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ABSTRACT

Themainobjectiveofthisresearchistoinvestigateusagebehaviorsofdifferentagegroupsacross
popularsocial-mediaplatformsandshowwhatusagebehaviorismostlyutilizedineachsocialmedia
platform.Asampleof2,883socialmediauserswasusedtorunaseriesoft-teststosupportthe
researchhypotheses.Thefindingsshowthatyoungusers(comparedwitholdusers)aremorelikely
tousesocialmediaplatformsforsocialandpersonalneeds.Inaddition,acrossplatformanalyses
indicatethatusersofWhatsApp(comparedwithSnapchatandInstagram)aremorelikelytouse
theplatformforsociallyintegrativeneeds(e.g.,connectingwithfriendsandfamilyandtalking),
whileInstagramandSnapchatusersaremorelikelytousetheplatformsforaffectiveneeds(e.g.,
entertaining),personallyintegrativeneeds(e.g.,enhancingself-expressionandgettingtoknownew
people),tensionrelease(e.g.,escapingfromboredom),andcognitiveneeds(e.g.,seekinginformation).
Amoredetailedanalysisofagegroupsacrosstheplatformsarefurtherdiscussed.
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INTRodUCTIoN

Socialmediausagehasgrownexponentiallyoverthelastdecade,especiallywiththevastdevelopment
ofmobileapplications.Amongthedifferentsocialmediaplatforms,Facebookistheleaderofsocial
media.OtherpopularsocialmediaapplicationsareSnapchat,Instagram,Twitter,Pinterest,Tumblr,
and Vine, while popular mobile-chat applications include WhatsApp, WeChat, and Facebook
Messenger. There were an estimated 3.46 billion active social media users worldwide in 2019
(Statista,2019).Althoughsocialmediapresenceisdominatingusersdailyactivates,itisespecially
widespreadamongteensandyoungadults.Ithasbecomeanessentialformofcommunicationsfor
youngindividualsandthushasdrawnresearchers’interestsinseveraldisciplinesincludingsocial
psychology,communications,sociology,andmarketing.Bylarge,marketingfieldcoversanincreasing
numberofresearchesandarticlesthathaveaddressedsocialmediaissues(Alalwanetal.,2017).This
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growingstreamofresearchprovidesstrongevidencethatsocialmediaandtheirimplicationsshould
bethecenterofattentionforbothpractitionersandresearchers.

In2020,marketersareexpectingtospendover$102billiononsocialmediaadvertising(Statista,
2020)toengagetheirusersandgetthemtoconverttotheirbrands.Socialmediahasbecomean
essentialpartofmanymarketingcampaignsduetoitsinfluentialeffects.Despitetheimportanceof
socialmediaasacommunicationchannelforbothbusinessandindividualusers,littleisunderstood
abouthowandwhyusersusenewsocialmediaplatformsandhowtheseplatformsaffectusers’lives.
Moreimportantly,mostofthecommunicationmessagesthathavebeendirectedtowardusersare
randomlyplacedonsocialmediaplatformswithverylittleknowledgeaboutusagebehaviors.The
traditionalparadigmofintegratedmarketingcommunications(IMC)suggeststhatmarketersshould
sendaunifiedcustomer-focusedmessageusingdifferentpromotiontoolsinordertointensifythe
messageeffectivenessontargetsegmentsandachieveorganizationalobjectives(BooneandKurtz,
2007).However,thetoolsandstrategiesforcommunicatingwithcustomershavechangedconsiderably
intheeraofsocialmedia(MangoldandFaulds,2009).Giventhedistinctivedesignsandfeaturesof
socialmediaplatforms,onemayarguethat,inthenewparadigmofsocialmediacommunications,
marketersshoulddevelopuniquestrategiesforeachsocialmediaplatforminordertomatchtheusage
behaviorsofplatformusers.

Overall,consumersareturningawayfromthetraditionalmediaanddemandmorecontrolover
theirmediaconsumption(MangoldandFaulds,2009).Theseconsumersusesocialmediatocreate
personalizedprofilesandengagewiththeirfriendsandacquaintanceswithnotimeorspacelimitations.
Themajorityofconsumersdependonsocialmediaapplicationstoshareviews,giveopinions,and
generatecontent(e.g.,information,photos,andvideos)inordertostayincontactwiththeirfriends
andinformedabout trendingnewsorevents(Amichai-HamburgerandVinitzky,2010;Kussand
Griffiths,2011).PastresearchhasdemonstrateddifferentsocialmotivesofInternet-communication
userssuchasuser’sneedtobelongandself-presentation(NadkarniandHofmann,2012).Inaddition,
group identification,collectiveself-esteem,andkeeping in touchwith friendsareother typesof
socialmotivesforacontinuoususerengagementonsocialmedia(FlorosandSimos,2013;Kuss
andGriffiths,2011).Researchershavealsoshownthatsocialmediaisaprosperingenvironment
forconsumerswhohavehigherlevelsofshynessandanxietyinface-to-faceinteractionssinceitis
easiertofulfillsocialneedsonlinethanviaofflinecommunications(Banjaninetal.,2015;Steinfield,
Ellison,andLampe,2008).

For almost a decade, academic researchers and practitioners have given much attention to
consumerparticipationonsocialmedia(Alalwanetal.,2017;KambojandRahman,2017;Zhang
andLuo,2016).Inaddition,theMarketingScienceInstitute(MSI)highlightsresearchers’interestsin
customerparticipationonsocialmedia(MSI,2016).Moststudiesconcerningcustomerparticipation
onsocialmediaaremainlyfocusingontheconceptualizationwithlittleempiricalevidence(Khan,
2017).Theopportunitytostrengtheningtherelationshipwithcustomersusingsocialmediahasseen
asasignificantscholarlywork(Kambojetal.,2017).Marketershaveemphasizedtheirpresence
onsocialmediatocommunicatedirectlywithcustomersandincreasecustomerinvolvementinthe
brand.Therefore,understandingcustomerinvolvementandusagebehaviorsonsocialmediamay
assistacademicresearchersandmarketersdevelopsuitablecommunicationstrategiesuniquetosocial
mediaplatformsinordertoeffectivelytargetcustomers.

Thepresentresearchaimstodescribeusagepatternsinthreemostpopularandunder-researched
socialmediaapplications(i.e.,Snapchat,Instagram,andWhatsApp).Specifically,theresearcherwill
investigatehowsocialmediausagebehaviorsdifferacrossagegroupsandsocialmediaplatforms.
Inaddition,theresearcherwillutilizetheusesandgratificationstheorytoexplainhowsocialmedia
fulfills different needs and wants. Although uses and gratifications theory has been researched
extensively in thecommunications literature, ithas received littleattention in themarketingand
socialmedialiteratures(Kamboj,2020;Phua,Jin,andKim,2017).Infact,someresearchershave
arguedthatthe“questionwhypeopleusedifferentfeaturescannottrulybeexplainedwithoutthe



 

 

13 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/usage-behaviors-on-snapchat-instagram-

and-whatsapp/265183

Related Content

Determinants of Goal-Directed Mobile Ticketing Service Adoption Among

Internet Users: The Case of Taiwan
Shen-Yao Wangand Ting Lie (2010). International Journal of E-Services and Mobile

Applications (pp. 26-46).

www.irma-international.org/article/determinants-goal-directed-mobile-ticketing/38973

Introducing a First Step towards a Holistic Talent Management System

Architecture
Andreas Eckhardt, Sven Laumerand Christian Maier (2011). Developing

Technologies in E-Services, Self-Services, and Mobile Communication: New

Concepts  (pp. 277-296).

www.irma-international.org/chapter/introducing-first-step-towards-holistic/54968

Technical Competitive Intelligence System: An Innovation and Technology

Management Tool
Leonel Cezar Rodrigues (2012). Service Science Research, Strategy and Innovation:

Dynamic Knowledge Management Methods  (pp. 202-226).

www.irma-international.org/chapter/technical-competitive-intelligence-system/61877

Machine Learning for Adaptive Planning
Dimitris Vrakas, Grigorios Tsoumakas, Nick Bassiliakesand Ioannis Vlahavas (2005).

Intelligent Techniques for Planning (pp. 90-120).

www.irma-international.org/chapter/machine-learning-adaptive-planning/24460

Concepts and Dynamics of the Application Service Provider Industry
Dohoon Kim (2010). Electronic Services: Concepts, Methodologies, Tools and

Applications  (pp. 44-49).

www.irma-international.org/chapter/concepts-dynamics-application-service-provider/43940

http://www.igi-global.com/article/usage-behaviors-on-snapchat-instagram-and-whatsapp/265183
http://www.igi-global.com/article/usage-behaviors-on-snapchat-instagram-and-whatsapp/265183
http://www.igi-global.com/article/usage-behaviors-on-snapchat-instagram-and-whatsapp/265183
http://www.irma-international.org/article/determinants-goal-directed-mobile-ticketing/38973
http://www.irma-international.org/chapter/introducing-first-step-towards-holistic/54968
http://www.irma-international.org/chapter/technical-competitive-intelligence-system/61877
http://www.irma-international.org/chapter/machine-learning-adaptive-planning/24460
http://www.irma-international.org/chapter/concepts-dynamics-application-service-provider/43940

