
DOI: 10.4018/IJEBR.2020010103

International Journal of E-Business Research
Volume 16 • Issue 1 • January-March 2020


Copyright©2020,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



47

What Affects the Level of Social 
Networking Site Daily Usage?
An Empirical Analysis of Greek University Students
Ioannis Antoniadis, University of Western Macedonia, Kozani, Greece

 https://orcid.org/0000-0002-5008-2935

Vaggelis Saprikis, University of Western Macedonia, Kozani, Greece

Ioannis Koukoulis, University of Western Macedonia, Kozani, Greece

ABSTRACT

Socialnetworkingsites(SNSs)constituteacrucialtopicofdebateconcerningtheeffectonbusiness
andsociety.Thereasonsforuseandthetimepeoplespendonthemhavealsobeenatopicthathas
beenhighlyresearchedanddiscussedasseveralsocial,psychological,educational,andethicalissues
ariseduetothepropagationofsocialmediaandSNSsinalldemographicgroups,andespeciallyin
youngerpeopleandstudents.Thisarticleaimstoinvestigatethefactorsthataffectthelevelofdaily
usageofSNSsbyuniversitystudents.FourmajorfactorsthataffectSNSsusagewereidentified:
debating,socializing,expression,andentertainmentseeking.Theresultsshowthat twoof them,
namelydebatingandentertainmentseeking,haveasignificanteffectonthelevelofSNSsdailyusage
providingusefulinsightintothewaysthatuniversitystudentsutilizeSNSs.
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1. INTRoDUCTIoN

Socialnetworkingsites(SNSs)hasbecomeanindispensablepartofeverydaylifeinfluencingthe
waypeopleinteract,behave,spendtheirtimeandallocatetheirresources.TheadoptionofSocial
NetworkingSites(SNSs),regardlessofthesocio-demographicgrouptheybelongto,orthecountry
theyarelivingin,hasdisruptedthewayfirmsandorganizationscommunicatewithconsumersoftheir
services,creatingremarkablechallengesformanagersandmarketerstobothprivateandpublicsector
(Tsimonis&Dimitriadis,2014),aspeopletendtospendmoretimeinthe“new”mediacomparedto
traditionalones(Belch&Belch,2014).

Truly enough, the significance of SNSs to business and marketing have been outlined by
numerousstudies(Berthonetal.,2012;Constantinidesetal.,2013;Alvesetal.,2016;Kavoura&
Koziol,2017).WhileFacebookisconsideredtobethemostpopularSNSswithmorethan2.4billion
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usersworldwide(Statista,2019)andalmost5.12millionusersinGreece(NapoleonCat,2019),new
platformslikeInstagramandSnapchathavealsogainedindividuals’attention.Thus,nowadays,SNSs
areconsideredtobeanimportantaspectofoureverydaylife,thatgreatlyinfluencepeoples’wayof
living,theirattitudesandbehavior,andevenmoredailytimespentbyindividualsonthem(Koc&
Gulyagci,2013;Antoniadisetal.,2018).

As a consequence, the time that people spend and the level ofSNSsusagehavedrawn the
attentionofresearchersbothfromasocialandpsychologicalpointofview(Brandtzæg,2010;Brooks,
2015;Kuss&Griffiths,2017).Anumberofstudiesfocusonthepatternsofusage(Hoffmanetal.,
2012;Chen2012;Giannakosetal.,2013;Eltrun,2017;Antoniadisetal.,2018)butnotontheways
thatthesepatternsaffectthelevelofusageandtimepeoplespendonSNSs.Asyoungerpeopleand
especiallyuniversitystudentsarethemainusersofSNSs(NapoleonCat.,2019),itwasonlylogicalthat
theywouldbecometheepicentreofresearchonthatmatter(Pempeketal.,2009;Saxena&Khana,
2013;Antoniadisetal.,2017),andonthereasonswhySNSsgreatlyattractthem.Anotherreason
toexaminethefactorsthataffectthelevelofusageofSNSsbyuniversitystudentsistherecognized
linkagebetweenSNSs’useandtheiracademicperformanceasithasbeenreportedinvariousstudies
(e.g.,Mishra,etal.,2012;Ainin2015;Maqablehetal.,2015;Lau,2017).

SinceSNSsintensityandfrequencyofusagehavebeenidentifiedasimportantfactorsonthe
wayGenerationYinteractswiththeirenvironment,setsitsgoals,norms,identityandexpressesits
emotions(Boltonetal.,2013),investigatingthesefactorscanprovidemeaningfulinsightstoacademics,
practitioners,aswellasregulators.InGreece,however,despitethehighlevelsofpenetrationofSNSs,
littleattentionhasbeenpaidonthefactorsthataffectthefrequencyoftheiruse.Therefore,inthis
paper,thepatternsofSNSsusageareexaminedapplyingatypologydevelopedbyBrandtzægand
Heim(2011).Becauseofthefactthatthemeasurementitemsinterchangeablebetweeneachother,the
frameworkofthestudypertainsreflectivemeasures.Inspecific,theattitudeofuniversitystudentsand
theirimpactonthelevelofSNSsdailyusageareinvestigatedusingasampleofuniversitystudents
intheregionofWesternMacedonia.

Therestofthepaperisstructuredasfollows.Section2reviewstheliteratureontheeffectand
theusageofSNSsingeneralandmorespecificallytouniversitystudents.Section3analysesthe
characteristicsofthesamplesurveyedandthemethodologyused.InSection4theresultsofthedata
analysisarepresentedanddiscussed.Finally,Section5concludesthepaperofferingsuggestionsfor
furtherresearch.

2. LITERATURE REVIEW

TheimportanceofSNSandtheeffecttheyhaveontheirusersandorganizationshavebeenrecognized
fromtheearlystagesoftheirintroductionbynumerousstudies(e.g.,Boyd&Ellison,2007;Hughes,
2010;Kaplan&Haenlein,2010;Hannaetal.,2011;Kietzmanetal.,2011;Alvesetal.,2016).Kwon
andWen(2010)definedSNSas“awebservicewhichisbasedoncertainmeaningfulandvaluable
relationshipsincludingfriendship,kinship,interests,andactivities,whichalsoallowsindividualsto
networkforavarietyofpurposesincludingsharinginformation,buildingandexploringrelationships,
andsoon.”ThemainfeaturesandnatureofSNSsmakeinteractionspossibleamongindividuals
andbrandsororganizations(Berthonetal.,2012),bybuildingandstrengtheningthebondsamong
individualsandcommunities,butalsobetweenindividualsandorganizationsaswell(Kavoura,2014;
Trainor,2012;Vlahvei&Notta,2014;)throughengagementachievedbyinformation,entertainment
andsocialization(Lin&Lu,2011;VanDoornetal.,2011).SNSscan,therefore,beemployedto
realize fundamentalorganizational andmarketinggoals like sales, brandawareness, loyalty, etc.
(Gummerusetal.,2012;Kavoura&Koziol,2017;Tsimonis&Dimitriadis,2014).Thecompletion
ofthesegoals,however,iscloselyrelatedtothereasonsandwaysindividualsuseSNSsandthetime
theyspentonthem.
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