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Rare studies have focused on how and why people use social networking sites (SNSs)
utilizing individual-level variables such as self-construals and social/nonsocial moti-
vations. This study proposes that the self-construal construct provides a good
instrument for measuring the relationship between people’s understanding of self
as a predictor of social computing (Facebook use) and satisfaction. A survey was
conducted with students from a large western U.S. university. Results indicate that
interdependent self-construal is associated with social-motivations to use SNS, and
such motivations lead to satisfaction with SNS use. In contrast, independent self-
construal failed to predict SNS use. This finding supports the need to examine the
influence of “cultural self” and “social motivations” when interpreting social media
use behavior. Suggestions for future research are addressed.

1. INTRODUCTION

Human–computer interaction (HCI) studies have engaged the diverse social chal-
lenges posed by social media like Facebook (e.g., overview of the relationship
between HCI and societal issues in Hochheiser & Lazar, 2007). Two major areas
that HCI studies have attempted to investigate are user identity and social needs
issues. Social computing, defined as software systems used for mediating social
relations (Schuler, 1994; Sears, Lazar, Ozok, & Meiselwitz, 2008), has evolved
greatly from the simple use of websites to more complex social media uses
like Facebook and Twitter. The use of social computing for exchanging health
care, education, and task-related information and for communicating with online
friends or strangers is rapidly increasing (Sears et al., 2008). In this context, user
identity becomes more important as globalized social media services call for more
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1078 Kim, Kim, and Nam

academic inquiries from the perspective of culture, identity, motivations, and com-
munication (e.g., Hochheiser & Lazar, 2007; Khaslavsky, 1998; Lampe, Ellison, &
Steinfield, 2008).

Specifically, there is one important question: What drives people to use social
media such as Facebook, MySpace, or Twitter? This question is old as well as
new. If social media use is looked at as a part of media use in general, then clas-
sical theories such as “uses and gratifications” may be the easy answer, as this
approach is one of the most frequently employed frameworks used to understand
diverse media use (Lee, Kim, & Rosen, 2009). However, if social media is framed as
something “new,” then a new model is needed to predict their use. This research
capitalizes on both the “new” and “old” nature of Facebook and its users.

First, scholars have posited that media use is related to users’ sought gratifica-
tion, socioeconomic status, and other social factors (Stefanone & Chang, 2007).
Among these factors, numerous studies have centered on the uses and grat-
ifications approach (Katz, Blumler, & Gurevitch, 1974; Palmgreen, Wenner, &
Rosengren, 1985; Lee et al., 2009), whereas few studies have discussed the influ-
ence of personal identity or the understanding of self. One can easily find that past
media use studies assume a simple logic: People use media for certain “gratifica-
tion” purpose(s) including socialization, surveillance, correlation, as a pastime,
entertainment, and others (Katz et al., 1974; Palmgreen et al., 1985). These vari-
ous purposes may be categorized as social/nonsocial or extrinsic/intrinsic (Shin,
2009). Furthermore, this major trend overlooks the question of what kind of people
are motivated to use a certain medium. Here, “what kind of people” implies the
diverse aspects of self (e.g. personality, self-esteem, or self-construal).

Second, the importance of the self-construal construct in media use research
is not completely dependent on the fact that past studies have investigated the
“self” of users. Rather, self-construal may be crucial in that social mediums being
studied have various self features, including an expression of self using profile
page, connection with “friends” online, and real-time interaction by updated news
of “friends” in the website (Harter, 1999; Valkenburg, Peter, & Schouten, 2006).
In other words, Facebook offers a space for a great deal of self-expression and
simultaneously multilateral interactions.

Third, self-construal is important in that Facebook is a global site whose mem-
bers are from the United States, Europe, Asia, Africa, and many other nations.
Facebook (2009) recently reported that approximately 70% of Facebook users are
located outside of the United States. Users with diverse cultural backgrounds
interact through Facebook and this worldwide connection of users calls for an
analysis of cultural identities. In this context the following questions offer good
examples.

● What do Facebook users who have relatively more buddies (“friends”) than
other members have in common? Do they have stronger “interdependent”
self than others?

● Specifically, does cultural self-identity (self-construal) of users influence the
usage of Facebook? For example, do people with strong interdependent self-
construal use Facebook more than those who have lower interdependent self-
construal?
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Facebook Use and Self-Construals 1079

This study examines existing predictors of social networking site (SNS) use and
satisfaction and presents the self-construal as a new predictor. This introductory
section is followed by a literature review, which first discusses extant predictors
of social media use and then elaborates on the need for self-construal in interpret-
ing social media use. The Method section details the survey process and analytical
tools used for this research. The Results section systematically shows the find-
ings of this study, and the Discussion section interprets the previous section with
theoretical implications regarding social computing. The final section briefs this
research and suggests ideas for future research.

2. LITERATURE REVIEW

Social computing is becoming more prevalent with the emergence of Facebook;
however, extant research has not examined user traits, motivations, use patterns,
and satisfaction sufficiently. First, this section discusses past studies concerning
the use of SNSs and presents diverse theoretical perspectives and their impor-
tance. Next, this section examines the existing literature related to the prediction of
use and satisfaction of SNSs. Finally, we propose a theoretical model for predicting
Facebook use and satisfaction with a series of hypotheses.

2.1. Use of SNSs

According to boyd and Ellison (2007), SNSs are “web-based services that allow
individuals to (1) construct a public or semi-public profile within a bounded
system, (2) articulate a list of other users with whom they share a connection,
and (3) view and traverse their list of connections” (p. 211) within the system.
SNSs have attracted hundreds of millions of users. For example, the majority
of teens (55%) and college students (85%) in the United States regularly visit
SNSs and spend hours keeping in touch with others (Greenhow & Robelia, 2009;
Salaway, Borreson, & Nelson, 2008), and many students use more than one net-
work (Greenhow, Kim, & Robelia, 2008). Thus, this emerging phenomenon has
triggered research on SNS use ranging from disciplines such as communications,
information science, sociology, cultural studies, and computer science. These stud-
ies are both conceptual and empirical in nature (boyd & Ellison, 2007; Greenhow
& Robelia, 2009).

The use of SNSs can provide benefits to users (boyd & Ellison, 2007; Greenhow
& Robelia, 2009; Valenzuela, Park, & Kee, 2009). First, SNSs can help with
personal identity construction and affect users’ self-esteem either positively or
negatively by enabling multiple channels for interpersonal feedback and peer
acceptance (Harter, 1999; Lampe et al., 2008; Valkenburg et al., 2006). For exam-
ple, Barker (2009) reported that people with high positive collective self-esteem
were strongly motivated to communicate with their peer group via SNSs. In the
study, female participants were more likely to report high positive collective
self-esteem, greater overall use, and SNS use to communicate with peers. In con-
trast, those who had negative collective self-esteem used SNS as an alternative
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1080 Kim, Kim, and Nam

to communicating with other group members for social compensation and social
identity gratifications.

In addition, Ellison, Steinfield, and Lampe (2007) denoted that low Facebook
usage was highly associated with users experiencing low self-esteem and life sat-
isfaction. Also, SNSs can help maintain or develop existing offline relationships
or enhance existing relationships (Lampe et al., 2008). Through SNSs, users can
strengthen weak ties, reinforce existing ties and communities, and promote collec-
tive action (Kenski & Stroud, 2006; Shah, Kwak, & Holbert, 2001; Valenzuela et al.,
2009). SNSs can accommodate the informational needs of users by keeping them
constantly updated about their friends.

SNSs can satisfy users’ needs for entertainment, recreation, and education.
As user-generated content has rapidly grown, websites focusing on media sharing,
including Flickr (Photo), Last.FM (Music), and Flixster and YouTube (Video), have
begun implementing SNS features and becoming SNSs themselves. In addition,
Greenhow and Robelia (2009) maintained that students used their SNSs to utilize
social learning functions from an educational perspective. In particular, people
join SNSs due to the need for integration and social interaction. For example,
Facebook enables its users to present themselves in an online profile and accu-
mulate “friends” who are able to interact with them. Facebook users can also join
virtual groups to see what interests they have in common and to learn about each
other’s hobbies, political view, and social status. In addition, SNS members use
social sites to connect with people from their offline communities, such as their
friends and families, so there usually is an overlap between SNS users’ online and
offline networks. However, Subrahmanyam, Reich, Waechter, and Espinoza (2008)
revealed that this overlap was not complete, because the users may be using SNS
selectively to strengthen a part of their offline networks.

2.2. Predictors of Social Networking Sites Use

As revealed in the previous section, scholars are currently studying the “who and
how” of SNS use and “what” affects SNS use. For instance, studies have examined
gender differences in SNS use. Peluchette and Karl (2008) found significant gender
differences regarding the type of information posted. In their study, men were
more likely to place self-promoting and risqué pictures or comments (involving
sex or alcohol) on their profile than women, whereas women were more likely
than men to post romantic or “cute” pictures and/or information.

Hargittai (2008) added other variables such as race, ethnicity, and parental
educational background to test differences in SNS usage by type of sites (e.g.,
Facebook, MySpace, Xanga, and Friendster). In her study, results indicated that
female students were more likely to use MySpace than male students. In addition,
the study found that Hispanic students are significantly less likely to use Facebook
but much more likely than others to use MySpace. Finally, students whose parents
have no high school degree are significantly less likely to be on Facebook than
those who have higher education (Hargittai, 2008).

Studies have explored whether additional psychological predictors can be iden-
tified as motivators for SNS use. Young, Dutta, and Dommety (2009) suggested
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Facebook Use and Self-Construals 1081

that information from publicly available online social networking profiles can
be used to predict people’s motivations for using SNSs. Individuals displaying
a religious affiliation in their profile were more likely to list themselves as sin-
gle than people who did not provide religious information. Christofides, Muise,
and Desmarais (2009) reported that SNS users disclosed more information about
themselves, such as their birthdays and e-mail addresses, on Facebook than were
general website users and were highly likely to post a profile picture, pictures with
friends, and pictures at parties drinking with friends. Also, SNSs facilitate knowl-
edge sharing by reducing the cost of finding information and connecting people
who have related interests (Yang & Chen, 2008).

Other studies have focused on more personal traits to investigate SNS use.
Shim, Lee, and Park (2008) found that “public self-consciousness,” the overt
aspects of self on public display, was positively associated with the frequency
of posting photos, replying to comments of the photos, and scrapping pho-
tos on their SNSs. Orr et al. (2009) supported that “shyness” was positively
correlated with the time spent on Facebook and negatively correlated with
the number of Facebook “friends.” Steinfield, Ellison, and Lampe (2008) sug-
gested that “self-esteem” moderates the relationship between Facebook usage
intensity and bridging social capital because those with lower self-esteem used
Facebook more for the purpose of bridging social capital than higher self-esteem
participants.

In addition, Barker (2009) tested the effects of “group belonging” and “collec-
tive self-esteem” on SNS use. Pelling and White (2009) suggested that high-level
SNS use is influenced by “self-identity” but not so much by “belongingness.”
Wilson, Fornasier, and White (2010) showed that personality traits, such as “open-
ness,” “agreeableness,” and “neuroticism,” and self-esteem factors significantly
predicted both the level of SNS use and addictive tendency. In particular, they
suggest that “extrovert” and “unconscientious” individuals show higher levels of
both SNS use and addictive tendencies.

2.3. Toward a Systematic Prediction Model of SNS Use and Satisfaction

The extant studies just reviewed show that current SNS research lacks a system-
atic approach to SNS use and subsequent results, such as satisfaction. Predictors
from past studies can be classified as those regarding (a) self (sex, ethnicity,
self-esteem, personality, sense of belonging, self-identity) and (b) motivation
(or gratification sought). Dependent variables have centered on “use” behav-
ior including frequency of use, profile length and content, and satisfaction from
SNS use.

Self-trait predictors. This study conceptualizes self-trait variables as
socioeconomic variables and self-descriptive ones. The former is important in that
past studies found both the influence of sex on profile page content (Peluchette &
Karl, 2008), log-in pattern, and number of friends online (Hargittai, 2008; Raacke
& Bonds-Raccke, 2008) and the possibility that culture and ethnicity influence
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1082 Kim, Kim, and Nam

Facebook use (Hargittai, 2008). The latter is in regard to how an individual per-
ceives oneself (self-identity: Pelling & White, 2009), personality (Stefanone &
Chang, 2007; Wilson et al., 2010), and a sense of belonging or belongingness (Ellison
et al., 2007; Valenzuela et al., 2009; Pelling & White, 2009).

This study evaluates self-construals, sex, and ethnicity as predictors. Although
self-construal has been scarcely used to predict media use (Tamam, Wilnot, &
Nizam, 2009), it can provide researchers with information on how media users
perceive and define themselves, how individuals relate themselves to their sur-
roundings and others, and how people respond to culture as a context for their
existence (Kim et al., 1996; Kim, Kim, Aune, Hunter, & Kim, 2001). Markus and
Kitayama (1991) used the terms independent and interdependent to describe peo-
ple who endorse individualist or collectivist cultural values, respectively. They
posited that the two construal types were among the most general and overarch-
ing schema of the individual’s self-system (Kim et al., 1996; Markus & Kitayama,
1991). Due to this overarching characteristic, self-construal completes conven-
tional psychology and major concepts including “locus of control” (Rotter, 1975),
self-monitor (Snyder, 1974), five traits of personality (McCrae & Costa, 1987),
public/private self-consciousness (Fenigstein, 1984), and gender differences in
behavioral tendency (Gilligan, 1982) by providing an indicator of individual’s
understanding of the relationships between self, others, and structure (culture
or society). Markus and Kitayama (1991) suggested that the self-concept overall
is derived not only from cultural self-schemata (self-construals) but from the
complete arrangement of self-schemata, including those that are a product of
gender, race, religion, social class, and the individual’s particular personal his-
tory. Overall, studies report that Western nations have more people with a high
independent self-construal, whereas East Asian people have high interdependent
self-construals (Kim et al., 1996). Of interest, Kim et al. (1996) and Berry and Kim
(1988) reported that an individual with high scores on both individual and inter-
dependent self-construals (a so-called bicultural person) or low scores in both
dimensions (a “marginalized” person).

Past studies reported that self-construals can predict communication behav-
ior including conversational constraints (Kim et al., 1996), verbal communication
(Wittenbaum, 2000), and embarrassability (Singelis & Sharkey, 1995). Tamam et al.
(2009) and Oskam and Hudson (1999) indicated that the association between
self-construals and media use had not been studied, whereas “the use of media
was related to individuals’ identity with their communities and neighbors”
(Tamam et al., 2009, p. 19). In this context, “uses and gratifications” theory (Katz
et al., 1973) argued that Maslow’s (1943) “self-actualization” stage, the highest
level of human motivation, was important for understanding users and their
media use.

Motivations for media use. Uses and gratifications theorists argued that
media users are goal-directed, and thus understanding their motivation is criti-
cal (Katz et al., 1974; Palmgreen et al., 1985). This viewpoint suggests that people
are positive actors who use media for gratifying their needs and motivations

D
o
w
n
l
o
a
d
e
d
 
B
y
:
 
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
 
A
t
:
 
0
7
:
5
6
 
6
 
N
o
v
e
m
b
e
r
 
2
0
1
0



Facebook Use and Self-Construals 1083

(Katz et al., 1974). In connection with previous studies, this study posits that self-
construal may be associated with level and kind of motivation. In this context,
Young et al. (2009) found that profile page demonstrated people’s motivation for
SNS use. Also, Barker (2009) showed that self esteem influenced the intensity of
SNS use motivation.

Papacharissi and Rubin (2000) identified and classified website users’ moti-
vations: entertainment, information, social interaction, self-expression, passing
time, professional advancement, and seeking new trends. Further, Jung, Youn,
and McClung (2007) examined Korean SNS users’ motivations and reported that
entertainment, self-expression, professional advancement, passing time, and com-
munication with family and friends are key elements of motivations. Shin (2009)
classified motivations into (a) intrinsic motivations, which denote a seeking for
benefit from using the systems themselves such as enjoyment and entertainment,
and (b) extrinsic motivations meaning users’ need to interact with external entities
including other users.

In contrast, Shen and Khalifa (2008) argued that motivation’s mediating role
in online community participation should be reexamined in comparison with a
direct effect of perceived communication traits (“social presence”) of a medium.
However, they do not deny that motivation has played a key role in the under-
standing of online community participation (Shen & Khalifa, 2008).

The focus of this article is not limited only to identifying people’s motivations.
Rather, how individual’s self-construals are relevant to motivations and how such
motivations are associated with SNS use and satisfaction.

SNS use. To interpret people’s SNS use in association with self-construals
and motivations, SNS use must be defined properly. Generally, SNS use refers to
how often a person reads or posts messages, pictures, or links. These uses can
be conducted by diverse channels, including cell phones and personal data assis-
tants as well as personal computers. This study suggests four different indices
to understand people’s SNS use. First, total amount of time per week each user
spends using SNS is commonly used (Hargittai, 2008; Pelling & White, 2009). The
second indicator is the average length of time one stays logged in, as one may
remain logged in for a long period to read and write many messages (Raacke &
Bonds-Raacke, 2008). The third indicator is length of profile page used to describe
one’s own identity. Several studies show that people use their profile to demon-
strate their motivation, identity, and self-promoting information (especially men;
Christofides et al., 2009; Peluchette & Karl, 2008; Young et al., 2009). The fourth
indicator is the number of “friends” (buddies) listed on a user’s profile. Other
authors reported that the number of buddies represented the user’s accumulated
social capital, efforts to link offline friends to cyberspace, and an effort to increase
online friends (Orr et al., 2009; Raacke & Bonds-Raacke, 2008; Steinfield et al., 2008;
Subrahmanyam et al., 2008).

Satisfaction. Satisfaction from SNS use is important because it is linked to
psychological well-being (Ellison et al., 2007). Analyzing user’s satisfaction should
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Self-traits Motivations

Independent
self-construal

Interdependent
self-construal

Social
motivation

Non-social
motivation

Use Behaviors

SNS use time

Average stay
time per log-in

Number of
“friends” in SNS

Profile length

Satisfaction
from SNS
use

Satisfaction

FIGURE 1 A theoretical model: Self-Traits, motivations, uses, and satisfaction.
Note. The number of hypotheses suggested is not commensurate with the arrows in the diagram.

encompass the degree to which Facebook fulfills an individual’s social networking
needs (Palmgreen & Rayburn, 1985; Patwardhan, 2004). Satisfaction as a function of
personal well-being may be the ultimate goal for SNS service providers and users.

Theoretical model. Given the previous theoretical examination, this study
suggests regression-based models regarding self-construals, motivation, SNS use,
and satisfaction from SNS use. To examine the effect of nominal variables (ethnic-
ity and gender), this study utilizes analyses of variance (ANOVAs) and T tests. See
Figure 1 for the theoretical model including all hypothesized relationships.

First, the hypothetical relationships between self-construals and motivations
are as follows:

H1: High independent self-construal is positively associated with nonsocial
motivation.

H2: High interdependent self-construal is positively associated with social
motivation.

Here, social motivation refers to the motivation for communication with fam-
ily and friends (Jung et al., 2007). Nonsocial motivation includes entertainment,
self-expression, professional advancement, and passing time. As the focus of this
article is to evaluate the effect of self-construals and relevant motivations, this
categorization is valid.

Second, the hypothetical relationships between sex and ethnicity and other
variables are as follows:

H3: Motivations are significantly influenced by the difference of sex.
H4: SNS uses are significantly influenced by the difference of sex.

Hargittai (2008), Raacke and Bonds-Raacke (2008), Barker (2009), and Peluchette
and Karl (2008) supported the effect of dissimilar genders on SNS use. However,
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the directions of association found in these studies were mixed: Some were pos-
itive, others were negative. Moreover, Stefanone and Chang (2007) negated the
effect of sex on blog use. As gender is nominal variable, this study uses a T test to
evaluate its effect on motivation, use, and satisfaction.

H5: Motivations are significantly influenced by the difference of ethnic
background.

H6a: SNS uses are significantly influenced by the difference of ethnic
background.

H6b: Satisfaction from SNS uses is significantly influenced by the difference of
ethnic background.

Hargittai (2008) found that Asians and Asian Americans spent more time using
Facebook than Hispanics. As a way to compare the results of this study with
Hargittai (2008), this study classified respondent ethnicities into three groups—
(a) Asian and Asian American group, (b) Caucasian group, and (c) all others
including Hawaiians—to investigate potential differences. As ethnicity is a nom-
inal variable, this research uses an ANOVA to examine its effect on motivation,
uses, and satisfaction.

H7: Social motivation is in a proportional relationship with SNS uses including
number of buddies.

H8: Nonsocial motivation including entertainment, enjoyment, and pastime has
a negative relationship with SNS uses.

Subrahmanyam et al. (2008) found that SNS use played a role in reinforc-
ing offline connections by expanding them to online relationships. Also, a recent
PEW study (2009) reported that people who used the Internet and social net-
working service(s) had social networks that were about 20% more diverse than
non-users.

H9: Satisfaction from SNS use may be significantly influenced by SNS use.
H10: Satisfaction from SNS use may be significantly influenced by motivations.

Ellison et al. (2007) reported that social capital components including buddy
size and satisfaction from SNS affiliation network had a positive relationship with
each other. The study also demonstrated that Facebook usage was in a positive
association with users’ self-esteem and life satisfaction.

3. METHOD

3.1. Samples

A total of 170 students from a large western U.S. university participated
in the survey. There were 43.5% male respondents and 55.3% female. Two
respondents (1.4%) did not reveal their sex. Most respondents were 18 to 23
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years old (89.7%). Ethnic composition was Caucasian (22.4%); Asians, includ-
ing Korean, Japanese, Filipino, Vietnamese, Okinawan, and Chinese (44.7%); and
other minorities, including Hawaiian natives, Black, Mixed, Hispanic, Samoan,
Brazilian, and Marshallese (32.9%). In regard to ethnicity, each minority group
(e.g., Black, Samoan) constitutes only a small portion of participants. All par-
ticipants were recoded into three groups: Caucasian (1), Asian (2), and the
others (0).

3.2. Measures

First, Leung and Kim’s (1997) commonly used self-construal measure was used for
this study. This measure is based on Markus and Kitayama (1991)’s conceptualiza-
tion of self-construals. Responses to the 29 items were measured on a 7-point scale,
from 1 (strongly disagree) to 7 (strongly agree). Items include, “I should be judged on
my own merit (independent),” “I feel uncomfortable disagreeing with my group
(interdependent),” “I act as fellow group members prefer I act (interdependent),”
and “Understanding myself is a major goal in my life (independent).” Cronbach’s
alpha reliability coefficients of the scale are .83 (independent) and .73 (interdepen-
dent), which are acceptable compared to past studies such as Kim et al.’s (1996) .74
(independent) and .64 (interdependent).

Second, motivation measures were slightly modified from Jung et al. (2007),
which was used to measure individual SNS motivation to use Cyworld, a Korean
SNS site. As a modification, 21 items were classified into two groups: social moti-
vations and nonsocial motivations, including pastime, enjoyment, and job search
(professional motivation). Items included, “I am using Facebook because it is
entertaining,” “I am using Facebook because it is enjoyable,” “I am using Facebook
because it is the thing to do,” and “I am using Facebook in order to keep in touch
with friends and family.” Reliability coefficients calculated by Cronbach’s alpha
were .81 (social motivations) and .79 (nonsocial motivations).

Third, satisfaction measures were modified from Palmgreen and Rayburn
(1985) and Patwardhan (2004). Items include, “I am satisfied with Facebook’s per-
formance,” “Facebook comes close to my ideal medium for social networking
activities,” and “Facebook does not meet my social networking needs.” Reliability
coefficient (Cronbach’s alpha) was .82.

The survey also asked participants to indicate sex, age, and ethnicity. In addi-
tion, SNS uses were measured by average Facebook usage time per week, “stay
in” time per log-in to Facebook on average, number of buddies in the respondent’s
profile, and profile length calculated by the number of words.

3.3. SEM Path Analysis

The theoretical model in this article was examined using Structural Equation
Modeling (SEM) path analysis with AMOS 7.0 software. Unlike ordinary least
squares regression, SEM path analysis input all variables concurrently. SEM
path analysis is more appropriate with exploratory research like this study than
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ordinary least squares as it is able to evaluate many combinations of independent
and dependent variables efficiently.

4. RESULTS

4.1. Correlation Coefficients

Table 1 provides zero-order correlations among all the variables included in the
SEM path model along with descriptive statistics.

Correlation coefficients showed several trends. First, interdependent self-
construal is positively associated with social motivations (r = .205, p < .01) and
nonsocial motivations (r = .151, p < .05), but the correlation coefficients difference
between the two was not great. Second, social motivations indicated a highly pos-
itive relationship with nonsocial motivations (r = .688, p < .01) and satisfaction
(r = .576, p < .01), whereas nonsocial motivations are in proportion to SNS usage
time (r = .181, p < .05), average usage hours per log-in (r = .154, p < .05), number
of Facebook friends (r = .160, p < .05), and satisfaction from Facebook use (r = .508,
p < .01). This indicates that social motivations, nonsocial motivations, and satis-
faction levels are positively associated among themselves. However, this finding
does not imply that social and nonsocial motivations are homogeneous in nature.
The items used for measuring the two motivations were different. Third, usage
time per week was positively related to nonsocial motivations and remarkably to
profile length (r = .521, p < .01). Number of Facebook buddies (“friends”) had a
proportional relationship with satisfaction (r = .224, p < .01). In addition, satis-
faction was positively related to social motivations (r = .576, p < .01), nonsocial
motivations (r = .508, p < .01), and number of buddies.

4.2. T Test and ANOVA

Table 2 indicates that gender does not influence motivation and SNS usage other
than absolute length of Facebook use per log-in. In other words, the T test failed
to support Hypotheses 3 and 4, with an exception of the effect on average usage
length for each log-in. Female participants’ longer usage was also found by Barker
(2009). Gender influence had no significant effects on satisfaction.

Table 3 shows that there is only limited difference among ethnicities in effect
on motivation, SNS use, and satisfaction. Caucasian respondents (M = 463.03,
SD = 267.16) had significantly more Facebook friends (F = 10.470, p = .000)
than Asians (M = 287.21, SD = 203.16) and the other ethnicities (M = 273.98,
SD = 183.88). Asians heavy reliance on their own SNSs (e.g., Cyworld in Korean
case) and Caucasians higher social motivation (although marginally insignificant;
Table 3) may explain this difference. Also, Asian respondents spend more time
once they log in to Facebook than other groups (M = 1.74, SD = 3.97, F = 3.742,
p = .026), which is congruent with Hargittai (2008). However, other motivation,
SNS use, and satisfaction items did not find significant differences among the three
groups.
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4.3. SEM Path Analysis

Table 1 includes correlation coefficients of all variables other than sex and ethnic-
ity, and as such they are not discussed again in this section. In this model, the
causal flow is unidirectional. Accordingly, it is a recursive model. Minimization
was achieved with seven iterations. Chi-square of this model is 20.034 (p = .273,
df = 17), which shows this model is valid. Many scholars argue that at least
three fit tests should be considered to evaluate a model (e.g., Jaccard & Wan,
1996). The authors of this research decided to use comparative fit index (CFI)
for baseline comparison and root mean square error of approximation (RMSEA)
as a parsimony-adjusted measure from AMOS result, because both measures are
known to be robust to small sample size (Fan, Thompson, & Wang, 1999). The
RMSEA of this model was .032, which is acceptable (criterion = .2 or below).
Also, a CFI of .989 meets acceptance criterion (criterion = .9 or above). These three
indicators demonstrate that the theoretical model of this research is valid.

Table 4 represents standardized and unstandardized regression weights, stan-
dard error, p value, and independent and dependent variables.

Table 4: SEM Path Model: Results

Indepdent Variable Dependent Variable Sig. Std.Error
Std. Reg.

Coefficient
Unstd. Reg.
Coefficient

H1 Independent
Self-Construal
(ISC)

Non-social
Motivation
(Non-Soc Mot)

n.s.

H2 Interdependent
Self-Construal
(IntSC)

Social Motivation
(Soc Mot)

0.021 0.134 0.128 0.309

H7 Social Motivation
(Soc Mot)

Number of
“Friends” in SNS
(Friends)

0.000 1.631 0.335 5.467

Social Motivation
(Soc Mot)

Other three “use”
variables

n.s.

H8 Non-social
Motivation
(Non-Soc Mot)

SNS Use Time (SNS
Time)

0.051 1.248 0.200 2.432

Non-social
Motivation
(Non-Soc Mot)

Other three “use”
variables

n.s.

H9 Profile Length (Prof
Leng)

Satisfaction from
FB Use (Satis)

0.000 0.000 −0.235 −0.001

Other three “use”
variables

Satisfaction from
FB Use (Satis)

n.s.

H10 Social Motivation
(Soc Mot)

Satisfaction from
FB Use (Satis)

0.000 0.014 0.412 0.067

Non-social
Motivation
(Non-Soc Mot)

Satisfaction from
FB Use (Satis)

0.004 0.030 0.235 0.086

Note. FB = Facebook.
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Unstandardized regression coefficients indicated that the positive relationships
between (a) social motivations and satisfaction from SNS (β = .412, p = .000) and
between (b) social motivations and number of Facebook friends (β = .335, p = .000)
had the greatest prediction power among all hypotheses. This result supports the
proposition that popularity of social networking sites are based on users’ social
motivation to use. Also, it confirms the hypothesis that making many “friends”
in SNS is related to motivations to connect with others. Although independent
self-construal (H1) failed to predict nonsocial motivations (β = −.079, B = −0.069,
p = .159, SE = .049), interdependent self-construal (H2) predicted social motiva-
tions (β = .128, B = .309, p = .021, SE = .134). Hypothesis 9 concerns the rela-
tionship between SNS uses and satisfaction, but only the inverse linkage between
profile length and satisfaction level was significant. As its unstandardized regres-
sion weight is −.001, this result may not be taken seriously. Further, the other three
SNS use measures were not significant in predicting satisfaction from SNS use.

Figure 2 demonstrates statistically significant path coefficients with the notation
of hypothesis numbers. Among all hypothetical relationships, H2, H7, H8, H9, and
H10 were partially supported.

Differentiating total, indirect, and direct effects. Tables 5, 6, and 7 indicate
total, direct, and indirect effects of independent variables, respectively.

Tables 6 and 7 show that there is a set-off between direct and indirect effects
in predicting satisfaction from SNS use. For instance, the sum of indirect effects
of nonsocial motivations on satisfaction from SNS use is −.024, whereas its direct
effect is .236. Therefore, the total effect is positive, .211.

The combined effect of interdependent self-construal on satisfaction is posi-
tive (.055), and if compared with that of the independent self-construal (–.017),
its magnitude is much higher in the opposite direction. Also, the combined
effect of interdependent self-construal on social motivations (.128) is dependent
on a direct relationship (.128). In sum, “interdependent self-construal → social
motivations → satisfaction” has been supported with these results. It should be

Self-traits Motivations

Independent
self-construal

Interdependent
self-construal

Social
motivation

H2 H7 H10

H9#

H80

Non-social
motivation

Use Behaviors

SNS use time

Average stay
time per log-in

Number of
“friends” in SNS

Profile length

Satisfaction
from SNS
use

Satisfaction

FIGURE 2 Hypotheses supported (in part or all) in the suggested model.
Note. H9#: Significant, but its direction was opposite to the hypothesized. H80: Near-significant
(p = .051).
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Table 5: Total Effects (Standardized): Default Model

IntSC ISC Non-Soc Mot Soc Mot Prof Leng Hours SNS Time “Friends”

Non-Soc Mot 0.000 −0.079 0.000 0.000 0.000 0.000 0.000 0.000
Soc Mot 0.128 0.000 0.000 0.000 0.000 0.000 0.000 0.000
Prof Leng 0.005 −0.008 0.095 0.041 0.000 0.000 0.000 0.000
Hours −0.005 −0.014 0.181 −0.040 0.000 0.000 0.000 0.000
SNS Time −0.004 −0.016 0.200 −0.029 0.000 0.000 0.000 0.000
“Friends” 0.043 0.006 −0.072 0.335 0.000 0.000 0.000 0.000
Satis 0.055 −0.017 0.211 0.429 −0.236 −0.018 0.036 0.079

Note. ISC = independent self-construal; IntSC = interdependent self-construal; Soc Mot = social
motivation; Non-Soc Mot = nonsocial motivation; SNS Use Time = social networking site time; Hours
= hours per log-in; Friends = number of “friends” in social networking site; Prof Leng = profile length;
Satis = satisfaction from Facebook use.

Table 6: Direct Effects (Standardized): Default Model

IntSC ISC Non-Soc Mot Soc Mot Prof Leng Hours SNS Time “Friends”

Non-Soc Mot 0.000 −0.079 0.000 0.000 0.000 0.000 0.000 0.000
Soc Mot 0.128 0.000 0.000 0.000 0.000 0.000 0.000 0.000
Prof Leng 0.000 0.000 0.095 0.041 0.000 0.000 0.000 0.000
Hours 0.000 0.000 0.181 −0.040 0.000 0.000 0.000 0.000
SNS Time 0.000 0.000 0.200 −0.029 0.000 0.000 0.000 0.000
“Friends” 0.000 0.000 −0.072 0.335 0.000 0.000 0.000 0.000
Satis 0.000 0.000 0.236 0.412 −0.236 −0.018 0.036 0.079

Note. ISC = independent self-construal; IntSC = interdependent self-construal; Soc Mot = social
motivation; Non-Soc Mot = nonsocial motivation; SNS Use Time = social networking site time; Hours
= hours per log-in; Friends = number of “friends” in social networking site; Prof Leng = profile length;
Satis = satisfaction from Facebook use.

Table 7: Indirect Effects (Standardized): Default Model

IntSC ISC Non-Soc Mot Soc Mot Prof Leng Hours SNS Time “Friends”

Non-Soc Mot 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000
Soc Mot 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000
Prof Leng 0.005 −0.008 0.000 0.000 0.000 0.000 0.000 0.000
Hours −0.005 −0.014 0.000 0.000 0.000 0.000 0.000 0.000
SNS Time −0.004 −0.016 0.000 0.000 0.000 0.000 0.000 0.000
“Friends” 0.043 0.006 0.000 0.000 0.000 0.000 0.000 0.000
Satis 0.055 −0.017 −0.024 0.016 0.000 0.000 0.000 0.000

Note. ISC = independent self-construal; IntSC = interdependent self-construal; Soc Mot = social
motivation; Non-Soc Mot = nonsocial motivation; SNS Use Time = social networking site time; Hours
= hours per log-in; Friends = number of “friends” in social networking site; Prof Leng = profile length;
Satis = satisfaction from Facebook use.

noted that causal linkage was significant only in one series of the path although
there were positive correlations among social and nonsocial motivations, and
satisfaction.
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5. DISCUSSION: IMPLICATIONS FOR SOCIAL COMPUTING

5.1. The Effect of Self-Construals

This study reports that those who are highly concerned with relationships with
others and their surroundings (i.e., strong interdependent self-construal) are moti-
vated to enhance their social relationships, and by using SNSs, they are enjoying
greater satisfaction from the use of the medium. On the other hand, there is no
evidence that those who stress their own autonomy and independence (i.e., strong
independent self-construal) have strong nonsocial motivations.

Results show that higher nonsocial motivations may lead to greater time spent
for Facebook use per week. This result is interesting because it shows the possibil-
ity that computing for “social” purposes can explain only a part of an individual’s
motivation to use SNS. As uses and gratification theory suggest, there are still
diverse and valid motivations for SNS use.

Meanwhile, satisfaction from SNS use is not directly related to how people use
it; rather, it is linked to motivation to socialize through SNS. Behind this social
motivation, interdependent self-construal exerts influence.

5.2. Sources of Satisfaction

The result of this study shows a salient linkage pattern: (Interdependent) self-
construals → social motivations to use SNS → and satisfaction from SNS use.
First, although there were significant and positive correlation coefficients between
the two types of motivation and satisfaction from SNS use, the causal path starting
from independent self-construal leading to satisfaction was not supported by this
research. In contrast, the interdependent self-construal showed strong association
with social motivation for SNS use and the motivation was directly linked to the
satisfaction level. SNS use indicators other than profile length failed to support a
causal path to satisfaction.

Extant theories such as uses and gratifications theory argue that people get grat-
ification of their needs through media use (Katz et al., 1973; Palmgreen & Rayburn,
1985). However, what the current research indicated was that people get their
gratification of needs if they have strong interdependent construal with social
motivations to use it. How they use it did not make a significant difference
according to the current research.

Although past studies have discussed the effect of gender on SNS use and sat-
isfaction (e.g. Hargittai, 2008; Peluchetter & Karl, 2008; Raacke & Bonds-Raacke,
2008), this study did not find the same clear support for its effect. Similarly,
Stefanone and Chang (2007) did not find such evidence, either. Only the average
usage hours per log-in of females was found higher than males, which is same as
Barker (2009). Females’ greater connection-orientedness than males (Tannen, 1990)
may justify this difference, but more studies still need to be conducted in order to
better understand this finding, because gender differences may be less influential
in communication in cyberspace than social contexts offline (Yates, 2001). Ethnicity
also indicated only limited impact on Facebook use and satisfaction such as Asians
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longer connection per log-in as Hargittai (2008) demonstrated. Further, although
this study reports, “the shorter your profile is, the higher your satisfaction,” this
result should be reexamined in future research.

5.3. Implication for Social Computing

The findings of this research can help in developing enhanced models for social
computing. First, this study demonstrates that usability can be enhanced by
considering several individual level trait dimensions including self-concept, moti-
vations, use patterns, and satisfaction (Hochheiser & Lazar, 2007; Khaslavsky,
1998; Schuler, 1994). As Facebook users with high interdependent construals are
found to have greater social motivations, a new service for users with high inter-
dependent self-construals that facilitates more social activities is suggested. Also,
as people with nonsocial purposes such as entertainment use SNS more often than
the other group, services that help people enjoy games can be developed. Second,
if one applies the past research finding that East Asians are more interdependent
than Western people to SNS use, a service for Asian people can be designed differ-
ently from one for Western people. For instance, Korean Cyworld service includes
photo and content sharing by the clicking of another person’s profile page. In addi-
tion, it provides easier interface to find people with similar hobbies, from the
same birthplace, or with the same Chinese zodiac sign. Using self-construals for
SNS design may increase cultural sensitivity, so that international users can enjoy
customized service.

6. CONCLUSION AND SUGGESTIONS FOR FUTURE RESEARCH

This study proposed a new index of self-identity, self-construal, as a predictor of
motivation to use SNSs and subsequent satisfaction from it. Largely, a causal link,
“self-traits → motivation → (use of SNS) → satisfaction from SNS use,” has been
supported. People with strong interdependent self-construal have greater motiva-
tions to use SNS, and high motivation level is linked to higher satisfaction level.
However, independent self-construal was found not relevant to motivations of
using SNS, and low motivations may lead to low usage of SNSs. Also, the find-
ings from this research suggest that the enhanced usability of SNS services may be
possible by considering identity traits, motivations, cultural difference, and usage
pattern.

This study presented a new approach for interpreting people’s SNS use and
their underlying motivations. Future research should compare the four cate-
gories of people depending on the intensity of independent/interdependent self-
construals, “independent,” “interdependent,” “bicultural” (both self-construals
high), and “marginal” (both low), in their use of social network media. Also, sub-
sequent studies should compare SNS use internationally by comparing the use of
Cyworld, Facebook, Xanga, MySpace, Twitter, and other similar media. In terms of
sampling, future research may acquire more and diverse participants to elaborate
what was found in the current study.
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Also, habitual media use should be differentiated from intentional media use
in future research. LaRose (2010) pointed out that motivation-based or planning-
based models of media use cannot account for the mechanism behind unconscious
or habitual media use.

REFERENCES

Barker, V. (2009). Older adolescents’ motivations for social network site use: The influ-
ence of gender, group identity, and collective self-esteem. Cyberpsychology & Behavior,
12, 209–213.

Berry, J. W., & Kim, U. (1988). Acculturation and mental health. In P. R. Dasen, J. W.
Berry, & N. Sartorius (Eds.), Health and cross-cultural psychology (pp. 207–236). New York:
Academic Press.

boyd, d. m., & Ellison, N. (2007). Social network sites: Definition, history, and scholarship.
Journal of Computer-Mediated Communication, 13, 210–230.

Christofides, E., Muise, A., & Desmarais, S. (2009). Information disclosure and control
on Facebook: Are they two sides of the same coin or two different processes?
Cyberpsychology & Behavior, 12, 341–345.

Ellison, N. B., Steinfield, C., & Lampe, C. (2007). The benefits of Facebook “friends”: Social
capital and college students’ use of online social network sites. Journal of Computer-
Mediated Communication, 12, 1143–1168.

Facebook. (2009). Facebook statistics. Retrieved from http://www.facebook.com/press/
info.php?statistics

Fan, X., Thompson, B., & Wang, L. (1999). Effects of sample size, estimation method, and
model specification on structural equation modeling fit indexes. Structural Equation
Modeling, 6, 56–83.

Fenigstein, A. (1984). Self-consciousness and the overperception of self as a target. Journal
of Personality and Social Psychology, 47, 860–870.

Gilligan, C. (1982). In a different voice: Psychological theory and women’s development.
Cambridge, MA: Harvard University.

Greenhow, C., Kim, S., & Robelia, B. (2008, March). Examining the intersections of online
social networks, pedagogy, and engagement among low-income students. Paper presented at
the American Educational Research Association, New York, New York.

Greenhow, C., & Robelia, B. (2009). Old communication, new literacies: Social network sites
as social learning resources. Journal of Computer-Mediated Communication, 14, 1130–1161.

Hampton, K. N., Sessions, L., Her, E. J., Rainie, L. (2009). Social Isolation and New
Technologies: How the internet and mobile phones impact Americans’ social networks.
Washington: Pew Internet and Everyday Life Project.

Hargittai, E. (2008). Whose space? Differences among users and non-users of social network
sites. Journal of Computer-Mediated Communication 13, 276–297.

Harter, S. (1999). The construction of the self: A developmental perspective. New York: Guilford
Press.

Hochheiser, H., & Lazar, J. (2007). HCI and societal issues: A framework for engagement.
International Journal of Human-Computer Interaction, 23, 339–374.

Jaccard, J., & Wan, C. K. (1996). LISREL approaches to interaction effects in multiple regression.
Thousand Oaks, CA: Sage.

Jung, T., Youn, H., & McClung, S. (2007). Motivations and self-presentation strategies
on Korean-based “Cyworld” weblog format personal homepages. CyberPsychology &
Behavior, 10(1), 24–31.

D
o
w
n
l
o
a
d
e
d
 
B
y
:
 
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
 
A
t
:
 
0
7
:
5
6
 
6
 
N
o
v
e
m
b
e
r
 
2
0
1
0



Facebook Use and Self-Construals 1097

Katz et al. (1973) and (1974) are all cited in this manuscript. Let me add (1974). Katz, E.,
Blumler, J., Gurevitch, M. (1974). Uses of mass communication by the individual. In Mass
Communication Research: Major Issues and Future Directions, (ed.) W Davidson & F Yu,
pp. 11–35. New York: Praeger.

Katz, E., Blumler, J., & Gurevitch, M. (1973). Uses and gratifications research. The Public
Opinion Quarterly, 37, 509–523.

Kenski, K., & Stroud, N. J. (2006). Connections between Internet use and political efficacy,
knowledge, and participation. Journal of Broadcasting & Electronic Media, 50, 173–192.

Khaslavsky, J. (1998). Integrating culture into interface design. Conference on Human Factors
in Computing Systems - CHI 98, 365–366.

Kim, M. S., Hunter, E., Miyahara, A., Horvath, A-M., Bresnahan, M., & Yoon, H-J. (1996).
Individual-vs. culture-level dimensions of individualism and collectivism: Effects on
preferred conversational styles. Communication Monographs, 63, 29–49.

Kim, M. S., Kim, H. J., Aune, K. S., Hunter, J. E., & Kim, J. S. (2001). The effect of culture and
self-construals on predisposition toward verbal communication. Human Communication
Research, 27, 382–408.

Lampe, C., Ellison, N. B., & Steinfield, C. (2008, November). Changes in use and perception of
Facebook. Paper presented at the CSCW ’08, San Diego, California.

LaRose, R. (2010). The problem of media habits. Communication Theory, 20, 194–222.
Lee, S. J., Kim, J. H., & Rosen, D. (2009). A semantic network and categorical content analysis

of Internet and online media research. Open Communication Journal, 3.
Leung, T., & Kim, M. S. (1997). A revised self-construal scale. Unpublished manuscript,

University of Hawaii at Manoa.
Markus, H. R., & Kitayama, S. (1991). Culture and the self: Implication for cognition,

emotion, and motivation. Psychological Review, 98, 224–253.
Maslow, A. (1943). Preface to motivation theory. Psychosomic Medicine, 5(1), 85–92.
McCrae, R., & Costa, P. (1987). Validation of the five-factor model of personality across

instruments and observers. Journal of Personality and Social Psychology, 52(1), 81–90.
Orr, E., Sisic, M., Ross, C., Simmering, M. G., Arseneault, J. M., & Orr, R. R. (2009). The

influence of shyness on the use of Facebook in an undergraduate sample. Cyberpsychology
& Behavior, 12, 337–340.

Oskam, J.B., & Hudson, J. C. (1999). Media preference and believability among rural
respondents for news and advertising information. The Social Science Journal, 36 (2),
285–298.

Palmgreen, P., & Rayburn, J. D. (1985). An expectancy-value approach to media gratifica-
tions. In K. E. Rosengren, L. A. Wenner, & P. Palmgreen (Eds.), Media gratification research:
Current perspectives (pp. 61–72). Beverly Hills, CA: Sage.

Palmgreen, P., Wenner, L. A., & Rosengren, K. E. (1985). Uses and gratifications research:
Current perspectives. London: Sage.

Papacharissi, Z., & Rubin, A. M. (2000). Predictors of Internet use. Journal of Broadcasting &
Electronic Media, 44, 175–196.

Patwardhan, P. (2004). Exposure, involvement, and satisfaction with online activities:
A cross-national comparison of American and Indian Internet users. Gazette: The
International Journal for Communication Studies, 66, 411–436.

Pelling, E. L., & White, K. M. (2009). The theory of planned behavior applied to
young people’s use of social networking web sites. Cyberpsychology & Behavior, 12,
755–759.

Peluchette, J., & Karl, K. (2008). Social networking profiles: An examination of student atti-
tudes regarding use and appropriateness of content. Cyberpsychology & Behavior, 11(1),
95–97.

D
o
w
n
l
o
a
d
e
d
 
B
y
:
 
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
 
A
t
:
 
0
7
:
5
6
 
6
 
N
o
v
e
m
b
e
r
 
2
0
1
0



1098 Kim, Kim, and Nam

Raacke, J., & Bonds-Raacke, J. (2008). MySpace and Facebook: Applying the uses and grat-
ifications theory to exploring friend-networking sites. Cyberpsychology & Behavior, 11,
169–174.

Rotter, J. B. (1975). Some problems and misconceptions related to the construct of internal
versus external control of reinforcement. Journal of Consulting and Clinical Psychology, 43,
56–67.

Salaway, G., Borreson, J., & Nelson, M. R. (2008). The ECAR Study of Undergraduate Students
and Information Technology 2008: Vol. 8 (Educause Center for Applied Research). Boulder,
CO: Educause.

Schuler, D. (1994). Community networks: Building a new participatory medium. Communi-
cation of the ACM, 37, 38–51.

Sears, A., Lazar, J., Ozok, A., & Meiselwitz, G. (2008). Human-centered computing:
Defining a research agenda. International Journal of Human-Computer Interaction, 24,
2–16.

Shah, D. V., Kwak, N., & Holbert, R. L. (2001). “Connecting” and “disconnecting” with civic
life: Patterns of Internet use and the production of social capital. Political Communication,
18, 141–162.

Shen, K. N., & Khalifa, M. (2008). Exploring multidimensional conceptualization of social
presence in the context of online communities. International Journal of Human-Computer
Interaction, 24, 722–748.

Shim, M., Lee, M. J., & Park, S. H. (2008). Photograph use on social network sites
among South Korean college students: The role of public and private self-consciousness.
Cyberpsychology & Behavior, 11, 489–493.

Shin, D. H. (2009). The evaluation of user experience of the virtual world in relation to
extrinsic and intrinsic motivation. International Journal of Human-Computer Interaction, 25,
530–553.

Singelis, T. M., & Sharkey, W. F. (1995). Culture, self-construal, and embarrassability. Journal
of Cross-Cultural Psychology, 26, 622–644

Snyder, M. (1974). Self-monitoring of expressive behavior. Journal of Personality and Social
Psychology, 30, 526–537.

Stefanone, M., & Chang. (2007). Writing for friends and family: The interpersonal nature of
blogs. Journal of Computer-Mediated Communication, 13, 123–140.

Steinfield, C., Ellison, N. B., & Lampe, C. (2008). Social capital, self-esteem, and use of online
social network sites: A longitudinal analysis. Journal of Applied Developmental Psychology,
29 434–445

Subrahmanyam, K., Reich, S. M., Waechter, N., & Espinoza, G. (2008). Online and offline
social networks: Use of social networking sites by emerging adults. Journal of Applied
Developmental Psychology, 29, 420–433.

Tamam, E., Wilnat, L., Nizam, M. (2009). Self-Construal and exposure to American enter-
tainment and news programs among Malaysian youths. Pertanika Journal of Social
Sciences and Humanities, 17, 17–24.

Tannen, D. (1990). You just don’t understand. New South Wales: Random House Australia.
Valenzuela, S., Park, N., & Kee, K. F. (2009). Is there social capital in a social network site?:

Facebook use and college students’ life satisfaction, trust, and participation. Journal of
Computer-Mediated Communication, 14, 875–901.

Valkenburg, P. M., Peter, J., & Schouten, A. P. (2006). Friend networking sites and their rela-
tionship to adolescents’ well-being and social self-esteem. CyberPsychology & Behavior, 9,
584–590.

Wilson, K., Fornasier, S., & White, K. M. (2010). Psychological predictors of young adults’
use of social networking sites. Cyberpsychology, Behavior, and Social Networking, 13,
173–177.

D
o
w
n
l
o
a
d
e
d
 
B
y
:
 
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
 
A
t
:
 
0
7
:
5
6
 
6
 
N
o
v
e
m
b
e
r
 
2
0
1
0



Facebook Use and Self-Construals 1099

Wittenbaum, G. M. (2000). Relationships between self-construal and verbal promotion.
Communication Research, 27, 704–722.

Yang, S. J. H., & Chen, I. Y. L. (2008). A social network-based system for supporting interac-
tive collaboration in knowledge sharing over peer-to-peer network. International Journal
of Human-Computer Studies, 66, 36–50.

Yates, S. J. (2001). Gender, language and CMC for education. Learning & Instruction, 11(1),
21–34.

Young, S., Dutta, D., & Dommety, G. (2009). Extrapolating psychological insights from
Facebook profiles: A study of religion and relationship status. Cyberpsychology &
Behavior, 12(3), 347–350.

D
o
w
n
l
o
a
d
e
d
 
B
y
:
 
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
[
K
i
m
,
 
J
a
n
g
 
H
y
u
n
]
 
A
t
:
 
0
7
:
5
6
 
6
 
N
o
v
e
m
b
e
r
 
2
0
1
0


