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The usage of Facebook among university students is more and more widespread. Students are
using Facebook anywhere and anytime, sometimes too much. Several researchers questioned
the usefulness and the motives for its use. This paper aims to analyze the relationship between
the motives for Facebook use and its perceived usefulness from the perspective of consumption
values theory. The motives for Facebook use have been conceptualized as a formatively meas-
ured construct that impacts two drivers of the intention to use: the perceived usefulness and the
perceived ease of use. This approach has the advantage of using a small set of indicators cor-
responding to the main categories of motives. The model has been tested on a sample of 182
university students from a technical faculty. The results show that the perceived usefulness is
relatively low, a little bit over the neutral value. As regards the motives for using Facebook, the
estimation results revealed four motives: keeping in touch with known people, finding infor-
mation and resources, socialization, and entertainment.
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Introduction

According to statista.com, Facebook is the
largest social network having over 2.6 billons
active users per month. The usage of Face-
book by university students is more and more
widespread. Romanian students are using Fa-
cebook anywhere and anytime, sometimes too
much, which may lead to negative effects on
their university work (Balog et al., 2013; Gor-
ghiu et al., 2016). Although the educational
potential of Facebook is widely recognized,
there are few cases of its integration in the ed-
ucational process (Manea et al., 2015; Dhir et
al., 2017). As such, many researchers ques-
tioned the usefulness of Facebook for univer-
sity students. A related question is why do
they use Facebook so much.
These research questions triggered various ap-
proaches in social media research. Tradition-
ally, the perceived usefulness has been mainly
investigated in the framework of TAM (Tech-
nology Acceptance Model) as an important
driver of the behavioral intention to use or to
continue using Facebook (Davis et al., 1992).

The motives for Facebook use have been in-
vestigated by using various theoretical back-
ground, such as social action theory (Cheung
et al., 2011), the uses and gratifications theory
(Park et al., 2009; Aldawani, 2014; Ifinedo et
al., 2016; Dhir et al, 2017), value-based theory
(Yang et al., 2014), or TAM (Turel et al.,
2010; Chang et al., 2014). In most of the cases,
the motives have been conceptualized as a
multidimensional construct.

The objective of this work is to analyze the re-
lationship between the motives for Facebook
use and its perceived usefulness. The analysis
takes the perspective of consumption values
theory (Sheth et al., 1991) which states that
the consumer choice (to buy or not to buy, in
this case, to use or not to use Facebook) is a
function of independent consumption values
that “make differential choice contributions in
any given choice situation” (Sheth et al.,
1991).

According to the authors, the theory may be
used to predict, describe, and explain the con-
sumer's behavior and preferences. This theory
has been also used in the work of Turel et al.
(2010) for the acceptance of hedonic artifacts
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and by Aldawani (2014) for the conceptual-
ization of motives for using Facebook.

As previously mentioned, most approaches
grouped the motives for Facebook use in cat-
egories that were further conceptualized as di-
mensions of a multidimensional construct.
Since the motives are quite diverse, the re-
sulted model requires a relatively large num-
ber of constructs and indicators. In this study,
a formative measurement approach has been
taken that has the advantage of using a small
set of indicators corresponding to the main
categories of motives.

The formatively measured construct has ef-
fects on two variables: the perceived useful-
ness and the perceived ease of use. The form-
ative model has been tested on a sample of 182
Romanian university students from a tech-
nical faculty.

The rest of this paper is organized as follows.
In section 2, related work is discussed with a
focus on the motives for using Facebook. The
method and results of the empirical study are
presented in sections 3 and 4. The paper ends
with a conclusion in section 5.

2 Theoretical background

2.1 Consumption values theory

The consumption values theory tries to answer
the question “Why we buy what we buy”
(Sheth et al., 1991) to describe, understand,
and predict the consumer’s behavior. The au-
thors are assuming that the choice is a function
of several independent consumption values
which are making “differential choice contri-
butions in any given context”.

Sheth et al. (1991) defined five independent
consumption values: functional value, social
value, emotional value, epistemic value, and
conditional value.

Functional value has been defined as a per-
ceived utility related to the capabilities of a
product, such as functionality, ease of use (er-
gonomics), robustness, safety, and efficiency
(price, use, and maintenance costs). For task-
based (pragmatic) systems, it is the main
driver of the intention to buy or use a given
product.

Social value has been defined as a perceived
utility related to identification with or associ-
ation of a specific social group.

Emotional value has been defined as a per-
ceived utility related to the affective aspects of
the experience with a given product, such as
pleasure, enjoyment, or fun.

Epistemic value has been defined as a per-
ceived utility related to the capabilities of a
product to arouse novelty, curiosity, or new
knowledge.

Conditional value has been defined as a per-
ceived utility related to the outcomes of a spe-
cific situation or circumstance. As examples,
Seth et al. (1991) give seasonal, occasional,
and emergency or unanticipated situation val-
ues.

It is worth to note that Sheth et al. (1991) de-
fined all five values in terms of perceived util-
ity. This definition placed the consumption
values as antecedents of the perceived useful-
ness in a nomological network related to the
behavioral intention to buy or to use a given
product.

A review of research in the area of perceived
value (Sanchez-Fernandez & Iniesta-Bonillo,
2007) highlighted the perceptual, preferential,
and cognitive-affective nature of the per-
ceived value concept. They also noticed that
the perceived value is subject to change given
the situational nature of value and the poten-
tial changes in the evaluative judgments.

2.1 Motives for Facebook use

There is a plethora of approaches to the study
of perceived usefulness and the motives for
Facebook use and, correspondingly, a large
diversity of theoretical perspectives.

Ellison et al. (2007) found a positive relation-
ship between Facebook use and social capital.
According to their study, one of the most im-
portant reasons for using Facebook is keeping
in touch with old friends and high-school con-
nections, especially when moving from one
(offline) community to another.

In the study of Park et al. (2009), the uses and
gratifications theory (Ruggiero, 2000) has
been used to investigate the reasons for partic-
ipating in Facebook groups. The authors iden-
tified four reasons for joining Facebook
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groups: socialization, entertainment, self-sta-
tus seeking, and information. These reasons
are varying in hometown, gender, and year in
school.

Another study taking the perspective of uses
and gratifications theory has been carried on
by Raacke & Bond-Raacke (2008). They
found that the main gratifications were to keep
in touch with known people, posting pictures,
reading posts, make new friends, and locate
old friends.

Yang & Brown (2013) analyzed the motives
for Facebook use on a sample of 193 under-
graduate students. They measured two social-
related motives for Facebook use: developing
new relationships and maintaining existing
ones. Their results showed that college stu-
dents were more interested to use Facebook
for maintaining existing relationships.
Aldawani (2014) analyzed the motives for Fa-
cebook use from the perspective of consump-
tion value theory applied to the understanding
of hedonic technologies. His study distin-
guished between four categories (facets) of
motives: social, functional, emotional, and ep-
istemic. The multidimensional approach re-
sulted in eight factors underlying a 34-item
evaluation instrument: sharing content, relax-
ing, connecting, learning, organizing, moni-
toring, branding, and expressing oneself.
Cheung et al. (2014) analyzed the motives for
the use of social networks from the perspec-
tive of social action theory and uses and grat-
ifications theory. Their conceptualization of
motives considered three social influence fac-
tors (subjective norm, group norms, and social
identity), social presence, and five factors
from the uses and gratifications theory (pur-
posive value, self-discovery, social enhance-
ment, entertainment value, and maintaining
interpersonal connectivity). They found that
social presence and social-related factors have
the most significant impact on the intention to
use.

A similar perspective has been taken in the
study of Ifinedo et al. (2016) that used as an-
tecedents of the behavioral intention to use so-
cial networking sites three variables related to
the social influence process (compliance,
identification, and internalization) and five

variables related to the uses and gratification
theory (purposive value, self-discovery value,
entertainment value, maintaining interper-
sonal connectivity, and social enhancement).
Their results highlighted the entertainment
value and maintaining interpersonal intercon-
nectivity as the main drivers of the intention
to use.

Gwena et al. (2018) analyzed the relationship
between the motives for Facebook use and the
usage of Facebook by international students.
They found that students were using Facebook
mainly for discussion, connecting, share me-
dia, meeting new people, and information.
Two previous studies analyzed the motives for
Facebook use by Romanian university stu-
dents. The former (Manea et al., 2015) found
that the main reasons were to communicate
with friends, keep in touch with former high-
school friends, and finding what is new in the
university. The latter (lordache & Pribeanu,
2016) took a multidimensional approach fea-
turing three dimensions: extending social re-
lationships, information, and collaboration,
and maintaining social relationships explored
the motives for Facebook use from an educa-
tional perspective. The results show that the
main reason is maintaining social relation-
ships. More recently, Cristescu and Balog
(2018) took a latent profile analysis to better
understand the motives for using Facebook.
Their study identified three profiles which dif-
fer with respect to the category of motives.
Another finding was the association between
the profile and the time spent on Facebook.

3. Method

3.1 Research model and measures

In this research, six categories of motives have
been considered: meeting new people, keep-
ing in contact with known people, finding in-
formation and resources, socialization, collab-
oration, and entertainment. The construct con-
ceptualizing the motives for using Facebook
(FBU) has been conceptualized as a forma-
tively measured construct, having six indica-
tors. The variables used in this study are pre-
sented in Table 1.

The first indicator taps on one of the basic Fa-
cebook capabilities: getting in touch with new
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people via “friend request”. Getting in touch
with new people is important since it helps to
enlarge the social network thus increasing the
social capital. For university students this
helps the integration into the students' com-
munity Elisson et al., 2007, Yang et al., 2013).
It is also important since it brings new oppor-
tunities as regards potential information and
resources as well to connect with other people
or groups (Elisson et al., 2007; Park et al.,
2009). Therefore, this motif for Facebook use
is related mainly to the social value, and, to
some extent, to the epistemic value.

The second indicator is related to the mainte-
nance of the existing social relations (Elisson
et al., 2007; Park et al., 2009; Yang & Brown,
2013; Cheung et al., 2014; lordache &
Pribeanu, 2016). University students are inter-
ested to maintain relationships with former

friends, especially when moving from the
home town to the university town. They are
also interested to keep in touch with former
school mates. This indicator taps on to the so-
cial value of using Facebook.

The third indicator is related to the interest of
university students to find out what is new in
their university and what is new worldwide
and to get various resources they need (Park
et al.,, 2009; Manea et al., 2015; lordache &
Pribeanu, 2016; Dhir et al., 2017). Therefore,
this indicator is measuring the functional and
epistemic value of Facebook use.

The fourth indicator is related to the need for
socialization which seems to be the main rea-
son for Facebook use (Elisson et al., 2007,
Raacke & Bond-Raacke, 2008; Park et al.,
2009; lordache et al., 2016). As such it has a
social value.

Table 1. Variables

Item Statement

FBU1 |l use Facebook to get in touch with new people
FBU2 |l use Facebook to keep in touch with people I know
FBU3 || use Facebook to find information and resources
FBU4 |1 use Facebook for socialization purposes

FBUS |1 use Facebook for collaboration purposes

FBUG || use Facebook for entertainment purposes

PEU |Facebook is easy to use

PU Facebook is useful for me

Facebook enables the creation of groups based
on a shared concern which enables collabora-
tion between people for various purposes such
as learning, sharing of resources, and organiz-
ing events (Park et al., 2009, lordache et al.,
2016). This indicator taps on the functional
value of Facebook.

The last indicator is related to the possibilities
to access entertainment content (posts from
other Facebook users, movies, news, video
clips) and gaming (Cheung et al., 2001,
Reinecke et al., 2014). Entertainment satisfies
the need for enjoyment and has an emotional
value.

Summing up, three indicators measuring the
motives for Facebook use are related to the so-
cial value, two indicators to the functional
value, and one indicator to the emotional
value. Two indicators are also related to the
epistemic value of Facebook. Overall, from
the perspective of consumer values theory, the
indicators provide good coverage of the do-
main of content.

A formative model taken in isolation is under-
identified and needs two effect variables to be
estimated (Diamantopoulos, 2011; Bollen,
2011). The motives for using Facebook have
an impact on two variables: the perceived ease
of use (PEU) and the perceived usefulness
(PU).
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The choice of effect variables has several rea-
sons. First of all, the consumption values are
defined in terms of the perceived usefulness of
various categories of capabilities of a product.
Second, the perceived ease-of-use is the per-
ceived cost in terms of effort to use. Last, the
perceived usefulness and the perceived ease of
use are the main drivers of the intention to use.
The research model is presented in Figure 1.

Perceived
HI ease of use

Motives for
using Facebook H2

Perceived
usefulness

Figure 1. Research model

The following two hypotheses are tested in

this study:

[H1] The motives for using Facebook have a
positive influence on the perceived ease
of use (FBU — PEU).

[H2] The motives for using Facebook have a
positive influence on the perceived use-
fulness (FBU — PU).

The research model is operationalized as a

MIMIC model, which is the simplest type of

formative model having multiple causes and

multiple effects (Joreskog & Goldberger,

1975).

The study has been extended with regression

analysis, to separately assess the effect of mo-

tives for Facebook use on each effect variable.

2.2 Model validation

The following criteria have been used, based

on the recommendations from the literature

(Bollen, 2011; Diamantopoulos, 2011):

e coverage of the domain of content,

e correct sign of indicators

¢ significance of y-coefficients (relating the
formative construct to its indicators),

e the significant influence of the formative
construct on the outcome variables (A-CO-
efficients)

e an acceptable fit of the model with the
data.

The following goodness-of-fit (GOF)
measures have been used (Hu & Bentler,
1998; Schermelleh-Engel et al., 2003; Hair et
al., 2006): chi-square (x2), normed chi-square
(x%/df), comparative fit index (CFI), good-
ness-of-fit index (GFI), standardized root
mean square residual (SRMR), and root mean
square error of approximation (RMSEA).

4 Empirical study

4.1 Sample

The questionnaire has been administrated to
university students from the University of
Building Engineering in Bucharest. The data
has been collected in May 2019. The students
have been asked to answer general questions
such as demographics, enrollment, and Face-
book usage, then to evaluate items on a 7-
points Likert scale. After data screening, 12
questionnaires out of 194 have been elimi-
nated for incomplete data.

The final data sample has 182 observations
(127 male and 55 female). The mean age of
students was 20.36 years (SD=2.00).

4.2 Formative model estimation results
The formative model has been estimated with
Lisrel 9.3 for Windows (Mels, 2006), using a
Simplis file as input and maximum likelihood
estimation method. The results are presented
in Figure 2.

As it could be noticed, one indicator has a neg-
ative y-coefficient (FBU5) and another indica-
tor has a nonsignificant y-coefficient (FBUL).
The formative indicators having the largest y-
coefficients are FBU3 (y = 0.41, p=0.000) and
FBU2 (y = 0.40, p=0.001). The other two in-
dicators, FBU4 (y = 0.31) and FBUG (y = 0.29)
are significant at p<0.01 level.

The correlations between indicators are not
too high, bellow the recommended threshold
value (Diamantopoulos, 2011).
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Figure 2. Model estimation results

The descriptive statistics, factor loadings (1),
and y-coefficients are presented in Table 2.

Table 2. Descriptive statistics, A and y coeffi-

cients
Item M SD A Y Sig.
FBU1 3.54 (1.60 0.02 10.850
FBU2 5.69 (1.55 0.40 0.001
FBU3 4.22 |1.75 0.41 10.000
FBU4 5.18 |1.66 0.31 0.009
FBU5 4.17 |1.76 -0.24 |0.034
FBU6 5.13 (1.73 0.29 10.005
PEU 6.10 |1.44 0.52 0.000
PU 433 1.67 |0.53 0.000

With one exception (FBU1), the observed
scores of the motives for Facebook users are
over the neutral value of 4.00. Facebook has
been perceived as very easy to use and mod-
erately useful.

FBU2
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The influence of FBU on PEU (B=0.52) and
PU (B=0.53) is significant at p<001 level,
which supports the two hypotheses H1 and
H2.

The error term (error variance of FBU) is only
0.225 which shows good coverage of the do-
main of content. The model explains a 77.5%
variance in the focal construct, .

The GOF indices indicate a very good level of
fit of the proposed model with the data:

v?=6.64, DF=5, p=0.249, y*/DF=1.329,
CFI=0.994, GFI=0.991, SRMR= 0.026,
RMSEA=0.043.

However, the negative y coefficient of FBU5S
and the lack of significance of FBU1 and
FBUS suggest that these indicators are not
valid measures (Bollen, 2011; Diamantopou-
los, 2011) and therefore may be eliminated.

4.3 Revised model estimation results
The results of a revised model estimation are
presented in Figure 3.

FEU -
0.50

0.54

T o -

Chi-Sguare=4.64. df=3, P-wvalue=0.20026. RMSEA=0.055

Figure 3. Revised model estimation results
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All formative indicators are significant. The
most important reason for Facebook use is
keeping in touch with known people (FBU2)
with y = 0.40, significant at p=0.001. Next in-
dicators are FBU3 (y = 0.34, p=0.0031),
FBUG6 (y = 0.25, p=0.012), and FBU4 (y =
0.24, p=0.037).

The descriptive, factor loadings, and contribu-
tions of formative indicators are presented in
Table 3.

Table 3. Descriptive statistics, A and y coeffi-

cients
Item M SD A Y Sig.
FBU2 5.69 1.55 0.40 0.001
FBU3 4.22 1.75 0.34 10.002
FBU4 5.18 11.66 0.24 0.037
FBU6 5.13 11.73 0.25 0.012
PEU 6.10 [1.44 0.50 0.000
PU 433 167 |0.54 0.000

The GOF indices are also indicating a very
good level of fit of the model with the data:

v?=4.64, DF=3, p=0.200, y3/DF=1.547,
CFI=0.991, GFI=0.992, SRMR= 0.022,
RMSEA=0.054.

The revised model explains 73.2% variance in
the motives for using Facebook, 25.4% vari-
ance in the perceived ease of use, and 29.5%
variance in the perceived usefulness.

4.3 Regression analysis

In order to better understand the influence of
indicators on the effect variables, two regres-
sion models have been tested having the per-
ceived usefulness (PU) and perceived ease of
use (PEU) as dependent variables. This ena-
bles a separate analysis of the relationship be-
tween the motives for Facebook use and the
perceived usefulness.

The results of regression for PU are presented
in Table 3. The multiple correlation is signifi-
cantly different from 0 (R=47.97) and F (6,
181) = 8.72 (p=0.000).

The most important predictor is FBU3
(B=0.27, p=0.000), then FBU4 (B=0.18,
p=0.033), and FBU6 (p=0.15, p=0.031). The

regression model explains a 20.37% variance
in the perceived usefulness.

Table 4. Regression results for PU

PU B | Error | t-Stat | p-value

Intercept| 0.96/ 0.52, 1.84  0.067
FBU1 0.06, 0.08 0.72 0471
FBU2 012/ 0.09 135 0.180
FBU3 0.27/ 0.07, 3.71, 0.000
FBU4 0.18 0.08 215 0.033
FBUS -0.08/ 0.08 -1.05  0.296
FBUG 0.15 0.07, 217 0.031

For PEU, the multiple correlation is R=46.98
and F (6, 181) = 8.26 (p=0.000).

The most important predictor for PEU is
FBU2 (B=0.29, p=0.000), then FBU4 (p=0.13,
p=0.081), and FBU3 (B=0.12, p=0.081).

Table 5. Regression results for PEU

PEU B Error t-Stat p-value
Intercept 3.38/0.455 7.441 0.000
FBU1 -0.03| 0.07/ -0.48 0.634
FBU2 0.29/ 0.08 ~ 3.61/ 0.000
FBU3 0.12) 0.06. 1.88 0.062
FBU4 0.13| 0.07 1.76 0.081
FBUS -0.14| 0.07) -2.13 0.035
FBUG6 0.12) 0.06. 2.10/ 0.037

Two coefficients (FBU3 and FBU4) are only
marginally significant. The regression model
explains 19.40% variance in the perceived
ease of use.

4.4 Discussion

The results of this study highlight the main
reasons why university students from this fac-
ulty are using Facebook: keeping in touch
with people they know (maintaining social re-
lationships), finding useful information and
resources, socialization, and entertainment.
As the results of this study show, three out of
four motivators for using Facebook have a so-
cial value (keeping in touch with known peo-
ple and socialization) and a hedonic value (en-
tertainment). These results are consistent with
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the findings of other studies (Elisson et al.,
2007; Yang & Brown, 2013; Cheung et al.,
2014; lordache & Pribeanu, 2016; Cristescu et
al., 2018; Gwena et al., 2018).

Contrary to many other studies, using Face-
book for meeting new people and for collabo-
ration were not confirmed as significant pre-
dictors of Facebook's usefulness.
Nevertheless, according to Seth et al. (1991),
Sanchez-Fernandes et al. (2007), and Park et
al. (2009) the user’s choice is situational and
context-dependent. This means that the mo-
tives for Facebook use may be influenced by
a diversity of factors, such as university pro-
file, year of study, or period of the year (i.e.
school time or holiday time.

The model explains only a 29.5% variance in
the perceived usefulness. This is not surpris-
ing since Facebook is perceived as having a
hedonic nature rather than a utilitarian nature
(Heijden, 2004). Hedonic nature is related to
emotional, social, and epistemic values. Ac-
cording to the results of this study, only one
motif is related to the functional value.

The results of testing the MIMIC model and
the two regression models are quasi-similar
and confirm that two formative indicators are
not suitable, respectively FBU1 (getting in
touch with new people) and FBUS (collabora-
tion). There are also differences that are ex-
plained by the nature of the model.

It is worth to note that the regression analyses
bring insights into the relevance of each of the
two outcomes variables. In this respect, FBU2
(keeping in touch with known people) is more
relevant for the perceived ease of use than for
the perceived usefulness (B nonsignificant)
which suggests that the tasks performed for
this purpose may be perceived as requiring
more effort. On the other hand, the influence
of FBU3 (finding information and resources)
and FBU4 (socialization) on the perceived
ease of use are only marginally significant
predictors of the ease of use.

This work has several implications for re-
searchers and practitioners. First, it contrib-
utes to a better understanding of the reasons
why university students are using Facebook
and how these reasons are reflected in the per-
ceived usefulness and perceived ease of use.

Up to now, there is no quantitative study ad-
dressing this issue from a formative measure-
ment perspective. The main advantage of this
approach is an instrument having a small set
of indicators.

Second, it shows the advantage of using a mix
of methods in the analysis. The regression
analyses are contributing to a better explana-
tion of the MIMIC estimation results and the
validation of formative indicators.

There are also some inherent limitations of
this exploratory study. First, the formative
measurement has its own limitations related to
model identification. Second, the number of
formative indicators is relatively small. More-
over, based on the estimation results, two in-
dicators have been eliminated. Third, each
outcome variable is measured with only one
item. Last but not least, the results are based
on the perceptions of students from a technical
university which might be different from stu-
dents from other universities.

5. Conclusion and future work

This study contributes to a better understand-
ing of the motives for using Facebook by tak-
ing a formative measurement approach froma
theory of consumption values perspective.
The results show that the perceived Facebook
usefulness is predicted by four categories of
motives for Facebook use: keeping in touch
with known people, finding useful infor-
mation & resources, socialization, and enter-
tainment.

Although the results are validating a small set
of four indicators, representing four categories
of motives, the model is explaining 73% of the
variance in the latent variable which shows
good coverage of the domain of content and
suggests a promising starting point for future
studies.
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