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Abstract. Young people show very high and intensive levels of social networks use. However, users
have different levels of involvement as regards their degree of interactivity in these platforms.
Supported by uses and gratifications theory and applying a factor analysis, the motivations that
explain their participation in several profiles of social networks and differences between those who do
and those who do not comment are analysed. Based on a self-administered survey of 461 young
university students, the main conclusions include the diversity of nuances in the combinations of
reasons that explain participation in different types of profiles on social networks; particularly worth
highlighting are the similarities between profiles of NGOs and those of celebrities. Also of note is the
tendency of users who comment on commercial, political, social and leisure profiles to display
motivations linked to searching for information, being useful, influencing others, interacting and
showing adhesion, depending on the sphere.

Keywords: Social networks; youth, participation; interactivity; motivations.

Motivaciones de los jovenes para la creacion y difusion de contenido en sitios de
redes sociales

Resumen. Los jovenes muestran niveles de usos de redes sociales muy altos e intensivos. Sin
embargo, los usuarios difieren en los niveles de participacion en cuanto a su grado de interactividad
en estas plataformas. Apoyado en la teoria de usos y gratificaciones y aplicando un analisis factorial,
se analizan las motivaciones que explican su participacion en diversos perfiles de redes sociales y las
diferencias entre quienes comentan y quienes no lo hacen. Mediante una encuesta autoadministrada a
461 jovenes universitarios, se concluye la diversidad en las razones que explican la participacion en
tipos diferentes perfiles en redes sociales, destacando las similitudes entre los perfiles de las ONG y
los de las celebridades. También se observa una mayor tendencia de los usuarios que comentan en los
perfiles comerciales, politicos, sociales y de ocio a mostrar motivaciones relacionadas con la
busqueda de informacion, ser Gtiles, influir en los demas, interactuar y mostrar adhesion, segin la
esfera.
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1. Introduction

The exponential growth in use of social media has transformed the communicative
ecosystem and it allows audiences to take on a more active role, not only in the
selection of the messages to which they are exposed but also as content creators
and disseminators. “Prosumers” (Toffler, 1980) become prescribers who are able to
issue ratings and recommendations that have an influence on the behavior of other
users, in competition with traditional media that have been losing credibility
(Edelman, 2017).

In a context of the proliferation of social media, the immediacy and interactivity
of social network sites (SNS) has been viewed as a revolution within the
parameters of communication between individuals and organizations. By enabling
direct contact by users with organizations, social networks facilitate active
participation by individuals in different aspects of public life, thus empowering
them as citizens who influence the reality surrounding them. Such public
participation in social networks focuses on expressing personal opinions and needs,
defending interests and values with the purpose of achieving objectives, and
influencing decision-making by agents and institutions, or simply helping others
(Kim, Jeong & Lee, 2010; Jenkins, 2008).

Against this backdrop, a growing body of research is analysing how social
networks contribute to social, civic and political participation, through the interaction
by users with different political organizations, NGOs, media outlets and other social
agents. Studying internet users’ motivations for contributing in these spaces
corresponds to an interest in encouraging involvement in civic and political
commitment. From the perspective of the enterprise, however, the aim is to
motivate consumers to become involved in more committed activities in order to
strengthen the brand’s online visibility and, thus, brand awareness (De Veirman,
Cauberghe & Hudder, 2016). Based on a wider approach, a plethora of studies
highlight the relational and entertainment-based uses of young people (Garcia-
Jiménez, Lopez de Ayala & Gaona, 2012), as well as the limitation of more
complex uses of Internet and social networks.

By contrast, there is no studies comparing motivations for contributing in
different spheres or dimensions of public life in profiles of social networks. This
study attempts to fill this void and takes a deeper look at the level of participation
by young university students in different spheres linked to facets of their online
lives — political, social, civic, economic or leisure aspects. In addition, it analyses
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and compares the motivations they give for participating on these sites and the
extent to which these motivations are associated with the respondents’ expressed
degree of interactiveness.

2. Theoretical framework
2.1. Levels of participation in social networks

Young people tend to be earlier adopters of digital communications and their use
has been growing in volume, complexity and interactivity (Roberts & Foehr, 2008).
In 2017, 67.6% of Spaniards participated in social networks, reaching 90% among
the younger population aged from 16 to 24 years old and students (INE, 2018).
While the new media are associated with a youth culture that is defined by
participation and production of “user-generated content”, they have different types
of activity and involvement in relation to their degree of interactivity in these
platforms (Brake, 2014; Hargittai, Connell, Klawitter & Litt, 2014; Livingstone &
Helsper, 2007). Users access these prescriptive spaces to keep themselves
informed, to show their adherence or criticism with regard to institutions and other
social actors, and to comment and share contents with their networks of friends and
spaces of commercial firms or other organisations.

A widely established classification in research into the levels of participation in
social networks distinguishes between lurkers and posters. Lurkers have been
described as a silent and passive audience, as users who read social networks
without posting or posting less than the average user. Conversely, posters actively
generate content and facilitate online discussions (Lai & Chen, 2014; Sun, Rau &
Ma, 2014).

Furthermore, Muntinga, Moorman and Smit (2011) have identified various
levels of participation, with different degrees of involvement and commitment:
consuming, contributing and creating. Tsai and Men (2013) also set out a
hierarchical grading of the levels of activity of public commitment that would
cover online consumption of passive messages, active two-way conversation,
participation and recommendation. In any case, a greater degree of involvement in
social networks through more committed and demanding action as regards effort
required, and which is linked to creation of content, is viewed positively by the
authors. De Vries, Peluso, Romani, Leeflang and Marcati (2017) have
demonstrated that a greater degree of commitment, effort and time devoted is
ascribed to creation-related activities (e.g. posting or uploading audiovisual
materia) than to contribution-based activities (e.g. scoring in rankings, following
profiles for brands, commenting on audiovisual content). Meanwhile, Cornelissen,
Karelaia and Soler (2013) consider "liking" to be a low-cost action and are
reluctant to assess these actions as participation.

However, the great enthusiasm generated by the opportunities for interaction
offered by social networks, by contributing to the creation of a conversational
public sphere in which citizens and consumers can express and debate their ideas
or defend their interests, has been disrupted by the real state of affairs. Even though
one element that gives rise to optimism is the confirmation that anonymity and the
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reduction in social signs can foster the desire to contribute to online discussions by
moderating the effect of fear of isolation generated by expressing certain opinions
in public (Ho & McLeod, 2008), the empirical data collected in diverse
geographical spaces and spheres demonstrate the low level of interactivity by users
in social network communities and the almost absolute prevalence of those who
limit themselves to just looking (Men & Tsai, 2013; De Veirman et al., 2016;
Eveland, Morey & Hutchens, 2011; Nielsen, 2006).

2.2. Motivations for participation in social networks

From a psychological basis and a marked individual inclination, the uses and
gratifications theory has provided a suitable theoretical framework for studying the
motivations leading users to participate in social networks. This theoretical
perspective assumes that people are active and selective in their media use and
participate in media due to different goals (Katz & Foulkes, 1962; Sun, Rubin &
Haridakis, 2008). A classic typology of this theory points to four motivations
leading to the individuals' use of media: surveillance, personal identity
construction, social relationships and entertainment (Katz & Gurevitch, 1974).

The research corroborates that one of the main motivations of young people for
“being” on social networks is related to social needs concerning relationships and
identity (Whiting & Williams, 2013; Park, Kee & Valenzuela, 2009; Urista, Dong &
Day, 2009). Other motivations for using social media are entertainment, seeking
information, passing the time, escapism and professional advancement (Chen,
Yang & Tang, 2013; Papacharissi & Mendelson, 2011). Hargittai and Litt (2011)
also found that interest in celebrity and entertainment news is a significant
predictor of Twitter use in particular.

Focusing their attention on content creation on social media, Hunt, Atkin and
Krishnan (2012) found that interpersonal communication, self-expression and
entertainment motives predicted use of interactive features on Facebook among
undergraduates. Ham, Lee and Lee (2014) identified five motivations for creating
social media content, including social-cognition, entertainment, self-expression,
social belonging and communication. In addition, the results of the student survey
by Zhou (2011) show that both social identify and group norms have significant
effects on participation by users.

Other research focuses on psychological variables, differentiating between
intrinsic and extrinsic motivations, and suggests that motivations for participating
can be different depending on the type of community (Lai & Chen, 2014; Malinen,
2015). Thus, although some factors such as enjoyability affect the knowledge-
sharing intentions of both posters and lurkers, posters are more influenced by
intrinsic motivational factors (e.g., enjoyment in helping others and knowledge
self-efficacy, providing others with valuable knowledge) and lurkers are more
affected by extrinsic motivational factors (e.g., reciprocity) (Lai & Chen, 2014).
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In the context of corporate sites on social networks, factors such as social
influence, entertainment, search for information, reward and trust has been
associated with the use of social networks (Azar, Machado, Vacas-de-Carvalho &
Mendes, 2016; Tsai & Menn, 2013; Enginkaya & Yilmaz, 2014). Muntinga et al.
(2011) add empowerment to these personal and social motivations and suggest that
consumers can also use social networks to influence other consumers or the brand
itself. Based on this proposal, De Veirman et al. (2016) explain that the motivations
for the behaviour of the lurkers and posters on Facebook differ, such that although
they both are guided by reasons of social interaction, the former are also motivated
by the need for entertainment and the latter by the need for empowerment.
Additionally, De Vries et al. (2017) state that self-expression is more related to
creating activities, whereas socializing is more related to contributing activities.

In the political and civic sphere, Ancu and Cozma (2009) found the motivations
for accessing MySpace profiles of 2008 primary candidates were the desire for
social interaction, followed by information seeking and entertainment.
Nevertheless, there is a dearth of studies that analyse the motivations of users for
interacting in online political discussions (Yoo, Kim & Gil de Zufiiga, 2017; Lyons
& Sokhey, 2014; Eveland et al., 2011).

Other areas in which the degree of interactivity and the motivations for user
participation have been studied cover the field of education, culture, and medicine
and health (Lutz & Hoffmann, 2017). However, although it is plausible to think
that young people's motivations for participating and contributing vary in different
spheres of their online lives, we found no comparative studies that assess whether
there are common motivations that encourage participation in different profiles
types or whether, by contrast, motivations differ.

3. Objectives and methodology

Applying the uses and gratifications theory, the objective in this exploratory study
is to explore the underlying motivations for participation in the different types of
profiles in social networks. The aim is next to analyse to what extent these
motivations are associated with the tendency to post or not post comments on those
profiles.

The type of participation by users in this study is understood from a broad
perspective that implies sharing and pooling. Different areas of interest regarding
media citizenship, entertainment and the construction and projection of identity have
been selected for the study, in terms of communication studies that include companies
and brands, political parties and trade unions, NGOs, celebrities and influencers.

The data presented in this study are from a survey of university students (18-24
years old) studying for different degrees at Rey Juan Carlos University, a public
university in the Madrid region which has five campuses located in Madrid,
Alcorcon, Mostoles, Fuenlabrada and Aranjuez, as well as online students. The
final sample obtained comprises 461 students, which is deemed suitable for
applying factor analysis. In addition, all the courses are represented, as well as four
branches of knowledge in similar proportions to the actual proportions at the
Univeridad Rey Juan Carlos. The distribution by sex demonstrates a clear bias
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towards an unequal composition of the undergraduate student body at the
university, with 58.8% women in 2015-2016 (Universitas XXI- Academico cited in
Portal de la Transparencia, 2017), and due in addition to them being present in
greater numbers in the classroom when the questionnaire was being completed, the
survey respondents are thus 71.7% women and 28.3% men and the average age is
20 years old.

The instrument used to collect the information was a questionnaire with closed
questions applied in the classroom, which was tested prior to use to ensure it was
understandable and consistent. Participation was voluntary and the fieldwork was
performed during April 2017. The completed questionnaires were filtered upon the
basis of the consistency of the information reported. A database was generated
using the collected information, which was processed using the SPSS Statistics
22.0 statistical package.

Table 1. Sample demographics and characteristics. Source: own Elaboration

Percentage Percentage

Sex Male 28.3 | Time spent on social Diary Weekend
Female 71.7 | networks Less than 2 h 24.1 15.3

Between 2 -3 h 33.9 29.2

Status | Only studying 76.3 Between 3-5h 27.3 28.5
Studying & 23.7 More than 5 h 14.3 26.8
working

Age 18 18.4 | Branches of knowledge Social & legal Sciences 71.0
19 20.0 Enginerring & Architecture 3.7
20 284 Health Sciences 10.8
21 17.6 Arts & Humanities 16.0
22-24 157

Year 1° 34.9
20 38.8
3-40 26.3

3.1. Analysis method

In order to generate a typology of reasons for undergraduate students visiting
different profiles on social networks, an exploratory factor analysis makes it
possible to reduce a set of variables to a lower number of unobserved latent
variables called factors. This statistical method describes variability among
observed correlated variables and creates a model as linear combinations of the
potential factors, thus avoiding redundancies.

Finally, we compare the motivations for participation in different profiles on
social networks, among those who comment and do not comment, to assess
significant differences which would correspond to a similarly sized random
sample, using comparison of means.

3.2. Measures

3.2.1. Motivations for participation in profiles on social networks
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An initial list of items relating to motivations for participating in social networks
profiles was developed using previous research. These items are based on a
typology of motivations regarding brand-related activities in social networks by De
Vries et al. (2017), including entertainment, obtaining information and knowledge,
socializing with peers (others in that study) relating to a sense of belonging,
identification with the group or group norm (Zhou, 2011), self-expression and
remuneration. Furthermore, new categories have been included, as they have been
linked to participation in social networks by different studies: relationships and
interaction (Ham, Lee, & Lee, 2014; Whiting & Williams, 2013); empowerment
(De Veirman et al., 2016), related to participation as Carpentier (2016) understands
the term; and social utility (Lai & Chen, 2014).

Accordingly, we proposed the following classification with thirty-three items
adapted to be applied to different types of profiles.

Entertainment:

- “To pass the time”(v1)

- “To have new experiences” (v2)

- “To entertain myself” (v3)

- “Their content is interesting” (v4)
- “I enjoy reading the contents” (v5)

Information and knowledge seeking:

- “To be up-to-date on the things happening around me” (v6)

- “To know more about the entity/person behind the profile” (v7)
- “To find useful information” (v8)

- “To find out different opinions” (v9)

- “To know the opinions of others about the entity/person” (v10)
- “To find out the latest news” (v11)

Social belongingness, group rules and identification:

- “My friends do it too” (v12)

- “To feel that | am part of a group” (v13)

- “Because | identify with the entity/person behind the profile” (v14)

Relationships and interaction:

- “To meet people who think the way | do” (v15)

- “To swap information with my friends” (v16)

- “To share experiences with others” (v17)

- “To interact with the entity/person behind the profile” (v18)

Self-expression, criticism and adherence:

- “To make my opinions known “ (v19)

- “To demonstrate my dislike or disagreement” (v20)

- “To show complaints or my disagreement with what they do” (v22)

- “To make my experiences known to the entity/person behind the profile” (v22)
- “To show them my support “ (v23)

- “To show them my empathy” (v24)

Remuneration and reward:

- “To get benefits: discounts, promotions, competitions” (v25)

- “To obtain recommendations”(v26)

- “To help me to make decisions about shopping, voting, affiliation, etc.”(v27)
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Empowerment and influencing others:

- “To be able to influence others” (v28)

- “To be able to change things that | do not like” (v29)

- “So they take my ideas and opinions into account” (v30)

Social utility:

- “So that my opinions and experiences can be useful in others “ (v31)

- “So my opinions/experiences are useful to the entity/person behind the
profile” (v32)

- “To be useful to others, contributing recommendations” (v33)

Due to the range of the questionnaire, these items were presented as categorical
variables with the options of yes or no, which can potentially generate more
problems when applying factor analysis. However, the high number of items and
the size of the sample support it being applied.

3.2.2. Participation in profiles on social networks

In general, the authors start from the supposition that participation means an active
personal contribution implying varying degrees of involvement and commitment
(Muntinga et al., 2011). Involvement and commitment are subjective values which
are hard to assess, and therefore there is not a definitive consensus about which
types of activities have to be evaluated as participation in the sphere of social
networks. However, in academic literature it is frequently accepted that users'
contribution to the conversation through comments on other social network profiles
than their own requires greater effort which corresponds to a higher level of
involvement and commitment. As a result, this study analyses if the motivations for
participating in social networks vary depending on whether the users who access
profiles other than their own or those of their relatives and friends, and which refer
to different spheres of their online lives, participate in conversations by
commenting, asking or answering questions.

4. Results
4.1. Motivation for participation in profiles on social networks

The motivations that the survey participants state for their participation in different
types of profiles in social networks were analysed. In order to obtain a typology of
reasons for collegue student participating in each types of profiles, the thirty-three
items referring to this issue in our survey underwent principal components analysis.
This method of extracting principal components factors aims to identify the main
components in which the variation in the data is maximal.

Barlett’s Tests of Sphericity indicate that, for all the types of profiles studied,
the null hypothesis, which indicates the correlation contains only “noise”, can be
rejected. In addition, in all the analyses, the Kaiser-Meyer-Olkin Measure of
Sampling Adequacy is over 0.80, which indicates it is appropriate to apply a factor
analysis to the correlation matrix. However, the volume of variance explained is
not very high in each of the profiles analysed (table 2).



Lépez de Ayala Lopez, M.C.; Paniagua Santamaria, P. Estud. Mensaje Period. 25(2) 2019: 915-933 923

Table 2. Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO), Barlett’s Test of
Sphericity, variance explained of the models, eigenvalues and variance explained of the
factors for the models. Source: own elaboration

, Variance Factors
KMO Baget; s_T_e;st of explained of -
phericity the model Eigenvalues Variance
explained
. Fl408g 41186 250 2:9%
;:r?dmbprg’r‘]';: 850 0.000 59.2% F2 2,159 Eg 1822 10.8% 2‘3122
F31.358 : 6.7% :
Political F15051  FA1155 | 241%  55%
partiesand | .829 0.000 57.8% F22067 F51103 | 98%  53%
trade unions F31681 F61074 | 80%  51%
F15376  F41282 | 244  58%
NGOs 840 0.000 54.8% F21754 F51148 | 80%  52%
F31431 F61070 | 65%  4.9%
F13.761  F41072 | 251%  7.1%
Celebrities | .798 0.000 59.3% F21851  F51011 | 123%  6.7%
F31,195 8.0%
Other F16445  F3L1117 | 322%  56%
influencers | 912 0.000 55.4% F22584  FA1033 | 124%  52%

In order to improve the interpretation of the results, a varimax rotation of the
factors was applied. The items with a very low score in the correlations with the
rest of the variables (under 0.5) were removed from the models. Although in this
study we start with a model of possible factors, our interest in exploring the nature
of the interactions between the original variables in each of the spheres analysed
inclines us to opt for the Kaiser method to extract the factors, thus eigenvalues
lower than one were removed.

Factors from the survey that synthesized the information from the thirty-three
items in each type of profiles and the charges for each items obtained with Varimax
rotation and Kaiser Normalisation are given below.

4.1.1. Companies and brands

Factor 1. Social utility and influence: “To be able to influence others” (.757); “To
be useful to others, contributing recommendations” (.701); “So my
opinions/experiences are useful to the entity/person behind the profile” (.689); “To
make my experiences known to the entity/person behind the profile” (.660); “So
that my opinions and experiences can be useful in others” (.645); and “To be able
to change things that | do not like” (.521).

Factor 2. Self-expression to influence the company: “To show complaints or my
disagreement with what they do” (.766); “So they take my ideas and opinions into
account” (.698); “To demonstrate my dislike or disagreement” (.621); and “To be
able to change things that I do not like” (.510).

Factor 3. Social entertainment: “To pass the time” (.832); “To entertain myself”
(.815); and “My friends do it too” (.610).
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Factor 4. Interaction and adherence: “To interact with the entity/person behind
the profile” (.737); “To know more about the entity/person behind the profile”
(.700); and “To show them my empathy” (.508).

Factor 5. Remuneration and informed decision-making: “To help me to make
decisions about shopping, voting, affiliation, etc.”(.777); “To get benefits:
discounts, promotions, competitions” (.648); and “To find out the latest news”
(.556).

Factor 6. Information seeking: “To find useful information” (.809) and “To find
out different opinions” (.592).

Thirteen of the variables selected were removed from the model because they
had a very low score in the correlations with the rest of the variables (under 0.5).

4.1.2. Political parties and trade unions

Factor 1. Self-expression to social utility and influence: “To show complaints or
my disagreement with what they do” (.798); “To be able to change things that | do
not like” (.762); “To demonstrate my dislike or disagreement” (.721); “So they take
my ideas and opinions into account” (.666); “So that my opinions and experiences
can be useful in others” (.565); and“So my opinions/experiences are useful to the
entity/person behind the profile” (.514).

Factor 2. Information seeking: “To be up-to-date on the things happening
around me” (.725); “To find out the latest news” (.670); “To know more about the
entity/person behind the profile” (.580); and “To find useful information” (.571).

Factor 3. Personal benefits and identification with the group: “To get benefits:
discounts, promotions, competitions” (.770); “To have new experiences” (.588);
and “To feel that | am part of a group” (.567).

Factor 4. Entertainment: “To entertain myself” (.799); “To pass the time”
(.726); and “I enjoy reading the contents” (.559).

Factor 5. Interaction and adherence: “To make my experiences known to the
entity/person behind the profile” (.649); “To show them how empathy” (.635); and
“To interact with the entity/person behind the profile” (.524).

Factor 6. Social belongingness and relationships: “My friends do it too” (.556)
and “To share experiences with others” (537).

After twelve factors had been removed from the model, following the criteria of
selecting scores of over 0.5, 6 factors have been obtained.

4.1.3. NGOs

Factor 1. Exchanging views in order to be useful and empowerment: “To show
complaints or my disagreement with what they do”(.744); “To be able to change
things that | do not like” (.645); “So they take my ideas and opinions into account”
(.634); “To demonstrate my dislike or disagreement” (.604);“To make my opinions
known”(.566); “To be useful to others, contributing recommendations” (.532); and
“To find out different opinions” (.532).

Factor 2.Infotainment: “Their content is interesting” (.672); “To find useful
information” (.630); “To be up-to-date on the things happening around me” (.615);
and “I enjoy reading the contents” (.593).
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Factor 3. Social entertainment: “To entertain myself” (.697); “To pass the time”
(.695); and “My friends do it too” (.691).

Factor 4. Personal benefit: “To have new experiences” (.659); “To get benefits:
discounts, promotions, competitions” (.656); and “To obtain recommendations”
(.547).

Factor 5. Interaction and adherence: “To interact with the entity/person behind
the profile” (.723); “To show them my empathy” (.582); and “To show them my
support” (.521).

Factor 6: Informed decision making (remuneration and information seeking):
“To help me to make decisions about shopping, voting, affiliation,...” (.666) and
“To know the opinions of others about the entity/person” (.549).

In order to be able to achieve an acceptable model, following the adopted
criteria of selecting the items that loaded more than 0.5, it was necessary to
eliminate eleven of the variables of the proposed model.

4.1.4. Celebrities

F1. Infotainment: “To pass the time” (.780); “Entertainment” (760); “To find out
the latest news” (.613); “To be up-to-date on the things happening around me”
(.567); and “I enjoy reading the contents” (.567).

F2. Self-expression related to social utility: “So that my opinions and
experiences can be useful in others” (.847); “To be useful to others, contributing
recommendations” (.739); and “To make my experiences known to the
entity/person behind the profile” (.673).

F3: Interaction and influence (empowerment): “So they take my ideas and
opinions into account” (.677); “To know the opinions of others about the
entity/person” (.644); and “To interact with the entity/person behind the profile”
(.560).

F4: Adherence: “To show them how empathy” (.841) and “To show them my
support” (.581).

F5: Remuneration and reward: “To help me to make decisions about shopping,
voting, affiliation, etc.” (.797) and “To obtain recommendations” (.764).

In this case, eighteen items were removed before the model was reached.

4.1.5. Other influencers

F1. Self-expression to be useful and to get empowerment while feeling integrated
in the group: “So my opinions/experiences are useful to the entity/person behind
the profile” (.776); “To be able to influence others” (754); “So that my opinions
and experiences can be useful in others”(.747); “To make my experiences known
to the entity/person behind the profile” (.726); “To be useful to others, contributing
recommendations” (.709); “To make my opinions known” (.710); “To show
complaints or my disagreement with what they do”(.643); “To demonstrate my
dislike or disagreement” (.585); “To feel that | am part of a group” (.688); and “To
be able to change things that | do not like” (.537).

F2. Information seeking and identification with the entity: “To be up-to-date on
the things happening around me” (.743); “To know more about the entity/person
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behind the profile” (.613); and “Because | identify with the entity/person behind
the profile” (.637).

F3. Entertainment: “To pass the time” (.798) and “To entertain myself” (.832).

F4. Remuneration and reward: “To help me to make decisions about shopping,
voting, affiliation, etc.”(.740) and “To obtain recommendations” (.557).

Of the thirty-three items containing the reasons for participating in the profiles
of other influencers, sixteen were removed because they did not load over 0.5 on
any factor.

4.2. Motivations that encourage participation with comments on the profiles

Finally, a comparison is given below of the motivations that the survey participants
gave for their participation in different profiles, according on whether or not they
comment.

The normality test (the Kolmogorov-Smirnov test for the largest subsamples
and with the Shapiro-Wilk test for those under 50) indicates to us that at least for
each of the subsamples of the pairs analysed p <0.05, and therefore this distribution
is not normal and the Student t-test cannot be applied. Consequently, the Mann-
Whitney nonparametric test was used. The results with the average ranges of the
motivations (factors) for participating in each of the profiles analysed, according to
whether the students comment or not in these accounts, and the significance of the
Mann-Whitney contrast are given in table 3.

Although we find diverse combinations that explain the reasons for
participating in the different types of social network profiles analysed, the
differences between the followers who comment and those who do not comment
are similar for all the profiles analysed. However, particular characteristics for each
of these spheres can also be observed.

In profiles for brands and companies, political parties and trade unions and
other influencers, the motivation of social utility and/or influence (empowerment)
shows significant differences (p<0.05) according to whether users comment or
users do not comment in this spaces, with the former scoring higher. However,
these differences cannot be corroborated in the profiles of NGOs (exchanging
views in order to be useful and empowerment) and in those of celebrities (self-
expression related to social utility). In these latter profiles, by contrast, significant
differences are observed between the two types of users with regard to the
motivation for the interaction, which appears linked to influence in the celebrities'
accounts and to interaction and expressing adherence towards NGOs.

The motivation of searching for information demonstrates significant
differences between those who do and those who do not comment in the case of
political parties and other influencers, whereas this is not so for companies. There
are also significant differences in the search for information as a form of
entertainment (infotainment) which guides participation in profiles of NGOs and
celebrities.

As regards the motivation of seeking remuneration or reward as motivation for
participating in the profiles of celebrities and other influencers, only in the case of
the accounts of political parties and trade unions (in which this motivation is
associated with identification) can it be stated that this motivationencourages
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comments. In addition, expressing adherence only encourages participation through
comments in the profiles of celebrities and in those of NGOs, in the latter
combined with a search for interaction.

The orientation towards entertainment does not show significant differences
between those who comment and those who do not, nor do social belongingness
and relationships encourage this activity in political parties and trade unions’
profiles, nor does the group norm combined with entertainment encourage this
activity in the accounts of companies and brands or NGOs. However, this is the
case when identifying with the group is linked with the search for social utility and
empowerment in the accounts of other influencers or with personal benefits of

those of the political parties.

Table 3. Mean difference in motivations for participating in differents types of profiles according on
whether never or rarely comment or they do it very often or sometimes. RP1= average range for not
commenting RP2= average range for commenting. Mann-Whitney test: asymptotic sign (bilateral)
<0.05 in bold type, which implies that the means are different. Source: own elaboration.

Companies and brands Political parties & NGOs Celebrities . Other
trade unions influencers
F1. Self-

F1. Social utility &
influence

RP1: 173,60/RP2: 221,49
(.003)

F1. Self-expression
(critical) to social
influence and utility
(empowerment)
RP1: 146,27/
RP2:195,15 (%

F1. Exchanging
views in order to be
useful and
empowerment
RP1:125,67/RP2:15
0,11

F2. Self expression
related to social
utility
RP1:193,15/RP2:1
88,04

expression to be
useful and get
empowerment
in the group
RP1=170,68/RP1
=244,714%%

F2. Self-expression
(critical) to get
empowerment on the
company
RP1:178,69/RP2:188,49

F2. Information

F2. Information . . seeking &
F6. Information seeking seeking Eill?ggtg;r}gsgtlg Eéll?;%tg;r}gsgtz identification
RP1:178,31/RP2:190,93 RP1: 147,45/RP2: 3 58'('001)1 ' 14 9'0 (029) ' with the entity
187,77 4% ' : RP1:178,14/RP2
=227,97 (%
F3. Social F3.

F3. Social Entertainment
RP1:176,52/RP2:202,53

F4. Entertainment
RP1:152,72/RP2:154,
73

entertainment
RP1:127,19/RP2:13
1,37

Entertainment
RP1:198,27/RP2:
182,81

F5. Remuneration and
reward
RP1:176,84/RP2:200,49

Factor 6: Informed
decision making
RP1:125,91/RP2:14
7,11

F5. Remuneration
and reward
RP1:193,07/RP2:1
88,32

F4.
Remuneration
and reward
RP1:195,07/RP2:
189,97

F3. Personal benefits
and identification
with the group
RP1=148,67/RP2=18
0,08

F4. Personal
benefits
RP1:124,96/RP2:
158,89

F4. Interaction and
adherence
RP1:176,57/RP2:202,22

F5. Interaction
&adherence
RP1:153,17/RP2:151,
92

F5. Interaction &
adherence
RP1:124,61/RP2:16
3'21(,028)

F4. Adherence
RP1:177,93/RP2:2
40,591°)

F6. Social
belongingness and
relationships
RP1:152,27/RP2:157,
58

F3: Interaction
and influence
(empowerment):
RP1:182,77/RP2:2
23,88°%?)




928 Lépez de Ayala Lopez, M.C.; Paniagua Santamaria, P. Estud. Mensaje Period. 25(2) 2019: 915-933
5. Conclusions and discussion

The considerable growth of use of social networks, especially among young people,
has been met with great optimism by those who have understood that the interactive
potential the medium offers can contribute to greater public participation and
empower citizens. From giving opinions on political issues to expressing suggestions
or complaints in profiles of brands or companies, these actions potentially increase
users' power to influence their environment.

This research is situated within a context of interest in understanding the
motivations that guide young social network users to make use of the opportunities
social networks offer them for participating and interacting with different institutions
and social subjects, sharing opinions or suggestions, and defending their interests in
these collective spaces for interaction. Specifically, the motivations of young
university students for participating in different areas of interest regarding media
citizenship, entertainment and the construction and projection of identity are
compared: companies and brands, political parties and trade unions, NGOs, celebrities
and other influencers.

The results of factor analysis show, firstly, the motivations of being useful or of
influencing others or the entity seem to overlap considerably, with the exception of
participation in celebrities' accounts, where they load on distinct factors and
influence is intertwined with interactivity. One peculiarity of the profiles of
companies and brands is that these variables load on two separate factors according
to whether they aim to influence others or express criticism to the company with
the intention of influencing it.

Focusing attention on the informational motivation, this is experienced as a
form of entertainment, which explains participation in the accounts of celebrities
and NGOs. Searching for the latest news and finding out the opinions of others is
associated with obtaining remuneration and rewards in the profiles of companies
and brands, and in those of NGOs, respectively, which can be interpreted as a
search for information in order to make decisions about purchases or affiliation.

Other noteworthy aspect is the combination of the search for interaction with
the entity and the expression of adherence in the profiles of companies and brands,
political parties and trade unions, and NGOs. However, in celebrities' profiles,
expression of adherence appears as a single factor. In addition, the group norm
appears in conjunction with entertainment as motivation for participating in
profiles of companies and brands and NGOs, identification with the group is linked
to obtaining financial benefits and new experiences in political parties and trade
unions, and with social influence and utility in the case of other influencers. In the
case of the influences, identifying with the entity is associated with the search for
information.

On the other hand, the differences in the motivations stated for participating among
those who often or sometimes comment and those who never or almost never do so
have certain similarities and some particular features according to the sphere
analysed. The search for information, whether combined or not with certain forms of
entertainment (infotainment) or identification, is one of the reasons that differentiate
those who comment from those who do not in all the profiles with the exception of
those of companies and brands. However, entertainment on its own is not associated
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with commenting on any of the profiles analysed. With the exception of the NGOs'
profiles, the surfers' interest in influencing (empowerment) through their comments
encourages participation with comments on all the profiles. This is coherent with the
results obtained by De Veirman, Cauberghe and Hudders (2016), who found the
behaviour of posters in brand communities on Facebook is more motivated by the
search for empowerment, compared with the needs of lurkers who are more guided by
motivations of entertainment.

One peculiarity of our study is that, unlike the intent of influencing others,
expressing criticism in order to influence the organisation does not differentiate
between those who participate by commenting on profiles of companies and brands
on social networks from those who do not. This is one noteworthy aspect as it
indicates that the intention of expressing opinions and experiences to influence others,
more than that of expressing a critical opinion with the aim of changing a reality that
does not satisfy them, fosters participation viacommenting on commercial accounts.
This point is also coherent with the findings of Lai and Chen (2014) who found that,
in online communities, posters are more influenced by intrinsic motivational factors
suchas helping others than lurkers. It could be speculated that this behaviour is
coherent with the generalised institutional distrust that impliesa certain degree of
scepticism about the response by companies to online criticism and complaints,
which leadsusers to guide their efforts (i.e., commenting in the spaces of brands
and companies) towards being useful for other followers. With regard to the
motivations for participating in the rest of the profiles, with the exception of
celebrities' accounts, social utility and social influence seem to go hand in hand,
which can be interpreted as if the possibility of having an impact on reality were
more due to the opportunity of influencing other followers through disseminating
their experiences and opinions than to that of influencing the entity to whom the
profile belongs.

Additionally, identifying with the group, associated with other motivations, also
seems to foster active participation in the conversation.

Focusing now on the characteristics shared by the profiles of NGOs and
celebrities, young people participate in these two profile types motivated by the search
for information as a form of entertainment, and in both cases this motivation also
foster the activity of commenting, something which also occurs with the search for
interaction and adherence, whether combined in a single factor or independently. This
circumstance cannot be verified in the case of profiles of political parties and trade
unions, and companies and brands. Another, aforementioned aspect in which the two
converge, and differ from the rest of the profiles, is that the interest in being of use to
others — associated for the NGOs with expressing criticism towards the owner of the
profile and influencing reality — do not foster the followers' activity of commenting,
asking questions or answering themes.

In short, this study corroborates the idea proposed by Lai and Chen (2014) and
Malinen (2015) that motivations to participate can be different depending on the
type of community. However, the similarities observed between profiles of
celebrities, with regard to the combination of reasons for participating, and those of
NGOs and also other influencers must also be mentioned in this regard. On the one
hand, although it is not surprising that participation in pages for celebrities is
experienced as infotainment, it is remarkable that this happens in the case of NGO
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pages, which suggests that young people identify this activity as being within the
sphere of leisure. On the other hand, celebrities and other influencers share a more
financial motivation linked to obtaining recommendations and making decisions
which more than justify the function of brand ambassadors attributed to them by
companies.

To end, it has been observed that being of use to others or to the entity behind
the profile and searching for information foster the posting of comments on the
social network profiles of the five spheres analysed, but this is not the case for
entertainment when it is not linked to the search for information. Meanwhile,
interest in interacting with the entity behind the profile or expressions of adherence
only foster interactivity through comments on the accounts of NGOs and
celebrities.

This study contributes to explaining the limited interactivity of young university
students on social networks beyond the relational sphere of the group of peers and the
family and cast some light on what type of motivations promote active contribution in
dialogue on social networks beyond these settings.

As regards the limitations of this study, it should be noted that this is an
exploratory study based on a sample made up specifically of young students at
Universidad Rey Juan Carlos. Although it is a varied sample of students as regards
qualifications and field of study, it is not clear how representative this sample is of
the university students in Spain. Even although it is an explicative analysis, it is
necessary to treat the results with caution.
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