; 

related to mastery) 

Efficacy 

Curiosity Desire for knowledge Wonder 

Independence Desire to be autonomous Freedom 

Status Desire for social standing (including desire for 

attention) 

Self-importance 

Social contact Desire for peer companionship (desire to play) Fun 

Vengeance Desire to get even (including desire to compete, 

to win) 

Vindication 

Honor Desire to obey a traditional moral code Loyalty 

Idealism Desire to improve society (including altruism, 

justice) 

Compassion 

Physical 

exercise 

Desire to exercise muscles Vitality 

Romance Desire for sex (including courting) Lust 

Family Desire to raise own children Love 

Order Desire to organize (including desire for ritual) Stability 

Eating Desire to eat Satiation 

(avoidance of 

hunger) 

Acceptance Desire for approval Self-confidence 

Tranquility Desire to avoid anxiety, fear Safe, relaxed 

Saving Desire to collect, value of frugality Ownership 

 

Each of the 16 basic desires is thought to be universally motivating, but individuals 

differ in how they prioritize the 16 basic desires. Some people, for example, are more 

strongly motivated by power than by curiosity, whereas others are more strongly 

motivated by curiosity than by power (Reiss & Wiltz, 2004, p. 367). As Reiss and Wiltz 

(2004, p. 256) mentioned that the identification of the most basic motives of human life 

can lead to the establishment of connection among these motives and the desire to pay 

attention to various media. In an attempt to measure identification, Cohen (2001, p. 256) 

has developed the following four dimensions of identification: (1) empathy or sharing 

the feelings of the character, (2) a cognitive aspect that is manifest in sharing the 

perspective of the character, (3) motivational -- addresses the degree to which the 

audience member internalizes and shares the goals of the character and (4) the 

absorption or the degree to which self-awareness is lost during exposure to the text. 

Based on this identification we have considered five motives for our study and try to 

find out how this factors influence social media. These five factors are curiosity, power, 

status, tranquility, and independence.  

 

2.3.2.1  Curiosity 

 

Curiosity in general reflects an intrinsic desire for new information to stimulate interest 

and/or remove uncertainty, which is aroused by novel, complex, or ambiguous stimuli, 

and motivates exploratory behavior (Litman, Robert, & Spielberger, 2005). Berlyne 

differentiated between two types of curiosity: Perceptual and epistemic (Litman, Robert, 

& Spielberger, 2005). Perceptual curiosity is aroused by the presentation of new or 
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unusual sights or sounds, and motivates exploratory behaviors such as visual inspection 

or attentive listening (Litman, Robert, & Spielberger, 2005). Epistemic curiosity is 

inspired by intellectual uncertainty, and motivates behaviors such as asking questions in 

order to acquire knowledge (Berlyne, 1966). Curiosity has been considered as a critical 

motive which influences human behavior in both positive and negative ways at all 

stages of the life cycle (Loewenstein, 1994, p. 75). Being curiosity a major intrinsic 

motivator from human behavior, we can take it for granted that it has mentionable 

impact on people's buying behavior on social media networks. To find out relationship 

between curiosity and social demographic factors we have formulated hypothesis 

 

H1: There is no relationship between curiosity and social demographic factors 

  

We divide this hypothesis in to four sub-hypothesis 

H1a: There is no relationship between gender and curiosity 

H1b: There is no relationship between age and curiosity 

H1c: There is no relationship between nationality and curiosity 

H1d: There is no relationship between civil state and curiosity 

 

2.3.2.2  Power 

 

Power is the impact, control or influence over other person or group (McClelland, 1985, 

p.272). Webber (1946) finds out the connection between power and social class which is 

relevant considering human behavior.  People of high social class always intend to show 

his power to other (McClelland, 1985). Social inequality is regarded is the main factors 

of distribution of power (Marshall, 1998). Social inequality is vires based on 

nationalities. In general richer countries have less social inequality. These inequalities 

depend on per capita income of a people (Atkinson, 1970, p. 244).Thus, in relation to 

power and social demographic factors; we can formulate the second hypothesis: 

 

H2: There is no relationship between power and social demographic factors 

  

We divide this hypothesis in to four sub-hypothesis: 

H2a: There is no relationship between gender and power 

H2b: There is no relationship between age and power 

H2c: There is no relationship between nationality and power 

H2d: There is no relationship between civil state and power 

 

 

2.3.2.3 Status 

 

Sometimes consumers shop for reasons other than obtaining products. Tauber (1972) 

noted that consumers often shop out of personal motives (role playing, diversion from 

the routine of daily life, self-satisfaction, learning about new trends, physical activity, 

and sensory stimulation) and social motives (social experiences outside the home, 

communication with others having a similar interest, peer group attraction, status and 

authority, and pleasure of bargaining (Li et al., 2006). Social status identifies the person 

position in the society. It also represents the lifestyle and class which an individual hold. 

Solomon (2006) stated that consumer define their lifestyle by the consumption choices 

they makes in a variety of categories. This life style is the source of product 

segmentation. Brand characteristics with which marketers endow their products 
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correspond to consumer personalities (Lin, 2002, p. 249). Marketers take this 

opportunity through social media network and use it is a source of buying media. 

Marketer use demographic information from the social media and target the customer 

depend on their lifestyle (Li et al., 2006). From this perspective, Status can play a 

significant role in terms of influencing the buying behavior. Thus, we formulate out 3
rd

 

hypothesis as: 

 

H3: There is no relationship between status and social demographic factors 

  

We divide this hypothesis in to four sub-hypothesis 

H3a: There is no relationship between gender and status 

H3b: There is no relationship between age and status  

H3c: There is no relationship between nationality and status  

H3d: There is no relationship between civil state and status 

 

2.3.2.4 Tranquility 

 

Tranquility refers to desire to avoid anxiety and fear (Reiss, 2004, p. 187).  Deci & Ryan 

(2000, p. 69) identified that people can be motivated by avoidance from fear.  

Significantly higher values of intrinsic motivation perceived when people feel safe and 

relax (Fave, 2009, p. 291).  People often use online media for shopping because of 

safety and relaxation. While Li, Kuo, & Russell (1999) found age and gender played an 

important role in online shopping, as did consumers' shopping orientation. Donthu 

(1999) observed that distinction was often not made between online users and shoppers. 

His study found online shoppers to be older, more affluent, with a positive attitude 

towards advertising and direct marketing, less price and brand conscious and largely 

convenience seekers. Atkinson (1969) observed people buying attitude towards online 

media varied on the countries to countries. Richer countries more technology oriented 

and people get good opportunity to do safe purchase.  Different companies like 

Microsoft, IBM provide the opportunity to do online shopping through social media. 

Buying on the Internet presents numerous risks for consumers over and above the 

transaction process itself being perceived as risky (Einwiller & Will, 2001). So 

regarding tranquility, our hypothesis is formulated in this way: 

 

H4: There is no relationship between tranquility and social demographic factors 

  

We divide this hypothesis in to four sub-hypothesis 

H4a: There is no relationship between gender and tranquility 

H4b: There is no relationship between age and tranquility  

H4c: There is no relationship between nationality and tranquility  

H4d: There is no relationship between civil state and tranquility 

 

2.3.2.5 Independence 

 

Less intrinsic motivation occurs when choices were made by others than when made 

their own choices (Iyengar & Lepper 1999, p. 349). This provides the freedom of choice 

and desired to be autonomous (Reiss, 2004, p. 187). Using social media network people 

easily get information whatever they want about product or service. It is very helpful for 

female, old people and married people who spend less time for shopping (Reiss, 2004). 
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So with in short time they easily access information without help of other person. So the 

hypothesis to independence and social demographic factors formulated this way: 

 

H5: There is no relationship between independence and social demographic factors 

  

We divide this hypothesis in to four sub-hypothesis 

H5a: There is no relationship between gender and independence 

H5b: There is no relationship between age and independence 

H5c: There is no relationship between nationality and independence 

H5d: There is no relationship between civil state and independence 
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CHAPTER 3: METHODOLOGY  
 

In this chapter we will present the research technique, namely how we have conducted 

this study. We will begin by arguing for selecting methodological assumptions. Then we 

will describe our research design and research strategy.  

 

 

3.1 Methodological Assumptions 

 

Methodological assumptions indicate which research methods and techniques are 

considered appropriate for the gathering of valid empirical evidence. Appropriateness of 

methods clearly depends on how the veracity of a theory is established. Researchers 

should ensure that they adopt a perspective that is compatible with their own research 

interests and predispositions, while remaining open to the possibility of other 

assumptions and interests (Orlikowski & Baroudi, 1991 p. 24). They should understand 

and acknowledge the extent to which the perspective they adopt will focus their 

attention on some things and not others (Orlikowski & Baroudi, 1991, p. 24). 

 

3.1.1 Epistemology 

 

Epistemology is a concept which concerns about knowledge of a particular discipline. It 

is the approach that a researcher or a philosopher will take in order to analyze a 

phenomenon or to find a truth (Bryman & Bell, 2007, p. 16). Choice of a particular 

epistemological base leads to a preference for a particular method on the grounds of its 

greater appropriateness given the preceding philosophical discussions (Bryman, 1984, 

p. 76). Epistemology poses the following questions: What is the relationship between 

the knower and what is known? How do we know what we know? What counts as 

knowledge? (Krauss, 2005, p. 759) 

 

Bryman & Bell (2007, p. 15-17) classified the epistemological assumptions in two 

categories which are positivism and interpretivism. Bryman & Bell (2007, p. 15-16) 

describes positivist researcher applies methods of study which is related to natural 

science to social reality and beyond. Here phenomena and knowledge confirmed by the 

senses. Positivism research views reality through a ―one way mirror‖ where the 

researcher is removed from the object or phenomenon under study (Guba & Lincoln, 

1994, p. 110). This technique is quite difficult because it covers lots of activities 

(Bryman & Bell 2007, p. 15). It can be said that it is the scientific procedure that the 

researcher adopts to explain social phenomenon which means each study is based on 

hypothesis that tested by data gathered through a defined process (Bryman & Bell 2007, 

p. 15). In case, when the research is based on previous existing theories, once the 

hypothesis is tested, it can contribute to the development of knowledge and provide 

value free objectives (Bryman & Bell 2007, p. 15). On the other hand, taking 

Interpretivism approach, researchers study social action with a position which includes 

human behavior (Bryman & Bell, 2007, p. 16-18). It assumes that people create and 

associate their own subjective and inter-subjective meanings as they interact with the 

world around them (Orlikowski & Baroudi, 1991, p. 5). Interpretivist researcher 

emphasis on the understanding of social action by studying the individuals factors 

(company, management team) (Bryman & Bell, 2007, p. 16-18).  
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For our study we have used positivist approach because we have follow natural science 

approach which induces the expression of a hypothesis that is going to be tested. 

Moreover, from the position of researchers, we excluded our subjectivity from the 

subject and studied the phenomena from an objective point of view. We also followed a 

scientific procedure by formulating hypothesis and later testing it with the objective 

analysis of collected data. Thus, we confirmed our position as positivist researchers.  

 

3.1.2 Ontology 

 

Ontological considerations deal with the nature of existing entities. In social science 

research it focuses on the nature of social entities such as business organizations for 

example. Ontological considerations answer the questions ―what is the form and nature 

of reality and therefore that can be known about it?‖(Guba & Lincoln, 1994, p. 108) 

 

There are two different ontological approaches which are objectivism and 

constructionism (Bryman & Bell, 2007, p. 22). Objectivism implies that the social 

entities have same set of values and customs and that it can be considered as an object 

with its own rules and regulations (Bryman & Bell, 2007, p. 22). Other actors may have 

influence on it by pressuring on it or interacting with it. On the other hand, According to 

Bryman & Bell (2007 p 23) Constructionism approach is the ―social phenomena and 

categories which are not only produced through social interaction but also in a constant 

state of revision‖. Constructionism approach considers entities as continuously 

changing and revised by the researcher. They are built by social interaction and are not 

definitive. Therefore knowledge is also evolving and is indeterminate. Furthermore, 

social entities such as culture are not external to people who compose it, rather part of 

the permanent construction and revision (Bryman & Bell, 2007, p. 22-23).  

 

We have taken objectivist approach for our study because we have tried to find out the 

integration of same values and customs which share some knowledge and resources. 

Additionally, we tried to understand a certain phenomenon at a certain period of time. 

Thus considering it to be continuously questions the necessity of the study as the 

phenomena will be changed soon enough. Considering the research topic as a constant 

occurrence at the certain point of time ensures the necessity of the study as well as 

confirms the presence of external factors. 

 

3.2 Research Design 

 

We have used quantitative research strategy for our study. Quantitative research that 

hevey emphasize on using formalized question and predetermined response options in 

the questionnaires or surveys administrated to large number of respondents (Shiu, Hair, 

Buss, & Ortinau, 2009, p.  171). In quantitative research our aim is to determine the 

relationship between social media network (a dependent variable or outcome variable) 

and intrinsic motivational factors (an independent variable). Quantitative research is 

either descriptive (subjects usually measured once) or experimental (subjects measured 

before and after a treatment).  In our study we have followed the descriptive research 

design that directly dependent on the quality of the instruments or assessments used to 

describe the phenomena (Heppner, Kivlighan, & Wampold, 1999, p. 225).  

 

Descriptive researches are a scientific methods and procedures of collecting raw data 

and create data structures that describe the existing characteristics (e.g. attitude, 
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intentions preference, purchase behaviors, evaluation of current marketing mix 

strategies) of a defined target group (Shiu et al., 2009, p.  62). This research designs are 

more appropriate when the research objects include determining the degree to which 

variables related to actual phenomena. Here researchers try to look for answers of who, 

what, when, where and how questions (Shiu et al., 2009. p. 62). In this study, 

researchers tried to find out the answer of specific research question. Here, researchers 

also tried to find out the individual buying behaviors through social media network. So, 

descriptive research design is appropriate for this study.   

 

 

3.3 Research Strategy 

 

Since the topic chosen for research following quantitative approach, this is reinforced 

by our positivist epistemological, and objectivist ontological approach. Our research is 

descriptive by nature, so our analysis has contracted from primary data regarding 

motivational factors for choosing social media network. So our study followed the 

deductive theory which represents the relationship between theory and research 

(Bryman & Bell, 2007, p. 11). This research approach is a conceptual and theoretical 

structure (model) that is developed and then tested by empirical observations. Based on 

the Bryman & Bell (2009) deduction model we use following strategies for our 

research. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.1: The process of deduction (Bryman & Bell, 2007, p. 11) 
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Researchers start research approach with a general theory or question about the subject 

of interest. Researcher‘s interest is to identify the main intrinsic motivation factors and 

find the relationship with demographic factors. Based on this theory researchers proceed 

from the theory to the development of testable hypothesis. Here, researchers developed 

several hypotheses to explain the research question.  After developing the hypothesis 

that includes measurable variables, researcher then collects the data necessary to test 

that hypothesis. After data collection, researcher proceeds to hypothesis testing. Here, 

the researcher used statistical or quantitative methods; researchers often stated their 

beginning hypothesis (null hypothesis) in the negative. If the null hypothesis is accepted 

it means that there is no observable effect. Based on this results researcher have drawn a 

conclusion for their study. 
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CHAPTER 4: PRACTICAL METHODOLOGY 

 

Here the researcher will discuss the way of collecting data. Beginning of this section 

researcher will describe the data collection method. Then researcher will describe the 

formulation of questionnaire and selection of secondary source. At the end, researcher 

will describes the credibility and ethical consideration of research  

 

4.1 Data Collection Method 

 

The survey is a widely used tool for business and management research which entails 

large number of samples. Moreover with survey, it is possible to conduct quantitative 

analysis by collecting data and put into statistical number to generate the outcome. The 

result of the survey is used to see answer between variables and the theory we used. 

This part clarifies how questionnaire is formulated and distributed, the selection of 

respondent sample and procedure of doing survey. 

 

Regarding the survey technique, we choose to use questionnaire to collect data from the 

respondents. The reason to use questionnaire is that this is the most time efficient 

technique to collect quantitative data. We have anticipated a high rate of participation on 

our questionnaires.  We have used some statistical methods on the collected data to test 

the hypothesis. We have used SPSS to check the hypothesis and analyze the inter-

relation of the variables.  

 

 

4.2 Choice of Location 

 

We have selected University Campus as the location for our data collection. This place 

offers a greater number of people to approach and is moreover most of the students are 

frequent users of social media platforms. They not only belong to our population, they 

actually belong to the most active part of the population in terms of our research 

subject. It also made our data collection process easier and we can depend on the 

responses more as the students have a better idea about the issues that has been 

addressed in the questionnaire.  

 

 

4.3 Sampling 

 

Sampling is the technique of selecting an adequate number of elements from the 

population. The study procedure of sample and an understanding of its possessions or 

characteristics would make it possible for us to generalize the properties or 

characteristics with the population elements (Särndal, Swensson, Wretman, 1992, p.  3-

5). According to Shiu et al. (2009, p. 449), sampling is ― a selection of a small number 

of elements and expecting that the information gathered from the sample group will 

allow accurate judgments to be made about the larger group‖. The reasons for using a 

sample rather than collecting data from the entire population are self-evident. In reality, 

a population involves several hundreds and even thousands of elements, thus it would 

be practically impossible to collect data from population or test or examine every 

elements. Even if it were possible it would be prohibitive in terms of time, cost and 

other human resources. Study of sample rather than the entire population is also 

sometimes likely to produce more reliable results (Shiu et al., 2009, p. 449). 
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Shiu et al., (2009, p. 470) classified the sampling techniques in two categories: 

Probability Sampling and Non probability sampling. Shiu et al. (2009, p. 470) further 

defined probability sampling as: ―a technique of drawing sample in which each 

sampling has a known probability of being included in sample‖. Thus probability 

sampling utilizes a form of random selection. Random selection is the process or 

procedure that assures that the different units in your population have equal probabilities 

of being chosen. On the other hand, non-probability sampling is ―a sampling process 

where the probability of selecting each sampling unit is unknown‖ (Shiu et al., 2009, p. 

470). Here selection of each sampling unit based upon researchers intuitive judgment or 

knowledge. This sampling approach depends on how well the researcher executes and 

controls the selection activities (Shiu et al., 2009, p. 470). 

 

In this research approach, researchers used non-probabilistic convenience sampling and 

quota sampling technique to draw up the necessary sample for the project.  Shiu et al., 

(2009, p. 480) defined the convenience sampling is ―a non-probability sampling 

techniques in which samples are drawn at the convenience of the researcher‖. Using this 

method, a large number of respondents can be interviewed in a relatively short time. 

Convenience sample is usually used because it allows us to obtain basic data and trends 

regarding the study without the complications of using a randomized sample. On the 

other hand, quota sampling is a non-probability sampling techniques in which 

participant are selected according to pre-specified quotas i.e. demographic variables 

(race, gender, age, civil state etc.), specific attitude (like/dislike, satisfied/dissatisfied 

etc.) or specific behavior (product user/non user, etc.) that are thought to have major 

impacts on the findings of the survey (Shiu et al., 2009, p. 481). In our survey among 

the 206 respondents we have considered 50 percent male and 50 percent female.   

 

4.3.1 Sample Size 

 

The sample size is an important feature for any empirical study in which the goal is to 

make inference about a population from a sample. In this research our target audience is 

the student of Umeå University. So our population is nearly 20, 000 to 25,000 people. 

Among them researchers picked up 206 respondents for research. Kent (2007. p. 236) 

mentioned that a minimum sample size of 100 is needed for any kind of quantitative 

analysis. A larger sample would be more representative and would enable us to reach 

more valid generalization. Thus, a sample of 206 satisfies the requirement of 

quantitative analysis. 

 

 

4.4 Procedure of Doing Survey 

 

Depending on the research question, we use a questionnaire to find the factors that 

motivates social media network. The questionnaire has answered by the respondent in a 

self-administered way. According to Bryman & Bell (2007, p. 240) with a self-

administered questionnaire, respondents answer the questions by completing the 

questionnaire themselves. The interviewer was only to be there as a collector of the 

answered sheets. This approach requires low cost per response. The respondents have to 

be anonymous in the questionnaire. All the questions in the questionnaire will be tested 

by a convenience sample to ensure the clarity of the instructions and give us an 
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approximate time frame of conducting the questionnaire. Response scales are drawn 

partly from other researches and partly framed by our research group.  

 

 

4.5 Questionnaire Formulation  

 

Questionnaire is ―a formalized framework consisting of set of questions and scales 

designed to generate primary raw data‖ (Shiu et al., 2009, p. 329). The construction of 

questionnaire involves taking established sets of scale measurements and formatting 

them into instruments for collecting raw data from respondents. Theoretically a 

questionnaire consists of several components like word question format and hypotheses. 

The questions need to be attractive and simple so that the respondent understands easily 

and it increases the response rate of questions (Bryman & Bell, 2007). 

 

The researcher needs to make sure that the questions of first section do not have any 

technical jargon which is unfamiliar for the usual person, so that any non-reporting 

person does not misunderstand question. We have included four factual questions in our 

questionnaire. The main purpose of this question is to find out the respondents 

involvement over social media network. The first question gives the answer of what 

types of social media network the respondent uses frequently. Here we choose one 

option because we tried to find out the specific item regarding the choice of social 

media network. For most social media networks, user needs to open an account. It is 

possible use YouTube or Wikipedia without having any account. So our second question 

is whether the respondent has any account on social media network or not. Our third 

question, measures the per day spending time on social media network. People spend 

different times with social media network. Some people use social media network less 

than one hour while some people use it more than three hours. So it is important for us 

to know per hour spending on social media network of our respondents. The fourth 

question explains which factors influence the respondent to choose social media 

network. From our general observation we have seen that people who use Wikipedia or 

Blogs frequently have different choice criteria than who use Facebook or twitter 

frequently. We have considered 12 factors which are in general influence the users to 

choose social media networks. Our respondent ranks those three factors which influence 

him/her mostly to choose social media networks. 

 

The second part of our questionnaire is preference-based questions where we use 

multidimensional scaling technique especially Likert scale. Here we represent a series 

of hypothetical question to the respondents, and asks the respondent to select and rank 

in order of their preference. In our questionnaire we have developed five point likert 

scale which ranges from 1 to 5.  1 represents that the respondent totally disagrees with 

the statement while 5 represent total agreement with the statement. In these sections we 

have used 10 questions to measure whether our respondents agree or disagree with the 

statement. When we use hypothetical questions, it is imperative to include cross-

referencing to these questions, in order to determine how dedicated respondents are to 

their responses, and also to measure the consistency in their preferences. We divide our 

10 question into five categories. In every category there are two questions. The first 

category is based on curiosity. Here we tried to find out the buying patterns of the 

respondents whether they buy cautiously or without thinking. Information from social 

media network comforts us to do more impulse buying. The next two questions are 

based on power. Here we try to measure the information from social media network that 
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influence respondent to show his power or to influence others to make purchase based 

on power.  The next two questions represent the life style and socio-economic status of 

the respondents. Our intention is to see whether this things influence to choose social 

media. The next two questions are about tranquility. We tried to see whether 

Information generated from social media network make us to relax and consider 

purchase safe. Finally, the last two questions give the answer to whether information on 

social media network give the user the opportunity to choose wide variety of choice. 

Because of availability of information, people often make their buying without 

consulting others. 

 

Based on these questions we have developed a rank order scale which starts from 1 to 5. 

1 represents the least important factors while 5 represent the most important factors. 

Main purpose of these question is to find out which one is the most important motivator 

regarding choice of social media network. 

 

The final section of our questionnaire consists of classified questions. Here we want to 

collect some demographic information of our respondents. The main reason behind of 

this is to find out the relationship among demographics factors and the motivators of 

social media networks. Our first classified question is whether our respondents male or 

female. The next question is about age of our respondents. We have chosen four options 

among which respondents find which one is suitable for his/her. The third question 

represents the nationality of the respondents. Here we have grouped the nationality in 

two categories Swedish and other (international). The reason for grouping is to find out 

whether it associates with the choice social media network or not. The last question 

represents the civil state of the respondents. We took three options one is single and 

another two is in a relationship and married. Basically we design our questionnaire in 

such way so that it gives the answer of our research question. 

 

4.5.1 Answering Alternatives 

 

We used three types of answering alternatives: 5 points rating scale (when the question 

is about perception or attitude or behavior), yes/no (when there a clear answer is 

expected) and ranking and multiple choice (mostly in questions about demographic 

factors). We mostly used 5-point scales for two reasons: firstly, the data is more 

objective and unbiased because the respondent has the option of measuring his/her 

personal opinion freely and secondly, it gives us ease to analyze. 

 

4.5.2 Testing the Questionnaire 

 

By creating a focus group to validate our survey we get an opportunity to see if the 

questions we constructed give us the data we wanted and if we should erase some 

questions and put in new ones. 

 

Before distributing our survey to the target sample the researcher conducted a pilot 

study of the survey. To do this we contacted 10 students at the University of Umeå to 

hear their opinions about the questionnaire. They have to fill out a first draft and leave 

comments on how they perceived our survey. This enables us to see our survey from 

different perspectives and to see if the respondents interpret the questions as we meant 

them to be interpreted. 
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4.6 Secondary Data Collection 
 

The theoretical understanding and proper development of a study on the inter-relations 

require profound appreciation and analysis of previous academic works. Thus we had to 

go through a vast amount of study of related academic works. We have selected a large 

number of related and high quality scientific articles. Most of the articles we used are 

peer reviewed and heavily cited in related area. Most of these articles were available 

through University library database or through Google scholar. We used several search 

terms to find out proper articles such as online buying, buying behavior, social media, 

social media advertising, Facebook, Twitter, Youtube, intrinsic motivation, Secondlife, 

Flickr, Linkedin, Myspace, Slideshare, Wikipedia, and so on. Further, we searched 

through several journals that publish social media related research articles. In addition 

to that, we have gone through a few books, conference papers, reviews and websites 

that helped us to get a better practical and theoretical idea about the study. 
 

 

4.7 Credibility of Research 

 

We have used several techniques to establish the credibility of our research.  

 

4.7.1 Reliability and Validity  

 

Reliability is concerned with the question of whether the researcher is obtaining data on 

which he or she reply (McKinnon, 1988, p. 36).  Bryman & Bell (2007, p.41) state that 

Reliability is concerned with the findings of the research, communicates to the 

credibility of the findings and whether the results of the study can be repeatable. It will 

ensure researcher that there is no fissure in the questionnaire in the sense that the 

questions must relate to the research question and its purposes (Bryman & Bell, 2007, 

p.41-42).  

 

Validity is the extent to which the research findings accurately represent what is 

happening in the situation. To ensure validity of research, the content validity will be 

tested (Bryman & Bell, 2007, p.40-41). It will be done to ensure that there is no gap in 

the questionnaire in the sense that the questions must relate to the research question and 

its objectives (Bryman & Bell, 2007, p.41-42). Validity is concern with the question of 

whether researcher studying the phenomenon clearly or not. It is impaired the design of 

the research are such that the researcher is unintentionally studying either more than or 

less than the claimed phenomenon (McKinnon, 1988, p. 36). 

 

The most common way of measuring reliability among the questions on your 

instruments is by using Cronbach's Alpha. Cronbach alpha provides an estimate of the 

internal consistency of the test, thus (a) alpha does not indicate the stability or 

consistency of the test over time, which would be better estimated using the test-retest 

reliability strategy, and (b) alpha does not indicate the stability or consistency of the test 

across test forms, which would be better estimated using the equivalent forms reliability 

strategy (Brown, 2002, p. 17). Cronbach's alpha splits all the questions on instrument 

every possible way and computes correlation values for them all.  The higher value of 

Cronbach's alpha indicates the stronger relationship between the variable. The value of 

Cronbach's Alpha varies from 0 to 1 and some researcher set a rule of thumb require a 

reliability of 0.70 or higher before they will use an instrument. 
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Table 4.1: Reliability of scales 

 

Question Cronbach‘s Alpha Result 

Q5. I often get influenced through social media 

interaction to buy products without much thinking 

Q6. I believe  buying on impulse provide better choice 

than buying cautiously 

 

.714 

 

Acceptable  

Q7. I often share information on social media networks 

about my purchase to show my power 

Q8. I often share information on social media network 

about my purchase to influence others 

 

 .791 

 

Acceptable 

Q9. I use my interactions on social media network to 

represent my social position  

Q10. My activities/interactions on social media network 

reflect my lifestyle 

 

 .721 

 

Acceptable 

Q11. I believe the product information I get from social 

media networks helps me to make my purchase safe 

Q12. Product information available on social networks 

often makes me relaxed to take purchase decision 

 

.806 

 

Acceptable 

Q13. I often buy products from the information 

available on social media network without consulting 

with others 

Q14. Information available on social media networks 

provides a wide variety of choice 

 

.746 

 

Acceptable 

 

In case of influenced through social media interaction to buy products without much 

thinking (Q5) and buying on impulse provide better choice than buying cautiously (Q6) 

both  the question are related to the curiosity. Here the obtained alpha scores is .714 

which indicates that the scale has high internal consistency. 

 

In case of share information on social media networks about my purchase to show my 

power (Q7)  and often share information on social media network about my purchase to 

influence others (Q8), both the question are related to power. Here, the obtained alpha 

scores is .791 which indicates that the scale has high internal consistency. 

 

Social media network to represent the social position (Q9) and activities/interactions on 

social media network reflect the lifestyle (Q10), both questions are related to power. 

Here, the obtained alpha scores is .721 which indicates that the scale has high internal 

consistency. 

 

Social media networks helps to make safe purchase (Q11) and social networks often 

makes to take relaxed purchase decision (Q12), both the question are related to 

tranquility. Here, the obtained alpha scores is .806 which indicates that the scale has 

high internal consistency. 

 

Social media network influence to buy without consulting with (Q13) and social media 

networks provides a wide variety of choice (Q14), both the question are related to 

independence . Here, the obtained alpha scores is .746 which indicates that the scale has 

high internal consistency. 
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The internal consistency coefficients (Cronbach‘s alpha) for the scales used in this study 

are all above the level of 0.7 which is acceptable for our analysis purpose. 

 

4.7.2 Generalizability 

 

Generalizability is the ability to generalize a statistical result. That means 

Generalizability is a method of the application of statistical inferences from the sample 

to the population (Brennan, 2001, p. 225-226). As our study is geographically limited so 

we cannot think our study is applicable everywhere. Researcher must need to generalize 

their finding beyond the particular context in which research was conducted (Bryman & 

Bell 2007, p 131). In this case researcher tried to generalize their finding not only for 

student of Umeå Unversity rather generalize for all student though it‘s practically quite 

impossible. 

 

 

4.8 Ethical Considerations 

 

Bryman & Bell (2007, p 131) suggested that ethical behavior should be practiced in 

each step of thesis, including the data collection, data analysis.) Diener & 

Grandhal(1978) classifies the ethical issues of research into four main areas: 

 

 There is no harm to participants,  

 there is no lack of informed consent 

 there is no invasion of privacy, 

 there is no deception involved   

 

4.8.1 Harm to Respondents 
 

Bryman & Bell (2007, p 133) explained how harm can be entailed in business research. 

Harm can be entailed on a number of surfaces- physical harm; harm to participants‘ 

development or self-esteem; stress etc. For this reason, before conducting survey 

researcher took the permission from the respondents and clarifies the purpose of doing 

this research. 

 

4.8.2 Lack of Informed Consent 

 

The perspective of these principles that researcher should be given as much information 

as might be needed to make an informed decision about whether or not participant wish 

to participate the study (Bryman & Bell, 2007, p 137). For this reason researcher 

provided adequate number of questions so that the participant understands the full 

information, nature of the research and the possible implication of research. 
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4.8.3 Invasion of Privacy 

 

Personal information regarding research participant should be kept confidential. The 

issue of privacy has directly linkage with anonymity and confidentiality of the research 

process (Bryman & Bell 2007, p.140). In this case, researcher collects the data very 

carefully so that it remains confidential. 

 

4.8.4 Deception 

  

Deception occurs when researchers represent their research as something other than 

what it is. If researcher uses any special equipment like recording equipment need to 

permit before of use it (Bryman & Bell 2007, p.142). In this research we did not use any 

such equipment. 

 

In addition of these four factors there are other ethical observations which research must 

need to follow. Among these, most important factor is data protection.  Here researcher 

acknowledges all secondary sources data used from academic journal articles, course 

material, and textbooks though the proper citation and reference (Bryman & Bell 2007, 

p.143). In this case, researcher provides all the necessary reference and citation which 

used throughout the research. 
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CHAPTER 5: EMPIRICAL FINDINGS 
 

 

Empirical findings are obtained from observation, experimentation and measurement. 

These findings observed from real-world observation or data, in contrast to something 

that is assumed from theory. In this chapter, the outcome of the quantitative research 

and the data collection will be presented and some general observations will be 

discussed. We present and interpret findings from our survey which deemed to be most 

relevant with our research objective and analysis.  

 

 

5.1 Demographic Factors 

 

Our empirical findings about the demographic factors of the respondent can be divided 

in gender, age, nationality and civil state. Here we analyzed the numbers and discussed 

about the implications. 

 

5.1.1 Gender 

    

In this study we have surveyed on 206 respondents (Appendix 2). Among them 50% of 

the respondents were male and 50% of the respondents were female. We have equally 

distributed the questionnaires so that we can compare between male and female among 

their responses. 

 

 

 
Graph 5.1: Gender of respondents 

 

5.1.2 Age 

 

We have done our survey mainly on the student of Umeå University. The main intention 

of choosing age was to find out the comparison of response based on age. 
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Graph 5.2: Age of respondents 

 

From the graph, we have found that 59.7% of the respondents were in between from 21 

to 25 years which is more than double than the other respondent‘s age. This means 

among 206 respondents 123 respondents are in 21 to 25 years (Appendix 2). 24.3% of 

the respondents were in between 26 to 30 years which is second highest group of our 

survey. 30+ and 18-20 years student are in third and fourth place respectively accounted 

on 10.2% and 5.8%. 

 

5.1.3 Nationality 

 

Among the 206 respondents 67.96% respondent‘s nationality is Swedish (Appendix 2). 

32.06% respondents represent the other nationality which comprised with Asian, 

African, European (exclude Sweden) etc. Our aim is to identify the difference between 

responses of Swedish and other respondents. 

   

                                        
 Graph 5.3: Nationality of respondents 
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5.1.4 Civil State 

 

The aim of choosing civil state is to find out the difference between usages pattern of 

social media network and civil state. Among the 206 respondents 59.71%of respondents 

are single which is the more than double of other respondents group. This indicates 

among 206 respondents 123 respondents are single (Appendix 2). In a relationship 

group of respondents consist of 33.50% which is the second highest group from the 

respondents. Married consist of 6.80% which is the lowest among the total.(Graph 5.4) 

 
  Graph 5.4: civil states of respondents 

 

 

5.2 Difference between Demographic Factors and Respondents Answer of Factual 

Question 

 

This part describes the comparison among between social demographics factors and 

choice & spending hour on social media network. The main aim is to find out the choice 

criteria regarding decision making based on demographic factors. 

 

5.2.1 Gender and Use of Social Media Network 

 

 
Graph 5.5: Gender and use of social media network 
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The diagram 5.5 shows the comparison between gender and use of social media 

network. In diagram it is clearly motioned that among the 206 sample 43.20% female 

use the social networking site. On the other hand, 35.44% male use social media 

networks. This obviously states that female use social networking site more frequently 

than males. In the case of content community‘s, male users use it more frequently rather 

than the female users.  6.31 % male user use contents communities which is the second 

best among the respondents. But only 1.94% female user use content communities as a 

frequent basis. 

 

5.2.2 Gender and per hour Spending on Social Media Network 

 

 
Graph 5.6: Gender and per hour spending on social media network 

 

The diagram 5.6 shows the comparison between gender and per hours spending on 

social media network. In diagram it is clearly motioned that among the 206 sample 

19.90% female spend two hours per day on social media network which is the highest 

group among the female users, however, only 14.08% male user‘s use two hours on 

social media network.  15.53% male use social media network less than one hour which 

is highest for male users. 14.56% female users use social media network less than one 

hour which is the second highest for female users. 14.56% male and 9.22% female use 

social media network more than three hours. 

 

5.2.3 Age and Use of Social Media Network 

 
Graph 5.7: Age and use of social media network 
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Diagram 5.7 states the comparison between age and use of social media network. From 

our 206 sample 49.53% respondents choose social networking site whose age in 

between 21 to 25. These groups are highest among the users who choose social 

networking site. However, 17.96%, 6.31% and 5.34% respondents choose social 

networking site whose age are 26-30, 30+ and 18-20 respectively. On the other hand, 

2.91% users use collaborative project whose age in between 21-25. Surprisingly, 2.91% 

users also use collaborative project whose age is in 18 to 20 years. 4.37% people use 

content communities whose age in between 21to 25. But only2.91% and .97% people 

use content communities frequently whose age 26-30 and 30+ respectively 

 

5.2.4 Age and per hour Spending on Social Media Network 

 

 
Graph 5.8: Age and per hour spending on social media network 

 

From the diagram 5.8 we have found that 20.78% people use social media network at 

least two hours per day whose age in between 21 to 25 years. They contribute highest 

percentage among the group. However 7.38%, 2.91% and 2.91% people use social 

media network at least two hours whose age 26-30, 18-20 and 31+ respectively. On the 

other hand, 17.48% people use social media network less than one hour per day whose 

age in between 21 to 25. However, 6.80% people use social media less than one hour 

per day whose age is in more than 30 years. On the other hand, 14.08% users use social 

media network more than three hours per day whose age in between 21 to 25 years. 

6.80%, 2.43% and .49% users use social media network more than three hours per days 

whose age is in 26-30, 18-20 and more than 30 years respectively. So people in between 

21 to 25 spend more time with social media network. 
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5.2.5 Nationality and Use of Social Media Network 

 

 
Graph 5.9: Nationality and use of social media network 

 

From the diagram 5.9 we have found that both Swedish and others people use social 

networking site frequently with 52.91% and 25.73% respectively. This means both 

Swedish and others people prefer to use social media network during his leisure time. 

On the other hand, 5.38% Swedish people use collaborative projects where as 1.98% 

international people use collaborative projects. Surprisingly, in case of content 

communities both Swedish and others people use 3.88% frequently. But in case of 

virtual games world only .97% people use it frequently whereas no others people use it 

frequently.        

 

5.2.6 Nationality and per hour Spending on Social Media Network 

 

 
Graph 5.10: Nationality and per hour spending on social media network 

 

Table 5.10 describes the relationship between Nationality and per hour spending on 

social media network. We have found that 23.79% Swedish people use social media 

network at least two hours which is highest per hour spending on social media network. 
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However, only 10.19% other people spend at least two hours per day which is highest 

among others people.  22.82% Swedish people use social media network less than one 

hour whereas 7.28% others people use social media network less than one hour. On the 

other hand, 14.08% Swedish users use social media network more than three hours per 

day whereas 9.71% other users use social media network more than three hours per day. 

So it is clearly that Swedish people spend more time with social media network rather 

than the male.   

 

5.2.7 Civil State and Use of Social Media Network 

 

 
Graph 5.11: Civil state and use of social media network 

 

Diagram 5.11 describes the difference between civil state and users of social media 

network. 49.3% single people use social networking site which is the highest among the 

all group. However, only 27.6% in a relationship and 4.86% married users use social 

networking site. On the other hand, in a relationship people use more collaborative 

project than single and married people. In case of virtual game world only .97% single 

people use it frequently. 

 

5.2.8 Civil State and per hour Spending on Social Media Network 

 

 
 

Graph 5.12: Civil state and per hour spending on social media network 
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Graph 5.12 describes the relationship between civil state and per hour spending per hour 

spending. We have found from the graph that 21.38% single people spend at least two 

hours per day which is highest among all groups. However, 11.71% and 1.48% 

spending at least two hours with social media network who are in a relationship and 

married respectively. On the other hand 14.08% single users use social media network 

less than one hour per day where as 11.65% in a relationship and 4.38% married people 

spend at least one hour per day. 13.59% single users use social media network more 

than three hours whereas 9.71% in a relationship and .49% married people spend more 

than three hours per day. So we can say that single user spend more time with social 

media network compare to in a relationship or married people 

 

5.3 Reason for Using Social Media 

 

In this section we have given reason behind choosing social media. We analyze which 

factors are most important, important and least important based on frequency table.  

 

5.3.1 Most important Factor regarding the Choice of Social Media Networks 

 

Table 5.1 Reason for choosing social media network (most important) 

 

 Frequency Percent 
Cumulative 

Percent 

Keep in touch 40 19.4 19.4 

Find info (general) 23 11.2 30.6 

Info about contacts 22 10.7 41.3 

Share interests 23 11.2 52.4 

Exchange files 15 7.3 59.7 

Find info (for study) 20 9.7 69.4 

Make appointments 15 7.3 76.7 

Contacts of my contacts 10 4.9 81.6 

Meet new people 24 11.7 93.2 

Advertise expertise 3 1.5 94.7 

Material used by contacts 1 .5 95.1 

Others 10 4.9 100.0 

Total 206 100.0  

 

This table 5.1 describes the most important factors regarding choice of social media 

network. 19.4% people believe that they choose social media for keep in touch which is 

the highest motivator regarding choice of social media network. However 11.7% users 

think meeting new people are the most important factors to choose social media 

network. 11.2% users think finding information and share interest is the main motivator 

for choosing social media network. On the other hand, only 1.5% and .5% users believe 

they use social media network because of advertisement and material used by contacts. 
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5.3.2 Important factors regarding the Choice of Social Media Networks 

 

Table 5.2: Reason for choosing social media network (Important) 

 

 Frequency Percent 
Cumulative 

Percent 

Find info (general) 53 25.7 25.7 

Keep in touch 36 17.5 43.2 

Share interests 28 13.6 56.8 

Info about contacts 26 12.6 69.4 

Find info (for study) 15 7.3 76.7 

Exchange files 14 6.8 83.5 

Make appointments 12 5.8 89.3 

Meet new people 11 5.3 94.7 

Contacts of my contacts 5 2.4 97.1 

Others 3 1.5 98.5 

Advertise expertise 2 1.0 99.5 

Material used by contacts 1 .5 100.0 

Total 206 100.0  

 

Table5.2 describes the important factors which influence to choose social media 

network.  25.7% people think they choose social media network to find general 

information. 17.5% people choose social media network to keep in touch. 13.6% people 

believe sharing interest is the important motivator factors to choose social media 

network. On the other hand, only 1% and .5% people think they choose social media for 

advertising and using material of contacts.  

 

5.3.3 Least Important Factor regarding the Choice of Social Media Networks 

 

Table 5.3: Reason for choosing social media network (least important) 

 

 

Frequency Percent 

Cumulative 

Percent 

Keep in touch 108 52.4 52.4 

Find info (general) 42 20.4 72.8 

Info about contacts 17 8.3 81.1 

Share interests 13 6.3 87.4 

Find info (for study) 5 2.4 89.8 

Make appointments 4 1.9 91.7 

Contacts of my contacts 4 1.9 93.7 

Meet new people 4 1.9 95.6 

Others 4 1.9 97.6 

Exchange files 3 1.5 99.0 

Material used by contacts 2 1.0 100.0 

Total 206 100.0 52.4 

 

Table 5.3 illustrates the least important motivating factors which influence to choose 

social media network. 52.4% people think keep in touch is the least important motivator 
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for choosing social media network. 20. 4 % believes finding information is the least 

important motivator for choosing social media network. 8.3% people think information 

about the contacts is the least important factors regarding choice of social media 

network. On the other hand exchange file and material used by contacts are the least 

important motivator which constitute only 1.5% and 1% respectively.  
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CHAPTER 6: ANALYSIS 
 

In this chapter, we analyze and interpret our data based on our research question. The 

beginning of this chapter we will use frequency analysis to identify the main 

motivational factors. Then we will do cross tabulation to identify the relationship 

between social demographic factors and the motivational factors. Finally, we will do 

Independent sample t test to identify the mean difference regarding choice of 

motivational factors 

 

6.1 Analysis of Intrinsic Motivation Factors 

 

The aim of this section is to identify the main motivation factors regarding the choice of 

social media network 

  

Table 6.1: Identify the main motivational factors 

 N Mean Std. Deviation 

Curiosity (Desire for knowledge) 206 4.0680 1.37406 

Power (Desire to influence) 206 2.5777 1.23022 

Status (Desire for social standing)  206 2.9903 1.22172 

Tranquility (Desire to avoid fear) 206 2.4903 1.29442 

Independence (Desire to be 

autonomous) 

206 2.8835 1.37434 

Valid N (list wise) 206   

 

From Table 6.1 we have found the main intrinsic motivation factors regarding choice of 

social media network. We see that curiosity having highest mean value 4.0680 is the 

main motivating factors regarding choice of social media for buying behavior. Status is 

the second important motivating factors have 2.9903 mean values. Independence is the 

third motivating factors have 2.8835 mean values.  Power and tranquility are the least 

important motivating factors having 2.5777and 2.4903 mean value respectively. 

 

So, curiosity is the most important intrinsic motivational factor regarding choice of 

social media network for a buying behavior. People often buy product without much 

thinking because of curiosity. Sometime people social position lifestyle influence to 

choose social media network. By using social media network people often buy product 

without harassment to stay in home. For this reason, people consider curiosity, status 

and power are the most important motivation factors respectively regarding choice of 

social media network as a buying behavior. 

 

6.2 Curiosity and Social Demographic Factors 

 

Table 6.2: Describes the relationship between curiosity and social demographic factors 

Association area Significance 

level 

Comparison  Null hypotheses 

accepted or rejected 

Curiosity and gender .251  > .05  Accept  

Curiosity and age .957  > .05 Accept 

Curiosity and nationality .010  < .05 Reject  

Curiosity and civil state .289  > .05 Accept 
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From table 6.2, we examine that the significance level of Pearson Chi-square test is 

0.010 between curiosity and nationality. So, null hypothesis is being rejected for this 

test. So, nationality has created impact on individual power. From the appendix we have 

found that, the 45.5% Swedish people believes curiosity is an important factor whereas 

only 14.56% others people believes curiosity is most important factor for choosing 

social media network (see Appendix 01). 

 

On the other hand, from table 6.3 we examine that the significance level of Pearson Chi-

square test is 0.251 between curiosity and gender. So, null hypothesis is being accepted 

for this test. So there is no impact on gender over curiosity. In case of curiosity and age, 

significance level is 0.957 which is greater than the test value. So, null hypothesis is 

being accepted for this test. So there is no impact on age over curiosity. In case of 

curiosity and civil state, significance level is 0.289 which is greater than the test value. 

So, null hypothesis is being accepted for this test. So there is no impact on civil state 

over curiosity. 

 

So, curiosity has relationship with nationality while there is no relationship with gender, 

age, and civil state 

 

 

6.3 Power and Social Demographic Factors 

 

Table 6.3: Describes the relationship between power and social demographic factors 

 

Association area Significance 

level 

Comparison  Null hypotheses accepted 

or rejected 

Power and gender .018  < .05  Reject   

Power and age .494  > .05 Accept 

Power and nationality .452  > .05 Accept 

Power and civil state .436  > .05 Accept 

 

From table 6.3, we examine that the significance level of Pearson Chi-square test is 

0.018 between power and gender. So, null hypothesis is being rejected for this test. So, 

gender has impact on individual power. From appendix we have found that 15.05% 

male consider power is an important motivators while 16.02% female consider power is 

the least motivating factors to influence on social media network(appendix 2) 

   

From table 6.3, we examine that the significance level of Pearson Chi-square test is 

0.494 between power and age. So, null hypothesis is being accepted for this test. So, age 

has no impact on individual power .we examine that the significance level of Pearson 

Chi-square test is 0.452 between power and nationality. So, null hypothesis is being 

accepted for this test. So, nationality has no impact on individual power. In case of 

power and civil state, we examine that the significance level of Pearson Chi-square test 

is 0.436. So, null hypothesis is being accepted for this test. So, civil sate have has no 

impact on individual power  

 

So, power has relationship with gender while there is no relationship with age, 

nationality and civil state.  
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6.4 Status and Social Demographic Factors 

 

Table 6.4 describes the relationship between status and social demographic factors 

Association area Significance 

level 

Comparison  Null hypotheses accepted or 

rejected 

Status and gender .342  > .05  Accept 

Status and age .477  > .05 Accept 

Status and nationality .714  > .05 Accept 

Status and civil state .255  > .05 Accept 

 

From table 6.4, we examine that the significance level of Pearson Chi-square test is 

0.342 between status and gender. As a result, null hypothesis is being accepted for this 

test. So, gender has impact on individual status. In case of status and age, the 

significance level is 0.477 which is greater than the test value. As a result, null 

hypothesis is being accepted for this test. So there is no impact on age over status. In 

case of status and nationality, the significance level is 0.714 which is greater than the 

test value. As a result null hypothesis is being accepted for this test. So there is no 

impact on nationality over status. In case of status and civil state, the significance level 

is 0.255 which is greater than the test value. So, null hypothesis is being accepted for 

this test. So, there is no impact on civil state over status. 

 

Surprisingly, we have found that status have no relationship with demographic factors. 

 

6.5 Tranquility and Social Demographic Factors 

 

Table 6.5: describes the relationship between tranquility and social demographic factors  

Association area Significance 

level 

Comparison  Null hypotheses 

accepted or rejected 

Tranquility and gender .150  > .05  Accept 

Tranquility and age .467  > .05 Accept 

Tranquility and nationality .002  < .05 Reject  

Tranquility and civil state .292  > .05 Accept 

 

From table 6.5, we have examined that the significance level of Pearson Chi-square test 

is 0.002 between tranquility and nationality. So, null hypothesis is being rejected for this 

test. So, nationality has created impact on tranquility. From the appendix we have found 

that 23.79% Swedish people perceived tranquility is least important factor while 

10.68% others people believes tranquility is average important factor for choosing 

social media network 

 

On the other hand, from table 6.5, we have examined that the significance level of 

Pearson Chi-square test is 0.150 between tranquility and gender. So, null hypothesis is 

being accepted for this test. There is no impact on gender over tranquility. In case of 

tranquility and age, the significance level of Pearson Chi-square test is 0.467. This 

indicates null hypothesis is being accepted for this test. So there is no impact on age 

over tranquility. In case of tranquility and civil state, the significance level of Pearson 

Chi-square test is 0.292. This indicates null hypothesis is being accepted for this test. So 

there is no impact on civil state over tranquility. 
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So, tranquility has relationship with nationality while there is no relationship with 

gender, age, and civil state 

 

6.6 Independence and Social Demographic Factors 

 

Table 6.6: describes the relationship between independence and social demographic 

factors 

Association area Significance 

level 

Comparison  Null hypotheses 

accepted or rejected 

Independence and gender .000  < .05  Reject  

Independence and age .964  > .05 Accept 

Independence and nationality .815  > .05 Accept 

Independence and civil state .532  > .05 Accept 

 

From table 6.6, we have examined that the significance level of Pearson Chi-square test 

is 0.000 between independence and gender. So, null hypothesis is being rejected for this 

test. So, gender has created impact on independence. From appendix we have found that 

17, 48% male consider independence  is least important motivators while 16, 02% 

female consider independence is the important motivating factors to influence on social 

media network. 

 

On the other hand, from table 6.6, we have found that the significance level of Pearson 

Chi-square test is 0.964 between independence and age. So, null hypothesis is being 

accepted for this test. So, age has no impact on independence. In case of independence 

and nationality the significance level of Pearson Chi-square test is 0.815. This indicates 

null hypothesis being accepted for this test. So there is no impact on nationality over 

independence. In case of independence and civil state the significance level of Pearson 

Chi-square test is 0.964.This indicates null hypothesis is being accepted for this taste. 

So there is no impact on civil state over independence.  

 

So, independence has relationship with gender while there is no relationship with age, 

nationality and civil state. 
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6.7 Mean Difference between Demographic Factors and Preference Questions 
 

Preference  
Question 

Gender Age Nationality Civil state 

 Male Female Sig. 21-25 26-30 Sig. Swedish Others Sig Single 
In 

a rel. 
Sig 

Q5. Buy 

products 

without 

much 

thinking 

 

1.8447 1.7961 .703 1.8780 1.7600 .445 1.8143 1.8333 .889 1.9268 1.6812 .031 

Q6 

Buying 

impulse 
 

1.9612 1.6602 .017 1.8618 1.9000 .809 1.6357 2.1818 .000 1.9024 1.7536 .282 

Q7 

Showing 

purchase 

power  

 

1.8222 1.5728 .038 1.7398 1.6400 .501 1.6714 1.7576 .512 1.8049 1.6232 .175 

Q8 

Influence 

others to 

purchase 
 

2.1456 1.7476 .008 2.0163 1.8800 .455 1.9429 1.9545 .942 1.9919 1.9710 .899 

Q9 

Represent 

social 

position  
 

2.5728 2.4272 .333 2.5691 2.4600 .543 2.4500 2.6061 .333 2.5366 2.6232 .589 

Q10 

Reflect 

lifestyle 

 

3.1942 3.0291 .232 3.0976 3.0400 .727 3.1571 3.0152 .337 3.0976 3.1739 .609 

Q11 

Safe 

purchase 
 

2.5825 2.4078 .239 2.4797 2.5600 .662 2.4714 2.5455 .642 2.4878 2.5217 .831 

Q12 

Relax 

purchase 

decision 

 

2.5534 2.3495 .192 2.4228 2.5000 .686 2.3857 2.5909 .221 2.4309 2.5507 .482 

Q13 

Buying 

product 

without 

consulting  

other 

 

2.0388 2.2913 .123 2.1951 1.9800 .269 2.1357 2.2273 .603 2.1626 2.2464 .639 

Q14 

Provides  

wide 

variety of 

choice 
 

2.8932 3.3592 .006 3.0325 3.3600 .111 3.1000 3.1818 .654 3.1707 3.0870 .647 

 

Table 6.7 Mean difference between social demographic factors and intrinsic 

motivational factors. 
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From table 6.7, we have found the mean difference between demographic factors and 

preference questions. The difference of mean value indicates that relative importance to 

the demographic factors and preference questions. On the other hand, Significance level 

indicates the effect of preference questions and demographic factors. If the significance 

level less than test value (0.05) that indicates demographic factors have effect and differ 

with the preference question. In this section we have considered those questions whose 

significance level is below the test variable (0.05). We have excluded that question from 

our study whose mean value is higher than the test variable (0.05).  

 

Civil state and Buying Thing without Much Thinking 

 

From table 6.7, we examine that the there is a mean difference between single and in a 

relationship users with buying product without much thinking. The average means of 

single users are 1.9268 where female users are1.6812. This means difference clearly 

represent that civil state can play a significant role on buying thing without much 

thinking.  

 

We also analyze that, the significance level of this test is 0.031 which strongly 

recommend that the null hypothesis is being rejected for this test. So, the effect of 

buying things without much really differs on single and in relationship users. 

 

Gender and Buying Impulse 

 

From table 6.7, we examine that the there is a mean difference between perception of 

male and female users with buying impulse. The average means of male users are 

1.9612 where female users are1.6602. This means difference clearly represent that 

gender can play a significant role on buying impulse. 

 

We also analyze that, the significance level of this test is 0.017 which strongly 

recommend that the null hypothesis is being rejected for this test. So, the effect of 

buying impulse differs on male and female users. 

 

Nationality and Buying Impulse 

 

From table 6.7, we examine that the there is a mean difference between perception of 

Swedish and other nationality users with buying impulse. The average means of other 

users are 2.1818 where female users are1.6357. This means difference clearly represent 

that nationality can play a significant role on buying impulse. 

 

We also analyze that, the significance level of this test is 0.000 which strongly 

recommend that the null hypothesis is being rejected for this test. So, the effect of 

buying impulse differs on Swedish and other users. 

 

Gender and Showing Purchase Power 

 

From table 6.7, we examine that the there is a mean difference between perception of 

male and female users to showing their purchase power. The average means of male 

users are 1.8222 where female users are1.5728. This means difference clearly represent 

that gender can play a significant role on showing purchase power. 
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We also analyze that, the significance level of this test is 0.038 which strongly 

recommend that the null hypothesis is being rejected for this test. So, the effect of 

showing purchase power differs on male and female users. 

 

Gender and Influence other to Purchase  

 

From table 6.7, we examine that the there is a mean difference between perception of 

male and female users influence other to purchase. The average means of male users are 

2.1456 where female users are1.7476. This means difference clearly represent that 

gender can play a significant role on influence other to purchase. 

 

We also analyze that, the significance level of this test is 0.008 which strongly 

recommend that the null hypothesis is being rejected for this test. So, the effect of 

influence other to purchase differs on male and female users. 

 

Gender and Wide Variety of Choice 

 

From table 6.7, we examine that the there is a mean difference between perception of 

male and female users towards wide variety of choice. The average means of female 

users are 3.3592where female users are 2.8932. This means difference clearly represent 

that gender can play a significant role on influence other to purchase. 

 

We also analyze that, the significance level of this test is 0.008 which strongly 

recommend that the null hypothesis is being rejected for this test. So, the effect of wide 

variety choice differs on male and female users. 
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CHAPTER 7:  DISCUSSION AND CONCLUSION 
 

In this chapter we will discuss the results that have found from the analysis chapters. We 

will then relate our findings with literature review. Finally, this section concludes the 

analysis of the study and entails the answer of the research question. Furthering, there 

are some reflections and further related studies and describes the limitation of the 

project 

 

 

7.1 Findings 

 

After the analysis of data, we have found the nature of impact of the five intrinsic 

motivators with demographic characteristics. According to Wong, Sie, & Tsang (1999) 

demographic variables were influential in causing individual differences in people's 

perceptions of motivational factors. So, our study asserts this statement once again. Our 

study asserts the study of Teo (2001) who have found the relationship between 

demographic factors and intrinsic motivational factors. Moreover, people from all over 

the world, specially young and both male and female use social media as 

communication tool (D‘Silva et al., 2011, p. 756). So, intrinsic motivational factors 

obviously influence the use of social media network. We have found that the impact of 

intrinsic motivation varied by respondent‘s age, gender, nationality etc. we have also 

found some relationship between demographic characteristics with intrinsic 

motivational factors.   

 

Our primary research question was 'What are the main intrinsic motivating factors that 

influence the buying behavior on social media?” After the analysis of our data we have 

found out that Curiosity is the most influencing intrinsic motivator whereas status came 

to be the second most influential factor. The role of each intrinsic motivator that we 

have identified from our study has been explained elaborately in the following sections.  

 

 

7.1.1 Curiosity 

 

We have found that curiosity is the main influential factor regarding the choice of social 

media in relation to buying behavior. In literature part we also mentioned curiosity is the 

most important factors regarding motivating people (Loewenstein, 1994, p. 75). So, our 

finding is parallel with the theory of intrinsic motivation. People are always influenced 

with curiosity. Most people always try to learn new things. Social media provides this 

opportunity to fulfill this desire.  

 

Then we tried to find out the relationship between demographic factors and curiosity. 

We have found the relationship between curiosity and nationality. Swedish people are 

very much influenced by curiosity whereas people from other nationality are not that 

much influenced by curiosity. Almost 50% Swedish people believe curiosity is the main 

motivators regarding choice of social media network whereas only 15% other people 

believes it is the most important factor for choosing social media network (appendix 

01). Interestingly, we didn‘t find any association among gender, age and civil state with 

curiosity. This means curiosity is not influenced base on gender, age and civil state. 
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7.1.2 Status 

 

Status is second most important motivator regarding choice of social media network in 

relation to buying behavior. This means through social media network they represent 

their social position and lifestyle. Our buying behavior is very much influenced by our 

social position. Sometimes we buy things even though we know this is not fit for me or 

that are verified to have no positive effect for me. 

 

However, status has no association between gender, age, nationality and civil state. This 

is contrast to the finding of Solomon (2006). This problem can be solved through proper 

segmentation. Marketer‘s select target customers based on this segmentation. So, social 

media choice is not influenced by status. 

 

7.1.3 Independence 

 

Independence is considering the third most important factor regarding choice of social 

media network as a buying platform. By using social media network user get necessary 

information to stay in home within very short time. As a result users have a chance to do 

wide variety of choice within short time and easiest way. Users choose their product by 

themselves which means often buy products without consulting with others. This is 

possible because of social media network that provide lots of information and also get 

information from the friends of friends through social media. 

  

Then we have tried to find out the association between independence and demographic 

factors. We have found the association between independence and gender. This finding 

partially supported the theory of Reiss (2004) who also found the relationship between 

gender and independence. But surprisingly we have not found any relationship among 

age and civil state with independence which is contrast of Reiss (2004) findings. From 

the appendix 2, we have seen that female consider independence is important factors 

while male consider it is the less important factor. These indicates female are like to get 

information to stay in home while male like to collect information form the shopping 

arena. This result proves that people who spent more time in home use social media for 

buying medium. 

 

7.1.4 Power 

 

Power is being considered fourth most important factor regarding choice of social 

media network. Some people use social media network to show their purchase power 

and some people show power by influencing other. Power represents the self-

satisfaction of the individual. More showing power represents the more satisfaction of 

the individual. 

 

According to (Atkinson, 1969) tendencies of showing power depend on nationality. 

More social unequal countries people express more power to other. But surprisingly in 

our study we have not found any association between power and nationality. This 

happened because most of the respondents of our research are Swedish. If we consider 

more geographical variation of our study then we could find out appropriate scenario. 

We found the positive association between power and gender. So, power is influenced 

by gender but there is no previous study that provide authentication of this finding. So 

further study is require to find out the how power is influenced by gender. 
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7.1.5 Tranquility 

 

Tranquility is being considered least important factor regarding choice of social media 

network. Information that found from social media network helps us to do safe 

purchase. Because of availability of information on social networks often makes relaxed 

to take purchase decision. It‘s reduced the fear of buying product.   

 

Then we have tried to find out the association between tranquility and demographic 

factors. We have found the association between tranquility and nationality which means 

there is an association. This argument asserts the finding of Atkinson (1969) who 

proven nationalities is varied by countries to countries. So we can say that people of 

rich Countries have more positive attitude toward social media network because of 

tranquility. We have not found any difference between gender and age with tranquility 

which is totally contrasted of Donthu‘s (1999) finding. So marketers need to focus in 

this sector and set different strategies based on gender and age.  

 

7.2 Conclusion 

 

Social media network is a ground-breaking idea with a very bright future with further 

possibility for progressions. The opportunities provided from this medium are enormous 

and many people and organizations are making use of this medium to better their 

practices. Organizations are no longer at the compassion of the media to advertise or 

convey their message. With the help of social networking site they can advertise or 

communicate in a more efficient way with in short time. Content communities and 

collaborative project are becoming very popular and moreover since the improvement 

of rooted systems people can use them ―on the go‖ with the help of handheld devices 

like cell phones. Every day people spent at least two hours in social media which gives 

marketers opportunity to increase their brands position.  

  

Our study also has shown a connection between the theory of intrinsic motivation and 

the current pattern of user preference in relation to choosing social media network when 

they use it as a platform for buying behavior. People use social media to get new 

information and based on this information they take their choice decision. People use 

social media not only get for new information its sometimes represents the people‘s 

power, status and lifestyle. Social media network reduce the tranquility and increase the 

independence. The information comes to users rather than users have to make effort to 

get the information. From our study, we have found that curiosity is the main motivators 

regarding choice of social media. So marketers set their advertisement in such ways so 

that people attract on it.  

 

We have found some demographic variables which influence intrinsic motivational 

factors and social media network. We have found that curiosity and tranquility have 

relationship with nationality while power and independence have relationship with 

gender. However, status has no relationship with demographic variables. We have also 

found that female spent more time on social media rather than mail. People whose age 

21-25 and single, they spent at least two hours on social media. Most of the people use 

social networking site (Facebook, twitter) frequently than any others media.  

 

So, this information helps marketers to set their tactics to attract users through social 

media network. 
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7.3 Implication 

  

In this section we discuss the practical implication of our research. We analysis our 

results based on companies and customers perspective 

 

 

7.3.1 Managerial Implication 

 

The popularity of social media is increasing day by day and people are spending more 

time with social media networks. Social networking provides a great way to keep in 

touch with people. As users are spending too much time on social media, companies 

started to utilize this to enhance promotional strategies to attract the customer. Every 

day companies are formulating different strategies to create the new customer and retain 

the existing customer. From our research, companies can get some idea about what 

factors are important to utilize social media as a buying medium. From our analysis part 

we have found that people choose engage in buying behavior on social media network 

because of curiosity. So marketers might try to come up with strategies that create 

interest among the users. For these reason, advertising on social media need to be 

developed in a way so that it attracts the customer attention. Social media network 

creates diversity and exposure from multiple points of view. Ultimately, this exposure 

can help user to learn to look at things from different angles, and be more understanding 

of other people's opinions. So, regardless of the cultural background, encouraging 

curiosity is a good medium to take social media as a buying behavior. 

 

Use of social media sometimes represents the lifestyle and attitude of the users.  So 

marketers set their promotional strategy based on this lifestyle and attitude. People think 

lifestyle represents the social position and this is one of the important factors that 

influence to adopt social media as a buying medium. So marketers can set their 

promotion based on this issue. Other factors like power, tranquility, and independence 

also influence to take social media as a buying behavior. So marketer‘s considers this 

factors also when they set their promotional strategies.  

 

 

 

7.3.2 User Implication 

 

Users of social media can be able to identify the 'why' factor of what he/she is doing on 

social media from this study. The user can understand the intrinsic factors that are 

influencing him/her to make a buying decision of social media platforms. This 

understanding will ultimately help the user to take better decision and avoid impulse 

driven decisions which are not really necessary.  

 

Again, the detailed description on the relationship between several demographic factors 

and the behavior of the user on social media are interconnected. The insights taken from 

this can be used well in terms of understanding the behavior of other users.  
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7.4 Future Research 

 

As this field of study is in its infancy stage and social media is growing every day in 

terms of importance and applicability, a vast research area is literally open towards the 

academics. The role of demographic factors in the behavior of social media users can be 

analyzed in a more profound way. On the other hand, we have chosen only five intrinsic 

factors in our study. The choice of social media as a platform for online buying can be 

influenced by a number of other factors. Identifications of these factors and measuring 

the relative importance can be another interesting field of study. Future researches can 

be done both in qualitative and quantitative area. New theories and models are needed 

to explain the holistic implication of social media as well as the various impacts of 

social media needs to be quantified in order to make the measurement of efficacy easier. 

 

In short, our study has shown a connection between the theory of intrinsic motivation 

and the current pattern of user preference in relation to choosing social media network 

when they use it as a platform for buying behavior. Though we have identified the 

relative importance of motivator factors and as well as demographic factors regarding 

this issue, we would like to say our study is not totally conclusive. In fact there are 

many things to do in this field. We would like to see these issues to be explored more 

deeply and thus, more patterns and models will be unveiled.   

 

7.5 Limitations 

 

We have faced several limitations during the study. Lack of proper resources in term of 

time and technology was one major limitation. Again, as this field of study was 

relatively new, pertinent literary works were very hard to find. In fact, we could not find 

any well-accepted model to conceptualize the social media phenomena. Lack of robust 

theory created problem for us when we tried to connect our result with existing 

literature. Another limitation was that out response group was more or less 

homogeneous in terms of social media usage. All of them were mostly heavy user of 

social media networks. Thus we could not really get data from other user groups who 

were fundamentally different from this user group, such as the senior citizens. This 

same issue also created another limitation as this user group is more into Facebook 

nowadays; their response might not reflect their perception regarding other social media 

networks properly. However, we tried to conduct a valid and reliable study being within 

the boundaries of our limitations and understand and analyze the research question as 

profoundly as possible.  
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This questionnaire is a part of a customer survey project of students in Umea University. The project will 

be used for academic purposes only and the information elicited from the questionnaire will be 

anonymous. Please read the questions carefully. The survey will take only three minutes to complete. 

 

What types of social media network do you use most frequently? (Choose one) 

 

1. Collaborative project (Wikipedia)    

2. Blogs 

3. Content communities (YouTube, Flicker, SlideShare)  

4. Social networking site (Facebook, Myspace, twitter)       

5. Virtual game worlds(X-Box, Play-Station)                

6.  Virtual social worlds (Second life) 

 

 
Do you have any account on Social media network?  YES   NO  
 

 

 

How many hours per day’s do you spend on social media network? 

1. Less than one hour    2. Two hours 

3. Three hours     4. More than three hours 

 

 

What are the three main reasons to use social media networks?  

(Rank the answer based on the importance 3= most important, 1= least important) 

 

 .…Keep in touch  ….Find info (general)  ….Info about contacts  ….Share interests 

 ….Exchange files  ….Find info (for study)  ….Make appointments  ….Contacts of my 

contacts 

 ….Meet new people  ….Advertise expertise  ….Material used by contacts … others 

 

 

 

Listed below is a set of statements. Please indicate whether you agree or disagree with the 

statements.  

 

 

 

 

 

I often get influenced through social media interaction to buy 

products without much thinking 

 

 

Strongly 
disagree 

 
Strongly 

agree 

1 2 3 4 5 

 

 

I believe  buying on impulse provide better choice than buying 

cautiously 

 
 

Strongly 

disagree 
 

Strongly 

agree 

1 2 3 4 5 

 

 

 
I often share information on social media networks about my 

purchase to show my power 
 

Strongly 

disagree 
 

Strongly 

agree 
1 2 3 4 5 

 

    Customer Survey on 
social media network 

Appendix 01: Questionnaire  
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 I often share information on social media network about my 

purchase to influence others  
Strongly 
disagree 

 
Strongly 

agree 

1 2 3 4 5 

 

 

I use my interactions on social media network to represent my 

social position  

 
 

Strongly 
disagree 

 
Strongly 

agree 

1 2 3 4 5 

 

 

 

 

My activities/interactions on social media network reflect my 

lifestyle 

 
 

Strongly 

disagree 
 

Strongly 

agree 

1 2 3 4 5 

 

 
I believe the product information I get from social media 

networks helps me to make my purchase safe 
 

Strongly 

disagree 
 

Strongly 

agree 

1 2 3 4 5 

 

 
Product information available on social networks often makes 

me relaxed to take purchase decision  
Strongly 

disagree 
 

Strongly 

agree 
1 2 3 4 5 

 

 

 

 
I often buy products from the information available on social 

media network without consulting with others 
 

Strongly 
disagree 

 
Strongly 

agree 

1 2 3 4 5 

 

 
Information available on social media networks provides a 

wide variety of choice 
 

Strongly 

disagree 
 

Strongly 

agree 

1 2 3 4 5 

 

 

In the following question we want you to rank the motivators from 1 to 5, 1 being the least important 

motivator and 5 being the most important motivator to choose social media network: 

 

Attributes Ranking  

 Curiosity (Desire for knowledge)   

 Power (Desire to influence)   

  Status (Desire for social standing)    

  Tranquility (Desire to avoid fear)   

 
Independence (Desire to be 

autonomous) 
 

 

 

Classification Questions 

 

Make a choice what suits you best 

 

1 Your gender       Male    Female  

 

 

2 Your Age in years  18-20    21-25    26-30    31+   

 

 

3 Your Nationality  

 

 

4 Your Civil State 
Single  

In a 

relationship 
 Married  

 

  

 

 

Thank you for your participation! 
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Appendix 2 

 

 

Table: Frequency table (Gender) 

 

Gender 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 103 50.0 50.0 50.0 

Female 103 50.0 50.0 100.0 

Total 206 100.0 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table: Frequency table (Age) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Age 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-20 12 5.8 5.8 5.8 

21-25 123 59.7 59.7 65.5 

26-30 50 24.3 24.3 89.8 

30+ 21 10.2 10.2 100.0 

Total 206 100.0 100.0  
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Table: Frequency table (Nationality) 

 

 

Nationality 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Swedish 140 68.0 68.0 68.0 

Others 66 32.0 32.0 100.0 

Total 206 100.0 100.0  

 

 

 

 

 

 

 

 

 

Table: Frequency table (Civil state) 

 

 

Civil state 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Single 123 59.7 59.7 59.7 

In a relationship 69 33.5 33.5 93.2 

Married 14 6.8 6.8 100.0 

Total 206 100.0 100.0  
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Appendix 03: Relationship between Nationality and Curiosity 

 
 

Table: Chi-Square Tests 

 

 

 
Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 13.356
a 

4 .010 

Likelihood Ratio 12.787 4 .012 

Linear-by-Linear 

Association 

12.461 1 .000 

N of Valid Cases 206   

a. 1 cells (10,0%) have expected count less than 5. The minimum 

expected count is 4,81. 

 

 

 

Diagram: Gender and curiosity 
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Appendix 04: Relationship between Gender and Power 
 

 

 

Table:Chi-Square Tests 

 

 
Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 11,864
a 

4 ,018 

Likelihood Ratio 12,061 4 ,017 

Linear-by-Linear 

Association 

11,165 1 ,001 

N of Valid Cases 206   

a. 0 cells (,0%) have expected count less than 5. The minimum expected 

count is 5,50. 

 

Diagram: Gender and power 
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Appendix 05: Relationship between Nationality and Tranquility 

 

 

Table: Chi-Square Tests 

 

 

 
Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 16,659
a 

4 ,002 

Likelihood Ratio 16,117 4 ,003 

Linear-by-Linear 

Association 

8,748 1 ,003 

N of Valid Cases 206   

a. 0 cells (,0%) have expected count less than 5. The minimum expected 

count is 6,41. 

 

 

Diagram: Nationality and tranquility 
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Appendix 06: Relationship between Gender and Independence 

 
 

 

Table: Chi-Square Tests 

 

 

 
Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 21,214
a 

4 ,000 

Likelihood Ratio 21,973 4 ,000 

Linear-by-Linear 

Association 

16,449 1 ,000 

N of Valid Cases 206   

a. 0 cells (,0%) have expected count less than 5. The minimum expected 

count is 12,00. 

 

 

Diagram: Gender and independence 
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