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Abstract

By the help of rapid developments in technology and new trends in social media platform,
consumers’ behavior on digital platform has started to change. Users adopted a wide range
of digital technologies into their communication. It remains unclear why they adopt multiple
forms of social media instead of traditional media. In this context, the main purpose of this
study investigates factors that affect university students and academicians being on social
media, by the context of uses and gratification theory. In this context, data were collected
from 345 university students and 87 academicians, by the technique of “easy sampling
method“. Data management and analysis is performed by using SPSS 20.0 program. Results
indicate that among the factors affecting the social media usage of the university students,
there are differences between the genders in terms of the dimensions of socialization and
obtaining information. In detail, the female participants are more satisfied than the female
participants according to socializing and it is the vice versa for obtaining information. For
academicians, there is a significant difference in terms of entertainment and information
seeking dimensions, with the male participants having a higher average than the female
participants.
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0z

Teknolojideki hizli gelismeler ve sosyal medya platformundaki yeni trendlerin
yardimiyla, tiiketicilerin dijital platformdaki davranislari degismeye basladi. Kullanicilar
iletisim kurmada ¢ok c¢esitli dijital teknolojileri benimsemektedirler. Ancak bireylerin
geleneksel medya yerine neden cesitli sosyal medya araglarini benimsedikleri konusu
belirsizligini hala korumaktadir. Bu calismanin temel amaci tiniversite 6grencilerinin ve
akademisyenlerin sosyal medya araglarinin kullanim nedenlerine etki eden faktorleri,
kullanimlar ve doyumlar teorisine dayali olarak ortaya ¢ikarmaktir. Bu baglamda,
kolayda 6rneklem yontemi ile 345 iiniversite 6grencisi ve 87 akademisyenden toplanan
anket formlar1 SPSS 20 programi aracilifiyla analiz edilmistir. Ogrencilerin sosyal
medya ve kullanimlarini etkileyen faktorlerden sosyallesme (Kadin katilimcilar erkek
katilimcilara gore daha fazla doyum elde etmektedir) ve bilgi saglama (Erkek katilimcilar
kadin katilimcilara gore daha fazla doyum elde etmektedir) boyutlar: cinsiyete gore
farklilasirken, akademisyenlerde ise eglence ve bilgi arama boyutlar1 i¢in anlamh
farkliik oldugu, katilimcilardan erkeklerin kadinlara gore daha yiliksek ortalamaya
sahip oldugu ortaya ¢ikmistir.

Anahtar Kelimeler: Kullanimlar Ve Doyumlar, Sosyal Medya, Universite Ogrencileri ve
Akademisyenler.
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1. Introduction

Over the last decade, the social media has become one of the most popular vehicles
facilitating a variety of communication and information-sharing tasks worldwide.
Its growing popularity as a new medium of communication has resulted changes
in the use of traditional media (Dimmick et al.,, 2004; Dunne and Lawlor, 2010).
People are turning away from traditional media such as TV, radio, or magazines
and are increasingly using social media to search for information (Mangold and
Faulds, 2009). Due to the increasing popularity of social media user, personal
social interaction with friends, family and professional contacts has transformed
itself from the offline realm into an online entity. (Gallion, 2014) Therefore, active
users of social media present themselves, develop and maintain relationships with
others (Ellison et al., 2007) Facebook, Instagram, Youtube, Twitter and LinkedIn are
successful examples. (Hanson and Haridakis, 2008; Johnson and Yang, 2009; Chen,
2011; Nadkarni and Hofmann, 2012; Florenthal, 2015; Ozelturkay and Yarimoglu,
2017) For example, Facebook report that there are over 2,07 billion monthly active
Facebook users for Q3 2017 which is a 16 percent increase year over year (Statista.
com, 2018a; Zephoria.com, 2018). And Instagram had reached 800 million monthly
active users in September 2017, up from 600 million in December 2016 (Statista.
com, 2018b). The data shows that social media is increasingly becoming a focal topic
in the communication arena. The growing popularity of the using social media as a
new medium of communication has resulted in changes in people’s daily lives, as
well as in their use of traditional media. An example of such changes lies in the way
people obtain news. (Dimmick et al., 2004).

2. Background: Uses and Gratification Theory

We will now define uses and gratification theory and discuss its relevant to social
media. Then, we will examine previous studies which are investigated in Turkey and
in the rest of the World.

2.1. The Uses and Gratification Theory

Uses and gratifications research was developed based on social and psychological
origins of needs which generate expectations of the media. The theory explains that
people have differential patterns of media exposure resulting in need gratifications
Uses and gratifications focus on individual choices. People choose among available
communication or functional alternatives. They make their choices based on their
wants, interests, and expectations. These choices affect the process and outcomes
of communication. (Katz et al., 1974) To understand communication process and
outcomes, we need to understand people’s background motives, and involvement
(Rosengren, 1974). In particular, people are variably motivated and involved when
they communicate.

2.2. Uses and Gratifications Theory and Social Media

Uses and gratifications theory is relevant to social media, because of its origins in the
communications literature. Social media is a communication mechanism that allows
users to communicate with thousands, and perhaps billions of individuals all over
the World (Williams et al., 2012).

A basic assumption of the uses and gratification theory is that people are actively
involved in social media usage and interact highly with the communication media by
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building profile groupings of related uses and theoretically associated gratifications
(Luo, 2002). Social media is published, created and shared by individuals on the
internet such as blogs, images, and videos and more (Chung and Austria, 2010).
Current examples of social media platforms include social networking sites like
Facebook, photo sharing sites like Instagram, business networking sites like
Linkedin, video sharing sites like YouTube, micro blogging sites like Twitter, and
numerous others (Whiting and Williams, 2013).

The social network profile is the focal point of one’s social networking existence.
Each profile page is unique to the owner, each member is encouraged to upload
their personal photographs and share range of personal information such as
where they work or where they go to school and details about their personal tastes
such as favorite places to eat, favorite book etc.. (Boyd, 2007) Friends also play
a fundamental role in the composition of social networking sites. Profiles offer a
facility for communication and interaction between users, usually in the form of a
comment section (Lawlor and Rowley, 2010).

What motivates them to start using social media and why they continue to use them?
Mass communication researchers are using the uses and gratifications theory to
provide an explanation as to why users find this new form of media to be so enticing.
The theory describes why people use a particular medium and what functions the
medium serves for them (Karimi et al., 2014).

2.3. Cross Country Uses and Gratification Theory Research

Because of the high development in digital platforms, there has been an increasing
interest in social media. Therefore, in the new global economy, social media has
become a central issue for businesses and manufacturers. Thus, the importance
of users and gratification theory has increased significantly as each day passes.
Therefore, a considerable amount of literature has been published on users and
gratification theory by many researchers. In this part, previous and current studies
are investigated and these studies are categorized into two groups; users and
gratification theory in Turkey and in the rest of the World.

2.3.1. Uses and Gratification Studies in Turkey

Toruk (2008) investigated three popular media tools used by university students
and media usage habits of university students within the uses and gratification
theory. Survey was applied to 205 university students to elicit information. This
study explained that income level and gender differences played important role on
media usage habits.

Kiigtikkurt et al (2009) investigated university students’ view of media with the uses
and gratification approach. Data were collected from various universities located
in Ankara. These variables are measured through survey questionnaire distributed
among a sample of 2031 university students. The results showed that most university
students follow the media through television, internet and newspaper and they use
the media mostly to satisfy their emotional needs.

Ayhan and Balc1 (2009) analyzed the internet usage habits and motivation of
university students with the uses and gratification theory. Data was collected from
four different universities in Bishkek. These variables are tested through survey
distributed among a sample of 308 university students. The results indicated that
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there are four major factors in internet usage and motivation. These are shown as;
interaction, social escape, economic benefit and entertainment.

Akgay (2011) identified social media use with the context of uses and gratification
theory. The basic aim of this study was explored how the students, academic and
administrative personnel use internet and what their goals of using internet are. The
study was conducted in the form of a survey, with data being gathered via students,
academic and administrative personnel in Glimiishane University. The results of this
study indicate that social interaction, entertainment and relaxation were significant
factors for people being on social media.

Koseoglu (2012) identified the kind of factors motivating university students’ being
online on Facebook. The data was obtained from two-stage approach; exploratory
and scale stage. The results have shown that easy to use, sharing video/photography,
follow the agenda, magazine issues, social interaction were major factors on social
media motivators.

Bicer (2014) examined the motivation of academicians being on Facebook by using
the uses and gratification theory. The basic questions were why academicians
exist on Facebook and what kinds of differences are present for them compared
to the other users. Data were gathered by multiple methods; face to face in depth
interviews and Wolfram Alpha application. Researcher observed that main
motivations of academicians being on Facebook as follows; communication with
other academicians and followers, visibility in academic area and perform daily
activities over this platform. On the other hand, academicians do not use Facebook
to make new friends.

Cametal.(2014) examined the factors thataffect the motivation of university students
of social media tools within the context of uses and gratification theory. Data were
collected through survey questionnaire distributed among 156 university students.
The results indicated that information-seeking, solving problem, connectivity and
content management were significant effects on social media usage.

Ucer (2016) examined that why university students use the social media by applying
the uses and gratification theory. Researcher collected data from Yeditepe University
by making focus group interview. Research focus on only some social media tools;
Facebook, Instagram and Twitter. The findings showed that, the popularity of
Facebook and Twitter has decreased among students. Students use the Facebook,
Twitter and Instagram to make social interaction, reach news and knowledge, and
entertainment.

Kara (2016) aims to investigate why university students use the Snapcat in the
context of uses and gratification theory. Focus group interviews were conducted
within Marmara University students about Snapchat usage reasons and preferences.
He found that entertainment and spend free time are major factors in the usage of
Snapchat. Also, increase in popularity of Snapchat application among university
students and rich visualization features are other two important factors increasing
the usage of Snapchat.

Ozer (2017) investigated the twitter usage within the context of uses and
gratification theory in this study. Researcher tried to figure out why students in
Eskisehir Osmangazi University use the Twitter. For this purpose, survey was
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conducted within the students at Osmangazi University. The findings explain that
most participants know the Twitter and how to use it, almost all of the participants
have Twitter account, participants have been using Twitter approximately for four
years, and most participants have been using smartphone and tablet to connect
Twitter. Also, participants use Twitter for following things; entertainment, to follow
the agenda and reading others’ tweets.

2.3.2. Uses and Gratification Studies in the World

Park et al (2009) investigated Facebook group’s users’ gratifications and the
relationship between users’ gratifications and their political and civic participation
offline. Data were gathered from 1715 college students. The findings indicated that
basic needs for the college students within Facebook are entertainment, information,
socializing and self-status seeking.

Urista et al. (2009) investigated through focus groups why young adults use social
network sites within the context of using and gratification theory. The findings show
that young adults use social networks mainly for entertainment and information.

Hicks et al. (2012) explored why individuals use the Yelp.com within the context of
uses and gratification theory. Data were gathered from online survey questionnaire.
The findings of the study show that individuals use mainly Yelp.com for the
following things; information seeking, interpersonal utility, entertainment and free
time activity.

Whiting and Williams (2013) examined the importance of uses and gratification
theory on social network sites. Data were obtained from in-depth interviews. The
result of the study indicates that people use social media for information sharing,
knowledge about others, social interaction, pass time, information seeking,
relaxation, and entertainment and communicatory utility.

The main goals of Froget et al. (2013) to examine the major motivators of Facebook
use in Mauritius and to assess Facebook intensity based on socio-demographic
background of the respondents. Data were collected through an online survey
questionnaire. The result indicates that level of income was the significant factor in
the Facebook use among people. In other words, there was a significant difference of
Facebook use between groups of different income levels.

The main goal of Ezumah (2013) was to explain what factors influence college
students’ preference of one social media tool over others. For this purpose, data were
obtained through survey questionnaire. The findings of this study demonstrated
that keeping in touch with friends/family, sharing photos and entertainment were
significant factors for the college students being on social media.

Tanta etal. (2014) explored the benefits of Facebook use among the young people by
using uses and gratification theory. The major question of this study was why young
people use Facebook. Researcher applied a survey questionnaire for approximately
450 young people in the city of Zagreb. The results showed that most young people
use Facebook for the following things; socializing, communicating and dates with
their friends, and discussing school activities.

Musa et al. (2015) explained what people do with the social media within the
context of uses and gratification theory. Interview and survey was conducted to elicit
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information from final year students of mass communication. The findings indicated
that people used social media for research, communication, making friends, and
news sharing and maintaining connection.

As we can see from the above, the number of studies regarding social media has
been increasing within the context of uses and gratification framework. Taken as a
whole, the current and previous research on users and gratification clearly shows
that people use the internet and social media tools to satisfy their specific needs.
Individuals generally use the social media for satisfying entertainment needs,
interpersonal needs, informational needs, socializing needs and more. However, there
is limited research on academicians’ behavior on social media (Akgay, 2011; Biger,
2014). Based on limited number of previous research findings, we are hoping to find
that this study might provide useful information to explain why the academicians
are using social media and the differences between the college students and the
academicians.

3. Methodology
3.1. The Purpose of This Study

The purpose of this study was to investigate the reason of social media usage and
gratification among the university students and the academicians in the accordance
to social-demographical factors.

3.2. Participants

Data were collected by using the easy sampling method in this study, from 485
participants who were students and academicians of a private university in Mersin.
345 questionnaires were validated for further analysis out of 397 university
students’ data and 87 fully completed questionnaires out of 88 from academicians’
were finally included in the analysis.

3.3. Measures

After receiving permission from the University Rectorate for the application of
questionnaires, a paper-based survey was used in this study for data collection.
The questionnaire comprised two sections: First, demographic information form
consisting of a series of demographic questions, second, social media uses and
gratifications scale including the questions measuring one’s gratifications for using
social media. Data were analyzed with SPSS 20.0.

3.4. Demographic Information Form

Two separate demographic information forms were used by the researchers. For the
university students, the demographic information form included questions about
gender, age, marital status, connection tools, using time in social media, duration
of using media actively, aims of using social media and which medias were used
mostly to get information. For academicians, the same questions were used with the
academicals titles inserted.

3.5. Social Media Uses and Gratifications Scale

To measure the gratifications for social media usage, 14 items were included in
the questionnaire. The items were pooled from previous U&G studies (Park, Kee&
Valenzuela, 2009). A 6 point Likert scale ranging from strongly agree= (1) to strongly
disagree= (6) was used, comprised from socializing (5 items), entertainment (3
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items), self-status seeking (3 items), information seeking (3 items) sub-factors. We
adapted the scale to Turkish language using all the four sub-factors. Our adaptation
included 4 items for socializing, 4 items for entertainment, 2items for self-status
seeking, 4 items for information seeking sub-factors. The sums of the scores of the
items in each sub-factor were calculated to be the scores of the sub-factors.

Principal component analysis followed by Oblimin rotation allows an investigation
of dimensionality of the gratifications. Exploratory factorial analyses revealed
three factor solution with an eigenvalue above 1 and factor loadings greater than
0.3. These four factors explained 68.48 % of the total variance. Detailed measures
of constructs are presented in Table 1. The Kaiser-Mayer-Olkin (KMO) was 0.87
and the Barlettsphericity test was 0.66 (p<0.001). These values showed that, data
obtained from pre-implementation were convenient for factor analysis. Kaiser-
Meyer-0lkin value of the scale was above 0.60, which was in the acceptable range
(Biiytikoztiirk, 2010).

Factor 1 was labeled as Entertainment. It contained four items (“Because it is

entertaining”, “Because it is funny”, “Because it is exciting” and “To stay in touch with
people I know"”) and accounted for 44.77% of the total variance after rotation.

Factor 2, Socializing, contained four items (“To feel like I belong to a community”,
“To meet interesting people”, to get peer support from others” and “To talk about
something with others”) and accounted for 14.34% of the total variance.

Factor 3, Information seeking, consisted of four items (“To get information about
off-campus events”, “To get useful information about product/services”, “To develop
my career through group participation” and “To learn about on-campus events”) and

explained 9.36% of the total variance.

In the present study, all the three factors were found highly reliable measurements
with Cronbach’s Alpha reliability; Entertainment (a=0.88), Socializing (a=0.74),
Information seeking (&=0.79). However, Self-status seeking factor was found to be
lowwith Cronbach’s Alphareliability as 0.37. Therefore, self-status seeking sub-factor
was discarded from the analysis. This indicates an acceptable internal consistency for
three dimensions of the scale except one dimension, self-status seeking. According
to Blyiikoztirk (2010), the acceptable values of alpha are ranging from 0.60 to 0.80.

Table 1: Factor Analysis of Social Media Uses and Gratifications

Factor 1: Entertainment 1 2 3
Because it is entertaining 0.913

Because it is funny 0.881

Because it is exciting 0.824

To stay in touch with people | know 0.523

Factor 2: Socializing 1 2 3
To feel like | belong to a community 0.832

To meet interesting people 0.788

To get peer support from others 0.707

To talk about something with others 0.457
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Factor 3: Information Seeking 1 2 3

To get information about off-campus events 0.794
To get useful information about product/services 0.781
To develop my career through group participation 0.709
To learn about on-campus events 0.668
Eigenvalue 5.37 1.72 1.12
Variance explained 44.77 14.34 9.36
Cronbach’s & 0.88 0.74 0.79

4. Results

In order to investigate the difference between the categorical variables of two
levels, t-test was used and one way ANOVA is used to determine whether there were
statistically significant differences between the means of three or more independent
groups. These results were as follows.

4.1, Descriptive Statistics

Descriptive statistics were produced for all variables. Findings showed that 57
(65.5%) academicians were female out of a total number 87. The majority of the
academicians were in the age range 25-35 (52.9%). 48 (55.2%) academicians
were single, 27 (%31.0) academicians were instructors, 69 (79.3%) academicians
connected the social media by using mobile, 47 (%54.0) academicians used
Instagram, 73 (%83.9) academicians used social media for getting information,
76 (%87.4) academicians have the social media accounts over 5 years and 47
(%54.0) academicians used social media actively between 1 and 5 hours a day. Data
according university students; 201 (58.3%) university students were female out of
a total number 345. The majority of university students were in the age range of 18-
24 (85.5%). 326 (%94.5) university students were single, 332 (96.2 %) university
students connected the social media by using mobile, 255 (%79.9) university
students used Instagram, 200 (%58.0) university students used social media for
spending time, 239 (%69.3) university students had social media accounts over 5
years and 215 (%62.3) university students used social media actively between 1 and
5 hours a day.

4.2. Inferential Statistics

When we examined the possible differences according to the gender, T test results in
Table 2 showed that there was no statistically significant difference among university
students’ scores from the entertainment (p=0,194; p>0,05) whereas there was a
statistically significant difference among their scores from the socializing (t=1.976;
p=0,049; p<0,05) and information seeking (t=-1.989; p=0,048; p<0,05) sub-factors
of social media uses and gratifications according to their gender. It was observed
that socializing mean scores of the female university students (14.422 + 4.568) were
significantly higher than the male university students (13.437 + 4.566), conversely,
information seeking mean scores of the male university students (10.854 + 4.452)
were higher than the female university students (9.905 * 4.250).
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Table 2: The Comparison of University Students’ in terms of Gender
and Scores in Social Media Uses and Gratifications

Group N M. SD. t P
Female 201 9.412 5.015 -1.301 0,194
Entertainment
Male 144 10.104 4.654
Lo Female 201 14,422 4.568 1.976* 0,049
Socializing
Male 144 13,437 4.566
A i Female 201 9.905 4.250 -1.989* 0,048
Information seeking
Male 144 10.854 4.452

*p< 0,05, ¥*p< 0,001

ANOVA results in Table 3 showed that there was a statistically significant difference
among university students’ scores from the entertainment (F=5.200; p=0,006;
p<0,05) and socializing sub-factors (F=6.984; p=0,001; p<0,05) whereas there
was no statistically significant difference among their scores from information
seeking sub-factors (p=0,068; p>0,05) according to their duration of using social
media actively. Post Hoc test comparison with Games-Howell showed that the
entertainment mean scores of the university students who used social media less
than one hour aday (11.782 = 3.614) were significantly higher than the university
students who used between one and five hours a day. (9.260 * 4.348). Similarly
Post Hoc test comparison with Games-Howell showed that the entertainment
mean scores of the university students who used social media less than one hour a
day (11.782 + 3.614) were significantly higher than university students who used
social media more than five hours a day (9.690 = 6.297). In addition, Post Hoc
test comparison with Games-Howell showed that socializing mean scores of the
university students who used social media less than one hour a day (16.087 *
5.290) were significantly higher than the university students who used between
one and five hours a day. (13.423 £ 4.089).

Table 3: The Comparison of University Students’ in terms of Duration of Using
Social Media Actively and Scores in Social Media Uses and Gratifications

Group N ] SD F p
Below 1 hour 46 11.782 3.614

Entertainment 1-5 hour® 215 9.260 4.348 5.200* 0,006
Above 5 hour® 84 9.690 6.297
Below 1 hour 46 16.087 5.290

Socializing 1-5 hour® 215 13.423 4.089 6.984* 0,001
Above 5 hour 84 14.381 5.048
Below 1 hour 46 11.695 3.869

Information seeking | 1-5 hour 215 10.088 4,092 2.706 0,068
Above 5 hour 84 10.083 5.220

*p< 0,05, ¥*p< 0,001
bShow the difference with below 1 hour.

ANOVA results in Table 4 showed that there was a statistically significant difference
among the university students’ scores only from the socializing (F=5.715; p=0,004;
p<0,05) whereas there was no statistically significant difference among their scores
from the entertainment (p=0,955; p>0,05) and information seeking sub-scales
(p=0,354; p>0,05) according to their duration of using social media. Post Hoc test
comparison with LSD showed that socializing mean scores of the university students
who used social media less than two years (16.550 * 4.684) were significantly
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higher than the university students who used more than five years (13.527 + 4.584).
Similarly Post Hoc test comparison with LSD showed that socializing mean scores of
the university students who used social media between three and four years (14.767
* 4.318) were significantly higher than the university students who used more than
five years (13.527 + 4.584).

Table 4: The Comparison of University Students’ in terms of Using Time
in Social Media and Scores in Social Media Uses and Gratifications

Group N ] SD F p
Below 2 year 20 9.650 3.759

Entertainment 3-4 year 86 9.569 4.385 0.046 0,955
Above 5 year 239 9.753 5.129
Below 2 year® 20 16.550 4.684

Socializing 3-4 year® 86 14.767 4.318 5.715* 0,004
Above 5 year 239 13.527 4.584
Below 2 year 20 9.450 3.486

Information seeking 3-4 year 86 10.814 4.145 1.043 0,354
Above 5 year 239 10.188 4.533

*p< 0,05, *p< 0,001
Show the difference with above 5 year.

T test results in Table 5 showed that there was a statistically significant difference
among academicians’ scores from the entertainment (t= -4.399; p<0,001) and
informationseeking (t=0.005; p<0,001) sub-factors whereas there was no statistically
significant difference among their scores from the socializing (p=0,996>0.05) sub-
factors of social media uses and gratifications according to their gender. It was
observed that the entertainment mean scores of the male academicians (11.900
+ 8.736) were significantly higher than the female academicians (8.736 * 2.608),
in addition, information seeking mean scores of the male academicians (11.900 *
3.689) were higher than the female academicians (9.263 * 2.735).

Table 5: The Comparison of Academicians’ in terms of Gender
and Scores in Social Media Uses and Gratifications

Group N M. SD. t P
Female 57 8.736 2.608 -4.399** <0,001
Entertainment
Male 30 11.900 4.079
L Female 57 13,438 4.079 0.005 0,996
Socializing
Male 30 13,433 4.797
. 3 Female 57 9.263 2.735 -3.778* <0,001
Information seeking
Male 30 11.900 3.689

< 0,05, 7p< 0,001

There was no statistical significant difference among the university students’ and the
academicians’ scores from the entertainment, socializing and information seeking
sub factors of social media and gratifications according to their age, marital status
and connection tools. The p-values for the entertainment scores according to age
are p=0,873 (p>0,05) and p=0,084 (p>0,05) respectively for the university students
and the academicians. The p-values for the socializing scores according to age are
p=0,568 (p>0,05) and p=0,905 (p>0,05) respectively for the university students and
the academicians. Those for the information seeking scores are p=0,952 (p>0.05)
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and p=0,558 (p>0,05) again respectively for the university students and the
academicians. The p-values for the entertainment scores according to the marital
status are p=0,206 (p>0,05) and p=0,084 (p>0,05) respectively for the university
students and the academicians. The p-values for the socializing scores according to
the marital status are p=0,276 (p>0,05) and p=0,730 (p>0,05) respectively for the
university students and the academicians. The p-values for the information seeking
scores according to the connection tools are p=0,819 (p>0,05) and p=0,646 (p>0,05)
respectively for the university students and the academicians. The p-values for the
entertainment seeking scores according to the connection tools are p=0,424 (p>0,05)
and p=0,343 (p>0,05) respectively for the university students and the academicians.
The p-values for the socializing seeking scores according to the connection tools
are p=0,054 (p>0,05) and p=0,835 (p>0,05) respectively for the university students
and the academicians. The p-values for the information seeking scores according
to the connection tools are p=0,300 (p>0,05) and p=0,056 (p>0,05) respectively
for the university students and the academicians. Similarly, there was no statistical
difference among the academicians’ scores from the entertainment, socializing
and information seeking sub factors of social media and gratifications according
to the duration of using social media actively and using time in social media. The
p-values for the duration of using social media actively are p=0,178 (p>0,05),
p=0,975 (p>0,05) and p=0,178 (p>0,05) respectively according to the entertainment
scores, the socializing scores and the information seeking. Those for using time in
social media are p=0,186 (p>0,05), p=0,309 (p>0,05) and p=0,469 (p>0,05) again
respectively according to the entertainment scores, the socializing scores and the
information seeking.

5. Conclusion

In recent days, the social media has become very important among the researchers
by the help of the technological development. The number of users in social media
has continued to increase enormously since the beginning of the 2000s. Therefore,
it is not surprising that numerous studies have attempted to explain the reason why
people are on social media. Thus, the major objective of this study was to investigate
the reason why the university students and the academicians are on social media,
by the context of uses and gratification theory. Data management and analysis were
performed using SPSS 20.0 program. ANOVA and T-test were used to find the factors
affecting the reasons why the university students and the academicians are on social
media. The study was conducted in the form of a survey, with data being gathered
via university students and academicians in Cag University. By the end of the survey
period, data were collected from 345 university students and 87 academicians. The
study consists of six sections. The study starts with the introduction section which
is followed by the literature section, the methodology section and the conclusion
section. The final section includes the limitations and suggestions. The revealed
results enable us to make some comparisons between the university students and
the academicians in the field of determining of the factors affecting them for being
online in social networks.

The results of this study indicate that the students and the academicians generally
use social media tools for entertainment, socializing and obtaining information
from their social environment. The use of social media tools primarily students’
need for socializing, entertainment and understanding of their social environment,
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which is consistent with Ayhan and Balci, (2009); Park et al, (2009); Urista et al,
(2009); Akcay, (2011); Koseoglu, (2012); Hicks et al, (2012); Whiting and Williams,
(2013); Ezumah, (2013); Cam et al, (2014); Tanta et al, (2014); Musa et al, (2015);
Uger, (2016); Kara, (2016); Ozer, (2017). Since most of the students are in the age
interval 18-24 and single, there is no big differences between them in terms of age
and marital status.

A gender difference is one of the important factors in socialization sub-dimension for
both university students and academicians. The female students are more pleased to
use social media tools for socializing whereas the male students are more satisfied
to use social media tools for obtaining information. Similar to the male students, the
male academicians are more satisfied to use social media for obtaining information.
Different from the university students, the male academicians are more satisfied
than the female academicians to use social media for entertainment.

Active usage rate of social media tools is another significant factor. As the rate of
active usage rate increases, pleasures of students decrease. For example, the students
who are using social media less than one hour are more satisfied compared to the
other students who are using social media between one and five hours. This result
can be explained as follows; when the time period is gets longer, the students might
be bored and tired of being online in social media.

Overall, these results indicate that obtaining information, socializing and
entertainment are important factors for both university students and academicians’
satisfaction and being in social media. This result is quite acceptable and supported
by the previous study; Ak¢ay (2011) and Biger (2014).

6. Limitations and Suggestions

This study provides an important opportunity to advance the understanding the
reason why university students and academicians are online in social media and the
factors affecting their being in social media. Therefore, this research will contribute
the future studies in this area. However, this study includes several limitations.
The major limitation of this study is the small sample size. Further research
should be done to investigate this subject with much more university students and
academicians in a different location. Therefore, it is recommended that the results
would be validated through a larger scale sample using a multiple method.
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