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Abstract 

The objective of this research is to understand the motivation of social network users aged 18-24. 

Based on qualitative research and content analysis, this study proposes to understand their behavior 

and what motivates them to use social networks. Our main finding in this research is a motivation-

based typology of social networks users and their psychological profile. 
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Introduction 

Social networks have grown significantly as users interact more and more. Social networks are 

considered an extremely powerful tool for communicating and managing customer relationships. 

The number of users and amount of content generated through interacting, sharing and publishing 

on social networks have grown considerably in the last few years (Boyd & Ellison, 2008). 

Worldwide, there are over 2.16 billion monthly active Facebook users for Q4 2017 which is a 14 

percent increase year over year. (Statista, 2018). Every 60 seconds on Facebook: 510,000 

comments are posted, 293,000 statuses are updated, and 136,000 photos are uploaded. (The Social 

Skinny, 2017). Twitter has recorded more than 330 million users since its inception in 2006 and 

has more than 1.6 billion searches per day (Statista, 2018). 

For businesses, this offers a huge opportunity to develop customer relationships through marketing 

and communication strategy involving social networks. In marketing, multiple research papers 

have highlighted the role of social networks in developing companies’ business and better 

understanding their environment (Pookulangara and Koesler, 2011; Tsimonis and Dimitriadis, 

2013; Ghazali and Cai, 2014). In brand management, some research has tried to understand the 

role and the impact of social networks on brand perception and how consumers develop their 

opinion about the brand (Reyneke, Pitt and Berthon, 2010, Both and Ann Matic, 2011, Lipsman, 

Mudd, Rich and Bruich 2012, Botha, Farshid, and Pitt, 2011). Other studies have tried to 

understand the role of social networks as a source of innovation and creativity in terms of product 

development and service quality improvement (Ernst Brem, and Voigt, 2013). In the field of 

consumer behavior, research has focused on users’ motivation to use social networks (Kim, Shim 

and Mo Ahn, 2011). These studies have focused on one social network (Facebook, Twitter, 

Linkedin, etc.) at a time while overlooking users’ motivation with a global vision independently 

of the type of social network.   

Our research will focus on social networks users’ motivation. Two main points differentiate this 

research. On the one hand, our research will be conducted among young people between 18 and 
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24 years of age. We choose this age group because it is the biggest group of social network users 

and, at the same time, it is the group with highest time spent on social networks with an average 

of 5 to 6 hours per day (Statista, 2018). On the other hand, our research will not be limited to one 

specific social network but all of them. 

Literature Review 

For many researchers, motivation is an important factor to understand and to explain consumer 

behavior (Deci and Ryan, 1987). Defined as the direction and intensity of the effort to earn a 

recompense (Weinberg and Gould, 1997), motivation is a driving force for an individual to 

perform an action. Two types of motivation can be identified in self-determination theory (Deci & 

Ryan, 1985). Intrinsic motivation, which refers to doing something because it is inherently 

interesting or enjoyable and for the pleasure that can be derived from it (Lee, Cheung and Chen, 

2005). The second type is extrinsic motivation, which refers to doing something because it leads 

to a separable outcome such as obtaining a reward, improving one's performance at work or having 

economic promotions (Davis et al., 1992; Lee, Cheung and Chen, 2005). Most research on 

motivation has shown that the performance obtained and the quality of involvement can be very 

different when we adopt intrinsic or extrinsic motivations.  When we are intrinsically motivated 

we are moved to act for the fun or challenge involved rather than because of external prods, 

pressures, or rewards. In theory, we identify intrinsic motivation between individuals, but in 

another sense, an intrinsic motivation exists between individuals and activities. In fact, people are 

not motivated to do the same activity or to be interested to perform the same tasks. On the other 

hand, when we are extrinsically motivated we seek separable rewards after an activity.    

To conclude, there are two types of motivation that impact individuals’ behavior. Intrinsic 

motivation related to an emotional value to do an activity and extrinsic motivation which is related 

to an instrumental value. Both intrinsic and extrinsic motivation can be applied to the utilitarian-

hedonic model in consumer behavior theory. The model suggests that hedonic behavior is a 

consequence of intrinsic motivation; however, utilitarian behavior is a consequence of extrinsic 

motivation (Heijden, 2004).  The utilitarian-hedonic model suggests that the consumer may adopt 

utilitarian motivation or hedonic motivation based on the nature of the product (Babin, Darden and 

Griffin 1994, Guiltinan and Monore 1980). Consumers with utilitarian motivation follow a rational 

behavior. From the beginning, they have a specific goal and will try to achieve it conscientiously. 

For example, when consumers search for information in the decision making process, they adopt 

utilitarian motivation because the objective is to maximize the usefulness of their decision and 

therefore reduce the associated risk (MacInnis and Jaworski, 1989). Thus, a utilitarian system 

involves goal-oriented behavior characterized by a focus on a specific objective defined in advance 

by the consumer. On the other hand, hedonic motivation aims at seeking stimulation, excitement, 

gratification, pleasure and discovering new feelings (Babin, Darden and Griffin, 1994). The 

hedonic system is characterized by experiential, personal, and subjective behavior (Holbrook and 

Hirschman, 1982).  

 

 

 



 

Social networks and motivation  

Despite the fact that the number of social media users continues to grow to over1.5 billion 

worldwide, research to understand users’ motivation for using social media is still limited. Indeed, 

the little research carried out to date has mainly focused on specific issues. Hsieh, Yang and Fu 

(2012) studied the role of motivation as a variable impacting the switching behavior within 

different social networks. The aim for the authors was to explain the intention to change from one 

network to another, taking into account the cost generated as a moderating variable between the 

antecedent variables that are the relative utility, the effectiveness of the expression and playfulness. 

In information system theory, some research has shown that social networks users with intrinsic 

motivation expect more emotional rewards compared to users with extrinsic motivation (Kim, 

Shim and Mo Ahn, 2011). Regarding the youth population, some research has shown that the 

motivation of high school students to use social networks was mainly to communicate and 

exchange with colleges, friends and family (Lenhart and Madden 2007). This type of motivation 

is supported by the ease of use of social networks (Kim, Shim, & Ahn, 2011). For the authors, 

using social networks is a new manner for people to manage their relationships. 

On the other hand, another motivation of young people is their need to develop their career after 

their studies In fact, social networks for them are a very simple tool to develop their network, to 

search for a job opportunity and to be continuously informed about the job market (Schaefer, 

2008).  Social networks, by their simplicity and their high level of interactivity and socialization, 

has changed the way in which people communicate, exchange, participate and discuss with others 

on a specific forum (Kim, Shim, & Ahn, 2011). For users, social networks are an opportunity to 

express themselves through the creation of their own pages, personalized website, or to create their 

own video channel on social media (Pelling & White, 2009). This activity will bring them 

recognition (Miller, Parsons, & Lifer, 2009), allow them to create and to be a part of a community. 

At the same time, social networks provide an opportunity to "escape" reality, boredom and relieve 

stress by sharing emotions (Kim, Shim, & Ahn, 2011). It is relevant to note that motivations are 

different among women and men. As an example, man looking to meet friends, appreciate the 

interactivity of social networks, while easily identifying with a group. A woman will appreciate 

the relational side of social networks, which will allow her to keep in contact with her close friends 

and family (Barker, 2009) 

Research question  

This research has two main objectives. The first objective is to identify the motivations of young 

people aged 18-24 related to their use of social networks. The second objective is to develop a 

typology of social network user according to their motivations. Therefore, a psychological profile 

of each group will be defined. Thus, we will try to answer the following questions: What are the 

motivations of 18-24 year olds when it comes to using social networks? Are there different types 

of users? In this research, we chose to study 18-24 year olds for many reasons. On the one hand, 

this population is considered the largest users of social networks which represent around 30% of 

total users. Furthermore, they have to spend an average of 4 to 6 hours per day on social networks. 

On the other hand, this age group is part of the Y generation, which represents more than 50% of 

the world's population and therefore forms a future market for companies. For all these reasons, it 

is urgent to study it and understand its behavior. 



 

Methodology 

As our aim is to explore the motivations of social network users aged between 18 and 24. This 

research will be based on a qualitative approach by conducting face-to-face, semi-structured 

interviews. Qualitative research is a relevant approach as it puts emphasis on the depth of the 

analyses which will lead to rich descriptions of participants’ meanings based on in-depth 

interviews (Denzin & Lincoln, 2003). 

Sampling  

In our recruiting process, we chose participants that they are in the 18-24 age group. This type of 

profile is described as the most active social network user, and also has a high motivation to explain 

and share their social network experience (Hargittai and Hsieh, 2010). Our recruitment process 

was done using social networks such as Facebook and LinkedIn. Using our own accounts on those 

two social networks, an announcement was posted asking people having our target profile with a 

high interest to participate to our research. Through our network we received 27 positive answers 

to participate. By the end, 24 face-to-face interviews were conducted include 12 men and 12 

women with an average age of 22 years. After 20 interviews, answers collected became redundant 

and some repetitions were identified. We added four other interviews in order to confirm data 

saturation in line with the standards of qualitative research (McCracken, 1993).  

Data collection  

All interviews were done face-to-face. With each participant an appointment was fixed. A meeting 

room was booked for all interviews. The researcher paid the transportation for all participants and 

a symbolic gift was given. The interviews lasted between 30 and 45 minutes on average and were 

recorded with the consent of the participants. An interview guide was developed to conduct the 

discussion with open-ended questions. The interview guide was structured by theme based on our 

research objectives.  The interview guide was structured by topic of discussion. The motivation 

for the use of social networks was the main theme addressed during the interview. Added to this 

are other themes such as: 

• Usage behavior of social networks (frequency of use, number of hours of use on average, main 

activities, etc.) The objective here is to define different user profiles according to their degree of 

use.  

• Self-image: Each participant in our research has to describe his self-image. i.e. what he or she 

thinks of him/herself. The objective is to analyze if there is a relationship between self-image and 

the motivation. The objective is to identify if the self-image or elf-esteem have an impact on the 

behavior of social network users and on their motivation (Barker, 2009) and the role of the self-

image to facilitate interactions and communication between users (Fergurson, 2017). The results 

will allow us to develop the psychological profile of each group based on their main motivation, 

behavior and self-image.   

• The socio-demographic profile: since the entire sample has almost of the same age, the main 

objective here was to check whether there is a difference in the motivations and the behavior of 

use of the social networks mainly between women and men. A confidentiality letter was signed by 



 

the researcher and a copy was given to the participants in order to guarantee the anonymity of all 

data collected.  

Data analysis  

The data analysis method was carried out through traditional interactive and systematic content 

analysis (Churchill and Wertz, 1985; Clairbrone and Ozanne, 1990). Specifically, data analysis 

consisted in the following stages:  We started by scanning interview transcripts. The objective was 

to develop an initial understanding for the formulation of our research hypothesis through a process 

of induction (Bardin, 1977). A traditional structural analysis of the content was then conducted on 

the basis of all data collected. This analysis give us an initial understanding of the motivations of 

social network users and consequently identify the main dissimilarities. Based on different 

motivations and reasons given by participants we developed a motivation-based typology. 

Following this analysis, the core categories extracted from the literature review such as intrinsic 

and extrinsic motivation or hedonic or utilitarian motivation were compared to the data obtained 

in order to identify if there is a gap between the theory and our analysis.  The second phase of data 

analysis was focused to identify a motivation-based typology of social networks users. The third 

step of our data analysis was focused on developing a psychological profile of each type of social 

network user identified before. This profile included mainly three points: Main motivation, the 

specific behavior and the self-image.  In order to facilitate the explanation of results, we proceeded 

in the tradition of qualitative research by using verbatim statements to illustrate each part of our 

findings (Wolcott, 1990) 

Findings 

Our analysis confirmed, as developed in our literature review, that there were two main 

motivations that push young people to use social networks. The first one is intrinsic motivation 

where people seeking pleasure, discovery and enjoyment when they use social networks. For this 

type of motivation, we can identify one group that they are more interested by creating 

relationships. For them, social networks are a new way to socialize and to exchange with people 

in a virtual manner. Another group of our participants perceive social network as a tool to flee the 

real world. For them, social networks are a manner to discover and to have a good time. The second 

is extrinsic motivation where people look to gain from their activities on social networks such as 

developing their network, find a job, be informed about something, etc.  

Thus, three types of social network users are identified. The first group identified as "social" is 

motivated by developing, maintaining and manage their relationships with friends, family and 

other contacts. They always look to have news from their contacts, exchange with them about 

different subjects such as family, culture, sports, etc. They are very interested in sharing 

information about their situations or the activities they have done or plan to do in the future. For 

them, social networks can be viewed as an important tool for building relationships with new 

friends. One participant confirmed that “Social networks are really an extraordinary invention, it 

allows me to be in touch with my friends and family all the time. It's easy and it allows me to hear 

continuously about what they are doing. Whenever a member goes on vacation, he shares those 

photos, videos and information with us".  For this group, social networks are also a tool to socialize 

in the same way as the off line environment. Another participant confirmed that "I have some 

family members who work in different countries, and despite the distance that separates us, we are 



 

always in contact and we exchange news, everyone knows what the other is doing…as if we were 

together, I would even say that if we were together we will not be close in this way, it's the magic 

of Facebook I think." For this group, social relationships are extremely important and they are 

always looking to maintain their contact as in the real world. Another participant confirmed that 

“Social networks allow me to share news with my family and friends in a different format, such 

as, image, text and video. Personally, I am very close to my sister working in the United States, 

before we had a lot of contact by phone, but since we have Facebook we share everything on the 

network, in fact it is more convenient, it allows me to see what that she is up to, what she does 

through images and videos, it's really cool, exactly the same as we're together. " 

 

Table 1: Psychological profile of the segment « social » 

Main Motivation Manage, interact and exchange with their private relationships  

Behavior 

Exchange private information and share content such as pictures, video, 

music, etc.  

Organize events with friends through social network 

They spend between 3 and 4 hours connected and interact with their friends 

on social networks.  

Self-image They describe themselves as social people, open-minded, optimistic and 

very sensitive 

Social Networks Facebook, Twitter, Instagram.  

 

The second group identified as "Functionalists". Their main motivation is to develop and manage 

professional contacts and career networking. Thus, their objectives are, on the one hand, to 

improve a professional network and to develop their contacts. On the other hand, it is about being 

always active on their own career development by looking for new opportunities through the 

contacts they have developed on the networks. One participant confirm that  "I have a friend who 

managed to get a job through a social network, at first I did not believe much in this solution, but 

since then I'm really starting to get interested. I think social networks offer a new job search 

opportunity in a more interactive way and with new methods such as posting a CV in video form, 

I find it very original. «Another one add that «For me social networks and mainly the professional 

ones are an excellent opportunity to develop my career ambitions. I connect every day on LinkedIn, 

I do not spend a lot of time, but I try to find out about new job offers and manage my network that 

I think one day will be useful in my development careers. We never know how the opportunity 

can arise, that's why I heal every word I put on my profile”. Functionalists take care about their 

image and try to be perceived as professional and efficient. Their interaction on social networks 

are more focus on professional exchange, participate in some discussion and give their opinion 

about some topics such as technology, economy and politics, etc.  

 

 

 

 



 

Table 2: Psychological profile of the segment « functionalists » 

Main Motivation Develop a professional network 

Behavior 

No communication and no exchange about private life.  

Social networks is considered a tool to promote their career and their 

professional image  

They try to be continuously informed about the changes in the job market and 

the career evolution of their network 

They take more time to do any comments or to post any information because 

they are aware that this will reflect their own image 

Average time of connection per day: between 1 and 2 hours 

Self-image Describe themselves as hardworking people, ambitious with a lot of willpower. 

Social network LinkdIn, Viadeo, facebook 

 

The third group is "hedonists". The main motivation of this group is seeking entertainment, fun 

and pleasure. For them, social networks are a way to entertain themselves by sharing information 

in different formats such as images, videos and texts that generally include funny content. It is a 

very active group on social networks as they seek to be the first to share or comment on entertaining 

and fun content. Using social networks and spending time for it is a manner to reduce stress, to 

discover, to have emotional experience, etc. One participant confirmed that “I am continuously 

connected. For me it is very important to be in touch with my friends all the time. Nowadays it is 

very difficult to find time to see my friends and to share some fun moments. Social networks 

reduce a lot my frustration, because it is another manner for me to interact with my friends and my 

family. It is very easy to share information and to have a nice moment, even it is virtual, but it is 

better than nothing. It doesn’t replace the real world but it is for me a good way to be continuously 

in touch.” Another participant confirmed: "It is really a good way to reduce the stress after a 

workday. For me it is like another world in parallel, when I connect I am always excited to find a 

funny publication and humoristic video or image, etc.” For this segment, social networks are also 

a new manner to help them to make a decision before buying something. Their interactions with 

their friends and share opinion about their own experience help them to make the good decision.  

Table 3: Psychological profile of the segment « hedonists» 

Main Motivation Seeking entertainment, fun, discovering and pleasure 

Behavior 

They exchange and communicate on entertaining and fun multimedia content. 

They are very active users and try to be the first to comment on others' 

publications and share them. 

Connecting to social networks for them is a way to reduce stress, to discover 

and create emotional experience with others 

The average connection time for this group is 3 to 4 hours per day. 

Self-Image They perceive themselves as a sociable people, dynamic and very important in 

their social networks. 

Social Networks Facebook, Twitter, digg 

 



 

This research gives us an in-depth understanding regarding the motivations of the 18-24 year old 

segment and their behavior on social networks. Our analysis identifies three groups of users with 

the same demographic profile but with different behaviors in terms of social networks use. The 

first one is the social cluster, they are motivated by staying in contact and maintaining their 

relationships with their friends and family. The second one is the hedonists’ cluster who are mainly 

motivated by entertainment and delight. These two groups have an intrinsic motivation with an 

experiential behavior. Both clusters are seeking emotional sensations and discovery. Through their 

interaction they try to explore new experiences and adventures. They are in search of 

entertainment, fantasy, arousal, sensory stimulation, and enjoyment, fun and pleasure through 

social networks. On the other hand, the functionalists are mainly motivated by professional 

objectives such as the development of their careers and their networks. This cluster has an extrinsic 

motivation which supposes that they have a utilitarian behavior when they use social networks. 

They are seeking to develop their networks and their professional contacts. Users are concerned 

with their career development and their professional image in an efficient and timely manner to 

achieve their goals with a minimum of irritation. The results obtained in our research are perfectly 

in line with many other researchers (Hoffman and Novak's; 1996; Hirschman and Holbrook, 1982; 

Sherry, McGrath and Levy, 1993). Indeed, the authors evoke an experiential behavior and a 

behavior directed towards a goal. The first is driven by a hedonic and exploratory motivation, 

while the second is driven by a utilitarian motivation. 

Conclusions, limitations and further research   

Social networks provide young people with the opportunity to identify within group members who 

look and act similarly to each other.  In our research, three main groups of social networks users 

based on their motivation are identified, social, functionalist and hedonic groups.  This typology 

gives us a better understanding of their motivation and their behaviors with regard to social 

network use. The majority of the participants in our research show a real attachment to social 

networks with a high level and frequency of use, which can be considered a business opportunity 

for many companies. Indeed, this population is a strategic target for marketing actions and 

therefore building strong relationships and developing positive attitudes toward the brand is 

important. Identifying how this market segment interacts with the social networks and how they 

describe themselves it can be a good opportunity for many companies to develop a very efficient 

customer acquisition strategy and to better manager customer relationships.   

The focus of this research is to understand young people’s motivation and their post-adoption 

behavior with regard to social network use. Many limits can be identified in our research. Firstly, 

our concept of psychological profile is limited with three main variables such as motivation, 

behavior and self-image. This profile do not take in consideration other psychological variables 

such as perception, involvement or attitude. As an example, the role of perceived risk as a source 

of resistance to innovation or new product adoption and the risk related to the use of social 

networks such as personal image and reputation were not studied in this research. On the other 

hand, this research did not take into account the impact of the atmosphere variables such as the 

ease of use, the ergonomic, the design and the structure of the social network website on the users’ 

behavior (Donthu, 2001; Tam Tsui Wa, 2001; Koufaris, 2002; Roy, Montoya-Weiss, Voss and 

Grewal 2003). As defined in our methodology this research focused on the young adults from 18 

to 24 years old. Our sample is from the same geographical region (Switzerland and France) and 

the results obtained cannot be generalized for the whole population of 18-24 years old and our 



 

results implications were limited. This is can be explained with the difference in the culture and 

social environment between many regions in the world and consequently between this segment of 

the population.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

References 

Babin, B., Darden, W., & M, G. (1994). Work and/or fun: Measuring hedonic and utilitarian Shopping Value. 

Journal of Consumer Research, 20(2), 644-656. 

Bardin, L. (1977). L’analyse de contenu. Presses Universitaires de France. 

Barker, V. (2009). Older adolescents' motivations for social network site use: The influence of gender, group 

identity, and collective self-esteem. San Diego: School of Journalism and Media Studies, San Diego State 

University. 

Booth, N., & Ann Matic, J. (2011). Mapping and leveraging influencers in social media to shape corporate brand 

perceptions. Corporate Communications: An International Journal, 16(3), 184-191. 

Botha, E., M, F., & L., P. (2011). How sociable? An exploratory study of university brand visibility in social media. 

South African Journal of Business Management, 42(2), 43-51. . 

Boyd, D., & Ellison, N. (2008). Social Network Sites: Definition, History, and Scholarship. Journal of Computer-

Mediated Communication, 13, 210-230. 

Churchill, S. D., & Wertz, F. J. (1985). An Introduction to Phenomenology for Consumer Research: Historical, 

Conceptual and Methodological Foundations. Advances in Consumer Research, 12, 550-554. 

Clairbone, A., & Ozanne, J.-L. (1990). The meaning of Custom-Made Homes: Home As a Metaphor For Living. 

Advances in Consumer Research, 17, 367-374. 

Davis, F., Bagozzi, R., & P.R., W. (1992). Extrinsic and intrinsic motivation to use computers in the workplace. 

Journal of Applied Social Psychology, 22(14), 1111–1132. 

Deci, E. L., & Ryan, R. M. (1985). Intrinsic motivation and self-determination in human behavior. New York: 

Plenum. 

Deci, E. L., & Ryan, R. M. (1987). The support of autonomy and the control of behavior. Journal of Personality and 

Social Psychology, 53(6), 1024-1037. 

Denzin, N. K., & Lincoln, Y. S. (2003). Introduction: The discipline and practice of qualitative research. In C. Sage. 

(Ed.). Thousand Oaks: Denzin & Y. S. Lincoln (Eds.), (2nd ed.). 

Denzin, N. K.–4. (n.d.). Thousand Oaks. 

Donthu, N. (2001). Does Your Web Site Measure Up? Marketing Management, 10(4), 29 – 33. 

Ernst, M., Brem, A., & Voigt, K. I. (2013). Innovation Management, Lead-Users, and Social Media,. In Introduction 

of a Conceptual Framework for Integrating Social Media Tools in Lead-User Management. Social Media in 

Strategic Management Advanced Series in Man. 

Fergurson, J. R. (2017). Journal of Managerial Issues. Self-Image Congruence: An Empirical Look at Consumer 

Behavior inm Door-to-Door Sales!, XXIX(3), 262-277. 

Ghazali, R. M., & Cai, L. (2014). Social Media Sites in Destination Image Formation. Tourism Social Science 

Series, 18, 73–86. 

Guiltinan, J., & Monroe, K. (1980). Identifying and analyzing consumer shopping strategy,. Advances in Consumer 

Research, 25, 372- 378. 

Hargittai, E., & Hsieh, Y. L. (2010). Predictors and consequences of differentiated practices on social network sites. 

Information, Communication, & Society, 13(4), 515–536. 

Heijden, D. (2004). User Acceptance of Hedonic Information Systems. Management Information Systems 

Quarterly, 28(4), 695-704. 

Hoffman, D., & Novak, T. (1996). Marketing in hypermedia computer-mediated environments: Concepts 

foundations. Journal of Marketing, 60(3), 50 – 68. 

Hoffman, D., Novak, T., & Chatterjee, P. (1997). Commercial Scenarios for the Web: Opportunities and Challenges. 

In R. K. in Readings in Electronic Commerce (Ed.). (Addison-Wesley, Reading). 

Holbrook, M., & Hirschman, E. (1982). The Experiential aspects of Consumption: Consumer fantasies, feelings and 

fun. Journal of Consumer research, 9(2), 132 – 140. 

Hsieh, C., K., Y., & K.J, F. (2012). Motivational Bases and Emotional Labor: Assessing the Impact of Public 

Service Motivation,. Public Administration Review, 72(2), 241–251. 

Kim, J., Shim, J., & Mo, A. K. (2011). Social Networking Service: Motivation, Pleasure, and Behavioral Intention to 

Use. Journal of Computer Information Systems, 51(4), 92-101. 

Koufaris, M. (2002). Appling the technology acceptance model and flow theory to online consumer behavior. 

Information Systems Research, 13(2), 205 – 223. 

Lee, M. K., Cheung, C. M., & Chen, Z. (2005). Acceptance of internet-based learning medium: the role of extrinsic 

and intrinsic motivation. Information & Management, 42(8), 1095-1104. 



 

Lenhart, A., & Madden, M. (2007). Social Networking Websites and Teens, Pew Research Center. Retrieved from 

http://www.pewinternet.org/2007/01/07/social-networking-websites-and-teens/. 

Lipsman, A., Mudd, G., M., R., & Bruich, S. (2012). The Power of “like”: How Brands Reach (and Influence) Fans 

through Social-Media Marketing. Journal of Advertising Research, 52(1), 40-52. 

MacInnis, D., Jaworski, B., & J Mark. (1989, October). Information processing from advertisements: Toward an 

integrative framework. Journal of Marketing, 53, 1–23. 

McCracken, G. (1993). The Value of the Brand: An Anthropological Perspective in Brand Equity and Advertising. 

(D. A. (eds.), Ed.) Hillsdale, NJ: Lawrence. 

Miller, R., Parsons, K., & Lifer, D. (2009). Students and social networking sites: the posting paradox. Behaviour & 

Information Technology Journal, 377-382. 

Montoya-Weiss, M. M., Glenn, B. V., & Dhruv, G. (2003). Determinants of Online Channel Use and Overall 

Satisfaction with a Relational Multichannel Service Provider. Journal of the Academy of Marketing 

Science, 31(4), 448-458. 

Noyes, D. (2018). The Top 20 Valuable Facebook Statistics. The Social Skinny . Retrieved from 

https://zephoria.com/top-15-valuable-facebook-statistics/ 

Pelling, E., & White, K. (2009). The theory of planned behavior applied to young people's use of social networking 

Web sites. Cyberpsychology & Behavior, 12(6), 755-9. . 

Pookulangara, S., & Koesler, K. (2011). Cultural influence on consumers’ usage of social networks and its’ impact 

on online purchase intentions. Journal of Retailing and Consumer Services, 18, 348–354. 

Reyneke, M., Pitt, L., & Berthon, P. R. (2010). Luxury wine brand visibility in social media: an exploratory study. 

International Journal of Wine Business Research, 23(1), 21-35. 

Roy, M., Dewit, O., & Aubert, B. (2001). The impact of interface usability on trust in the web retailers. Electronic 

Networking Applications and Policy, 11(5), 388 – 398. 

Schaefer, C. (2008). Motivations and Usage Patterns on Social Network Sites,. ECIS 2008 Proceedings, (p. Paper 

143). Retrieved from http://aisel.aisnet.org/ecis2008/143 

Schiffman, L. G., & Kanuk, .. (2007). Consumer Behavior (9ème édition ed.). Pearson education. 

Sherry, J., McGrath, M., & Levy, S. (1993). The Dark Side of the Gift,. Journal of Business Research, 28, 225-244. 

Statista. (2018). Active social network and active app users, Worldwide; GlobalWebIndex; 3rd quarter 2014; 16-64 

years. Retrieved from https://www.statista.com/statistics/274829/age-distribution-of-active-social-media-

users-worldwide-by-platform/ 

Statista. (2018). Number of monthly active Facebook users worldwide as of 4th quarter 2017 (in millions). Retrieved 

from https://www.statista.com/statistics/264810/number-of-monthly-active-facebook-users-worldwide/ 

Steuer, J. (1992). Defining virtual Reality: Dimensions Determining Telepresence. Journal of Communication, 5(5), 

21 – 39. 

Tam Tsui Wa, C. (2001). An integrated online customer loyalty model. The Honk Kong Polytechnic University, 

Department of Business Studies, , Hung Hom, Kolwoon, Honk Kong. . Retrieved from 

[http://www.sba.muohio.edu/abas/2003/Brussels/tam¬_pb-6310christinetam.pdf]. 

Tsimonis, G., & Dimitriadis, S. (2013). Brand strategies in social media. Marketing Intelligence & Planning, 32(3), 

328-344. 

Vanden, B., Bruce, G., M., L., Quilliam, E., & T., H. (2001). The multidimensional nature and brand impact of user-

generated ad parodies in social media. International Journal of Advertising, 30(1), 103-131. 

Weinberg, R., & Gould, D. (1997). Psychologie du sport et de l’activité physique. (É. Vigot., Ed.) Paris. 

Wolcott, H. (1990). Writing Up Qualitative Research (20). (A. S. Paper., Ed.) Qualitative Research Methods Series. 

 

 

 

 

 

 




