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ABSTRACT

The Relationship Between Personality Traits and Behaviors

of Instagram Users Vs. Non-Users

Social media platforms have become extensively used as communication tools and
information sources among people through the advancements in online technologies.
In the academic literature, beliefs, attitudes and behavioral intentions of social media
users have been greatly investigated as well as their personality traits and social
media usage. While Instagram has been prominent among other social media
platforms as an image-based social network, limited is known about the
characteristics of Instagram users and non-users related to their Instagram usage. In
this thesis it was aimed to examine the relationship between personality traits and
belief-attitude-intention connections of Instagram users and non-users. For this
purpose, a comprehensive survey was prepared using Big Five Inventory (BFI),
Social Interaction Anxiety Scale (SIAS) and Brief-Fear of Negative Evaluation Scale
(Brief-FNE). As a result of this survey, data was collected from 690 respondents and
results were analyzed by using descriptive, factor, cluster, correlation, cross-tab,
independent samples t-test, ANOVA and multiple regression analyses. The results
revealed that there were significant differences between Instagram users and non-
users with respect to their beliefs about Instagram usage, attitudes towards Instagram
usage and behavioral intentions to use Instagram. Additionally, positive correlations
were discovered between the personality traits of Instagram users and their Instagram

usage that were presented in this thesis.



OZET

Instagram Kullanicis1 Olan ve Olmayan Bireylerin Kisilik Ozellikleri ve

Davranislar1 Arasindaki Iliski

Sosyal medya platformlari, ¢evrimigi teknolojilerdeki gelismeler sayesinde insanlar
tarafindan iletigim araci ve bilgi kaynagi olarak yaygin bigimde kullanilmaktadir.
Akademik literaturde, sosyal medya kullanicilarinin inanglari, tutumlari ve
davranigsal niyetlerinin yani sira kisilik 6zellikleri ve sosyal medya kullanim1 biiyiik
olglide aragtirilmistir. Instagram goriintii tabanli bir sosyal ag olmasiyla diger sosyal
medya platformlar arasinda 6ne ¢ikarken, Instagram kullanicist olan ve olmayan
bireylerin Instagram kullanimiyla ilgili 6zellikleri hakkinda sinirli bilgi
bulunmaktadir. Bu tezin amaci Instagram kullanicisi olan ve olmayan bireylerin
kisilik 6zellikleri ile inang-tutum-niyet baglantilari arasindaki iliskileri incelemektir.
Bu amagla, Biiyiik Bes Envanteri (BFI), Sosyal Etkilesim Kaygi Olgegi (SIAS) ve
Negatif Elestiriden Korkma Olgegi (Brief-FNE) kullanilarak kapsamli bir anket
hazirlandi. Bu anket sonucunda, 690 kisiden toplanan veriler tanimlayici, faktor,
kiimeleme, korelasyon, ¢apraz sekme, bagimsiz 6rneklem t-testi, ANOVA ve ¢oklu
regresyon analizleriyle incelenmistir. Bu analizlerin sonucuna gore, Instagram
kullanicilart ve kullanict olmayan kisiler arasinda Instagram kullanimina yonelik
inang, tutum ve davranigsal niyetler bakimindan 6nemli farkliliklar oldugu ortaya
cikmistir. Buna ek olarak, Instagram kullanicilarinin kisilik 6zellikleri ile Instagram

kullanim1 arasinda pozitif korelasyonlar tespit edilmistir.
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CHAPTER 1

INTRODUCTION

In the twenty-first century, communication tools and information sources have
changed public relations and social life significantly with the advancements of
multiple online technologies. “Over the past decade, mobile devices such as cellular
phones and tablet computers have become such an essential part of our lives that it is
hard to imagine functioning without them” (Kaplan, 2012, p. 129). In addition, the
wide-spread use of the Internet allows connection to information through the World
Wide Web (Kurtulus, Ozkan & Oztiirk, 2015). As a result of all these developments,
a new concept has been generated by interactive Internet platforms that are overall
referred to as “social media”. Social media has changed the life of many people and
attracted a great attention, from industry as well as academia (Ngai et al., 2015). In
the academic world, social media concept has been explored by many researchers
covering different categories of its usage. Accordingly, social media has evolved
from the day it has emerged to date with the enhancement of multiple online
technologies and the Internet. Therefore, this topic has attracted attention both from
industry and academia. Social media concept has been a great boost to the interaction
of users and organizations and has achieved great progress so far. Moreover, it has
become one of the most important components of the above mentioned usage areas

and it is expected to continue its growth in the coming years.



1.1 Social media

Social media is defined as “a group of internet-based applications that build on the
ideological and technological foundations of Web 2.0 and that allow the creation and
exchange of user-generated content” (Kaplan and Haenlein, 2010, p. 61). Within this
context, social media also known as user-generated media includes applications such
as blogs, content communities, discussion boards, chat rooms, product and/or service
review sites, virtual worlds, and social networking sites, that provide interactive
platforms for social media users to exchange information based on their
communication with each other (Kaplan and Haenlein, 2010; Mangold and Faulds,
2009). In other words, 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).

Similarly, Safko and Brake (2009, p.6) stated that social media “refers to
activities, practices, and behaviors among communities of people who gather online
to share information, knowledge, and opinions using conversational media”.
According to Berthon et al. (2012), ‘the social’ and ‘the media’ are the two elements
of social media. The social element includes the collective action of users through
networking dynamics whereas the media element covers the integration of traditional
media with new media and marketing implications in the social network environment
(Berthon et al., 2012).

On the other hand, there were other terms in the literature that were used
interchangeably with social media such as “user-generated media”, “Web 2.0” and
“social media platforms” (Tang, Gu, and Whinston, 2012; Wirtz, Piehler, and
Ullrich, 2013; Kurtulus, Ozkan, and Oztiirk, 2015). By taking Kaplan and Haenlein’s

(2010) social media definition as a base, it is asserted that “web 2.0 refers to the



basic technical platform of social media and user generated content refers to its
underlying purpose” (Wirtz, Piehler, and Ullrich, 2013, p. 12). Furthermore,
Kietzmann et al. (2011) explained social media through using seven functional
components namely as, identity, conversations, sharing, presence, relationships,
reputation and groups. Moreover, as stated by Edosomwan et al. (2011), it is not very
usual to encounter social media without using the phrase social networking. In
addition, Cohen (2009) mentioned that social media and social networking are used
interchangeably, however, it is possible to separate them, and the websites can
represent one or another or even both effectively.

Furthermore, Cohen (2009) defined “social media” as a strategy and an outlet
for broadcasting, and “social networking” as a tool and a utility for connecting with
others. Cohen (2009) asserted that both terms can be combined together under the
umbrella of Web 2.0. On the other hand, Boyd and Ellison (2008, p. 211) defined
social network sites “as web-based services that allow individuals to (i) construct a
public or semi-public profile within a bounded system, (ii) articulate a list of other
users with whom they share a connection, and (iii) view and traverse their list of
connections and those made by others within the system”. According to Boyd and
Ellison (2008), “social network site” and “social networking sites” are also concepts

that are used interchangeably.

1.2 Social media in the world and in Turkey

The power of social networking steadily increases and, the number of worldwide
social media users is expected to reach 2.95 billion by 2020, around a third of Earth’s
entire population (Statista, 2016). The highest social network penetration rate (66%)

belonged to North America which was followed by South America with 59%



(Statista, 2016). As indicated in Figure 1, China had the highest number of social
network users in the world with 563 million users in 2016 while it is predicted to
reach about 740 million users in 2021 (Statista, 2016). Moreover, India had 292
million users and United States came after with 207 million social media users
(Statista, 2016). On the other hand, the country with the highest mobile social media
usage is United States with whereas the second country with 53% reach is Mexico

(Statista, 2016).

Number of social network users in selected countries in 2016 and 2021 (in
millions)

China

India

United States

Indonesia

Russia

Brazil

Mexico

Japan

Germany

0 100 200 300 400 500 600 700 800

Social network users in millions

N 2016 WM z2021%
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Fig. 1 Number of social network users in selected countries in 2016 and 2021
(in millions)
Source: [Statista Dossier, 2016]

On the other hand, in U.S., 79% of the Internet users were also Facebook users while
32% of them used Instagram and 24% used Twitter (Pew Research, 2016).
Moreover, 68% of all U.S. adults were Facebook users, while 28% used Instagram
and 26% used Pinterest (Pew Research, 2016). As shown in Figure 2, Facebook is

the most visited social media platform with 76% on a daily basis while 51% of



Instagram users access the platform daily and 42% of Twitter users stated that they

visit the platform more than once a day (Pew Research, 2016).

= Daily = Weekly Less often

22

76
8 31

Fig. 2 Frequency of social media sites usage

Source: [Pew Research Center, 2016]

Furthermore, the global social media advertising market size is about $ 26.4 billion
and the US, China and Europe cover 86% of the global social media advertising
market with a cumulated amount of $ 22.8 billion, (Statista, 2016). A recent report
by Edelman (2016) reveals that online media (53%) becomes the third most trusted
source after search engines (63%) and traditional media (58%) for general news and
information. According to the same report, owned media (46%) and social media
(44%) are the two other trusted sources.

When we look social media statistics about Turkey, Statista (2017) stated that
Turkey had about 44% social network penetration rate for 2016 and it is predicted to
reach about 53% by 2021. Moreover, the most used social media platform in Turkey
was YouTube with 57% usage rate while Facebook (56%) followed YouTube with a

small difference and Instagram was on the third rank with 45% (Statista, 2017). On



the other hand, Turkish Statistical Institute (2016), revealed that social media usage
ranked first among the Internet usage purposes in Turkey and about 82% of the
Internet users in Turkey created a profile on social media platforms. Although social
media usage has been increasing, during the first six months of 2015, Turkey

accounted for 72% of all requests to remove content from Twitter (Statista, 2017).

1.3 Benefits and challenges of social media

The literature provides a wide range of benefits of social media. For instance, Barnes
(2010, p.10) mentioned that being another way of communication, added value to
customers, product/brand awareness, ability to keep up with trends and competitors,
demonstration of product, being a more cost effective and productive form of
marketing were among the reasons to use different social media tools. Moreover,
Asur and Huberman (2010) asserted that because of its ease of use, speed and reach,
social media is fast changing the public discourse in society and setting trends.
Furthermore, social media is not only assumed as a new medium of communication,
but also it helps receiving attention, building reputation, and generating revenues
(Tang, Gu, and Whinston, 2012). In addition Wright et al. (2010) mentioned that
social media enables companies to reach their target groups through giving them the
right message.

On the other hand, there are also some differences from the perspective of
users of this new communication medium. For instance, Pérez-Latre, Portilla, and
Sanchez Blanco (2011) suggested that social media request for a new audience
relationship framework; and the authors declared that authenticity, participation,
transparency and relevance are the rules of this emerging environments that are

shaped by such audiences. According to Whiting and Williams (2013), social



interaction, information seeking, pass time, entertainment, relaxation,
communicatory utility, convenience utility, expression of opinion, information
sharing, and surveillance/knowledge about others were ten uses and gratifications for
using social media.

Moreover, social media provides many different benefits in many areas such
as social communication, building reputation, bringing career opportunities and/or
generating direct monetary revenue. Businesses from many diverse sectors
(healthcare, food & wine, fashion, sports, music, banking & finance, tourism &
hospitality and wellness) have incorporated social media activities to keep in touch
with their customers and search for new markets in combination with their marketing
strategies.

Approximately, 95% of the enterprises use social media platforms and retail
industry has shifted from in-store purchases to digital purchases (Euromonitor,
2016). According to Stelzner (2016), the top two benefits of social media marketing
were increased exposure and increased traffic. Moreover, a significant 89% of all
marketers indicated that their social media efforts have generated more exposure for
their businesses besides, increasing traffic was the second major benefit, with 75% of
marketers reporting positive results (Stelzner, 2016).

In terms of management perspective, social media evolved to a corporate
communication strategy to develop long-lasting effective relationship with both
internal and external customers building a community around company image.
Social media is distinguished from traditional marketing communication channels in
terms of being “more flexible and adaptive than traditional communication channels”

(Valos et al., 2015, p. 714).



Moreover, Valos et al. (2015) summarized the benefits of social media for
organizations in the following way:
e it provides interactivity with multiple touch points across organization,
e it combines communication channels with distribution channels of
organizations,
e it enables companies to keep in touch with customers and their social
networks,
o it facilitates faster and more efficient information dissemination,
e it enhances decision-making process,
e it improves sales and marketing capabilities,
e itallows researching about customers and engaging with them (Valos et al.,
2015).
Despite having many benefits and opportunities for individuals and businesses, using
social media has some challenges as well. Lee and Hong (2016) stated that although
social media facilitates a significant growth as an advertisement platform for
marketing professionals, there were some difficulties in following the results of
social media advertising campaigns. In addition, due to including large volume of
personal data from diverse platforms, there were also challenges about information
privacy and security while using social media.
According to Heidemann et al. (2012), many companies limit their social
media usage in order to not disclose their confidential information. On the other
hand, legal and ethical issues on social media platforms such as cyberbullying may

cause some psychological risks for individuals.



Another issue about social media is over sharing behavior, which is that people share
too much personal information and this makes them open to serious security risks
(Benson, Saridakis and Tennakoon, 2015 ; Rose, 2011).
Valos et al. (2015) listed challenges about social media as the following:
e Control of communication between company and customers,
e Adaptation of company culture to social media environment to give a
consistent message to customers,
e Challenges about coordination in organizational functions and definition of
strategic roles,

e Measuring performance in social media environment (Valos et al., 2015).

1.4 Social media platforms

1.4.1 Facebook
Facebook was created in 2004 by Mark Zuckerberg and some of his colleagues with
the aim of creating a social network for university students with respect to the
university experience (Ross et al., 2009). The mission of Facebook is to give people
to share and make the world more open and connected (Facebook, 2017). Facebook,
which has about 1.94 billion monthly active users and 1.74 mobile monthly active
users, is the most popular social network worldwide (Statista, 2017). Furthermore,
Facebook is most popular social networking platform in U.S. (Pew Research, 2016).
Facebook had $27.64 billion total revenue at the end of 2016 which has
increased by 54% compared to the previous year (Facebook Financial Results, 2016).
Facebook purchased Instagram in 2012 for 1 billion U.S. dollars and WhatsApp in

2014 for 19 billion U.S. dollars (Statista, 2016). Facebook has been gaining revenue



from companies that want to reach their members through using marketing and

advertising activities on this platform (Lilley, Grodzinsky and Gumbus, 2012).

1.4.2 Twitter

Twitter is a micro blogging service that was created and launched in 2006 by Jack
Dorsey, Evan Williams, Biz Stone and Noah Glass. Twitter is an online social
networking service that enables users to send and read short 140-character messages
called tweets (Twitter, 2016). Twitter has 1 billion unique visits monthly to sites with
embedded Tweets and 313 million monthly active users, a total of 1.3 billion
accounts have been created and 29.2% of US social media users are Twitter users
(Twitter, 2016). Twitter acquired Periscope for $86 million in 2015 (Brandwatch,
2016). As of August 2015, Twitter was ranked as one of the largest U.S. internet
companies with about $13.1 billion market capitalization however, in 2016, Twitter
had 2.53 billion U.S. dollars revenue which the majority were generated via
advertising (Statista, 2017). Twitter has been used as to engage online with others

sharing their thoughts and experiences during events (Statista, 2017).

1.4.3 Instagram
Instagram is an image-based social media platform that enables users to take photos
and edit them through a variety of digital filters and effects (Statista, 2017). Founded
by Kevin Systrom and Mike Krieger in October 6, 2010 with “the hope of facilitating
communication through images” and Instagram hit 1 million users in the same year
(Brooke, 2017).

According to Sheldon and Bryant (2016, p. 94), “Instagram is a newer form

of social media and is quickly growing in reference to the amount of users that join

10



each day”. As shown in Figure 3, the number of monthly active Instagram users have
steadily increased and reached 500 million as of June 2016 (Statista, 2017).
Moreover, Brooke (2017) stated that, Instagram hit 600 million users in December
2016. In addition, Instagram has more than 400 million daily active users currently
(Instagram, 2017). Approximately 20% of the visitors of Instagram are from US, 9%
of them are from Russia and 6% of them are from Brazil while 5% of the visitors are

from Turkey at ranking as the fourth country (Brooke, 2017).

Number of monthly active Instagram users from January 2013 to June
2016 (in millions)

Number of users in millions

Fig. 3 Number of monthly active Instagram users from January 2013 to June

2016

Source: [Statista, 2016]

Instagram is a newer social networking platform compared to Facebook and Twitter
and serves mainly as an application that facilitates to take, store and share photos
among users on mobile devices. Since the beginning, Instagram has gradually
reshaped the digital landscape from text-based social media platforms to an image-

based social network (Brooke, 2017). In 2011, Instagram has been awarded by Apple

Inc. as the App of the year by reason of its simplicity and popularity.
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In 2012, Instagram is acquired by Facebook for approximately $1 billion in cash and
stock while the process value of the platform was $500 million in the same year
(Brooke, 2017). Instagram is very extensive among young adults who are between
the age range of 18-29 with 59% usage rate while 30-49 aged users follow them with
33% and users who are 65 years old and above have 8% usage rate (Pew Research,
2016). Moreover, 39% of online adults who use Instagram have less than $30K
annual income and Instagram is more preferred by female internet users compared to
male users (Pew Research, 2016).

According to Linaschke (2011), Facebook is a social phenomenon that allows
social interaction with existing friends in addition to make new friends, while Twitter
is a text-based platform at its core, however Instagram is an image-based social
media platform which differentiates it from other social media platforms.

From a marketing point of view, Instagram is the most favorite social media
platform with 81% usage rate to engage with brand content in the U.S (Statista,
2016). Moreover, Instagram is the third preferred social media platform with 12%
shopping usage rate among social media platforms in the U.S. as of May 2016
(Statista, 2016). Instagram generated approximately $1.53 billion in global mobile
advertisement revenues in 2016 and approximately, 49% of the brands use
Instagram.

Furthermore, engagement with brands on Instagram is 10 times higher than
Facebook, 54 times higher than Pinterest and 84 times higher than Twitter
(Brandwatch, 2016). In addition, Nike with 68.1 million users, National Geographic
(65.7 million users), Victoria Secrets (49 million users), 9GAG (34.9 million users)
and Nike Football (24.9 million users) are the top brands on Instagram and they post

4.9 times per week on Instagram (Brooke, 2017). Celebrities have a significant effect

12



on communicating and creating credible marketing messages on Instagram
(Djafarova and Rushworth, 2017). Some celebrities have a great number of followers
for instance, Selena Gomez is the most followed celebrity on Instagram and her
number of followers are greater than Malaysia, Australia, Sri Lanka, UAE and

Switzerland put together (Brooke, 2017). As shown in Figure 4, beauty brands

accounted for 23 % of brand posts on the social platform and for almost a third of all
interactions. Retail brands with 23% and fashion brands with 17% come after from

beauty industry (Statista, 2017).

Distribution of brand posts and user interactions on Instagram as of
3rd quarter 2016, by vertical

Beauty

Retail

Fashion

Activewear

Auto

Consumer electronics
Watches & jewelry
Beverages

CPG

0% 5% 10% 15% 20% 25% 30% 35%

I share of posts [l Share of interactions Negative

Fig. 4 Distribution of brand posts and user interactions on Instagram as of 3rd
quarter 2016.

Source: [Statista, 2017]

1.5 The purpose of the thesis and research questions

Personality is a concept that “involves the particular combination of emotional,

attitudinal and behavioral response patterns of an individual” (Maria Balmaceda,

Schiaffino and Godoy, 2014, p. 136).
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The impact of personality traits on social media usage has been investigated by many
researchers using a variety of theoretical perspectives. However, there was a limited
number of studies that examine the beliefs about, attitudes towards and behavioral
intention to use Instagram. Furthermore, literature lacks of studies that examine the
differences between Instagram users and non-users with respect to their personality
traits.

Accordingly, the purpose of this thesis was threefold:

(1) To present a comprehensive overview of social media phenomenon along
with the image-based social media platform — Instagram,

(2) To investigate the differences between Instagram users and non-users
regarding personality traits,

(3) To examine the belief-attitude-behavioral intention connections of
Instagram users considering personality traits.

Personality traits were inferred as the 5 dimensions of Big Five Inventory-
Extraversion, Agreeableness, Conscientiousness, Neuroticism and Openness, Social
Interaction Anxiety and Fear of Negative Evaluation for this thesis. While the
Theory of Reasoned Action (TRA) by Ajzen and Fishbein (1980) and the Theory of
Planned Behavior (TPB) by Ajzen (1985) were adopted as theoretical underpinnings
to examine the belief-attitude-behavioral intention relationship, the impact of
personality traits on these relationship was examined and inserted to the original
theoretical framework.

First, the differences between Instagram users and non-users with respect to
personality traits were investigated. Moreover, Instagram usage experience groups
were examined to reveal the differences related to personality traits. On the other

side, beliefs about Instagram items were identified based on the previous studies by
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Lee et al. (2015) and Sheldon & Bryant (2016) who explored the motivations to use
Instagram. Afterwards, Instagram users were segmented into sub-groups regarding
their usage related beliefs about Instagram. The differences between these groups
were investigated with respect to personality traits. Moreover, relationship between
user beliefs about Instagram and user attitudes towards using Instagram were
examined through quantitative analysis methods.

Thereby, research questions were proposed in the following way: (1) What
are the differences between Instagram users and non-users with respect to their
personality traits? (2) What are the differences among respondents having different
experience levels about Instagram usage (non-users, low-experienced users, mid-
experienced users and high-experienced users) regarding to their personality traits?
(3) What are the users’ main belief factors about Instagram? (4) How can Instagram

users be segmented based on their beliefs about Instagram?
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CHAPTER 2

LITERATURE REVIEW

Although, being a novel concept, there is a growing body of literature about social
media and different usage areas of social media. Moreover, personality
characteristics of social media users and their impact on social media usage have
been an intriguing research topic in the academic world.

In this chapter, definitions of social media concept will be presented with the
changes and developments from the emergence of social media to the present day.
Furthermore, past academic studies on social media research covering a variety of
different usage areas will be explained throughout this chapter. Moreover, as being
the main subject of this thesis, photo-based social media platform Instagram and
academic literature on Instagram usage will be discoursed. Finally, previous
literature about social media users and their beliefs, attitudes and behaviors related to
social media usage will presented including the research about their personality

characteristics.

2.1 Definitions of social media

Social media has been acknowledged as the new way of communication and
information and media source of the 21st century. Many different social media
definitions have been created by scholars in the literature. Kaplan and Haenlein
(2010, p. 61), defined social media as “a group of internet-based applications that
build on the ideological and technological foundations of Web 2.0, allowing for the
creation and exchange of user-generated content”. According to Postman (2009),

social media is the most current form of technology that is based on content creation

16



and sharing using online websites and/or online applications. Social media refers to a
range of platforms which become accessible through electronic tools enabling
individuals to publish and reach information and build relationships (Jue, Marr and
Kassotakis, 2009). These definitions are based on two main points that the former is
creating and sharing content such as text, images, photos, videos, experiences,
opinions and the second common point is social media provides communicating with
other people and businesses (Kurtulus, Ozkan & Oztiirk 2015).

In the literature, “there are various similar terms for social media that are used
synonymously such as online social networks, social networking services and social
network sites” (Heidemann et al., 2012, p. 3867). Moreover, Web 2.0, user generated
content and social media platform terms were often used interchangeably for social
media. However, there are differences between these terms in terms of the meanings
that they have. Web 2.0 term was used for participatory and collaborative platforms
in where individuals published content (Kaplan and Haenlein, 2010). According to
Kurtulus, Ozkan and Oztiirk (2015), Web 2.0 is explained as online applications that
comprise a technological infrastructure, whereas social media refers to social
platforms that are provided by Web 2.0 foundations.

Another term that was used as a part of social media is User Generated
Content (UGC) that refers to “the sum of all ways in which people make use of
social media” (Kaplan & Haenlein, 2010, p. 61). According to Ghiselli and Ma
(2015), social networking sites (SNSs) including LinkedIn, Facebook, Twitter,
Wikipedia, YouTube, Flickr, Reddit and Instagram were the platforms that arose
from Web 2.0 mindset.

Social media has some components in itself and some scholars have made

classifications of social media platforms regarding different aspects.
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Kaplan and Haenlein (2010), classified social media into six categories based on
social presence/media richness and self-presentation/self-disclosure theories as
shown in the following way:

e Blogs,

e Social networking sites (e.g., Facebook),

e Virtual social worlds (e.g., Second Life),

e Collaborative projects (e.g., Wikipedia),

e Content communities (e.g., YouTube),

Virtual game worlds (e.g., World of Warcraft).
Another classification was made by Kurtulus, Ozkan and Oztiirk (2015)

according to types and benefits of social media platforms as follows:

Contact Platforms (e.g., blogs, social networks and forum sites),
e Collaboration Platforms (e.g., wikis and social news),
e Multimedia Platforms (e.g., photo, video, music and audio sharing),
e Comments and Review Platforms (e.g., Q&A groups and review boards),
e Entertainment Platforms (e.g., game and imaginary world sharing).

On the other hand, Moore, Raymond and Hopkins (2015) aggregated social
media applications into 12 categories according to their features and usage types as
follow:

e Blog (Blogger, WordPress, TypePad),

e Micro-blog (Twitter, Tumblr),

e Photo sharing/storage (Flickr, Twitpic),

¢ Video hosting/sharing/storage (YouTube, Twitvid, Ustream),

e Feed reading (Google Reader, Bloglines),
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e Social and professional networking (Classmates, Facebook, LinkedIn,
MySpace),

e Live interactive broadcasting (Skype, Facetime),

¢ Online conferencing (Adobe Connect, Go-To-Meeting),

e Social bookmarking (Delicious, Digg),

e Moderated web community (Google, MSN, Yahoo),

e Unmoderated web community (Google, MSN, Yahoo),

e Presentation sharing/storage (SlideShare).

2.2 Practices of social media for marketing and communication purposes

As being a developing phenomenon, social media has revolutionized the design of
marketing activities related with the promotion and distribution of product and
services (Thoumrangnoje, 2014). Within marketing context, many activities such as
customer relationship management, customer service, market research, lead
generation, sales, promotion and delivery channel, advertising channel, product
placement and branding have facilitated from opportunities provided by social media
and social media marketing (Ashley & Tuten, 2015).

Akar and Topgu (2011, p. 365) defined social media marketing as “the use of
social media channels to promote a company and its products”. Furthermore,
Chikandiwa et al. (2013), proclaimed that companies use the collective intelligence
of crowdsourcing on social media to engage, collaborate and interact with their
customers for marketing purposes as a part of their social media marketing strategies.
Within this context, social media marketing is distinguished from traditional
marketing communication channels in terms of being more flexible and adaptable to

the new changes (Valos et al., 2015).
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Social media marketing has brought many benefits in marketing sense such as the
implications of customer relationship management (CRM), customer-brand
interaction and the use in marketing campaigns, promotions and advertisements. On
the other hand, social media communities, “influencers” and friendships on social
networking sites have a strong effect on consumers with respect to their attitudes
towards company brands therefore, marketers use social media marketing activities
in the direction of their brand management strategies. Godey et al. (2016) revealed
that, information exchange on social media can be provided by online forwarding,
which is a characteristic of electronic word of mouth. Moreover, viral marketing
communication through using social media platforms have come into prominence as
new marketing strategies of the recent century. According to Pan et al. (2014), social
media marketing is used as a cost-effective communication channel for organizations
and a cost-efficient way to engage with customers through electronic word-of-mouth.

From the communication aspect, many organizations from government
departments and corporations to small businesses, have adopted social media for
strategic, corporate and organizational communication and public relations
(Macnamara & Zerfass, 2012). Within this context, there are a great variety of social
media communication tools including blogs, discussion boards, chat rooms, e-mail,
product or service ratings websites and forums and social networking websites
(Mangold & Faulds, 2009).

According to Kaplan (2012), social media communication has two forms;
company-to-consumer and user-generated content (UGC). Although it is a good way
for companies to convey their messages to customers using social media platforms,
the control of this content may be difficult for companies considering timing and

frequency of the communication (Mangold & Faulds, 2009).
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Another important issue is, working customers into the process of co-creation in the
social media environment with the efforts of companies that develop interactions
with virtual communities (Kao et al., 2016; He and Yan, 2015). Especially, during
product and service designs when deciding on the concept, colors, shapes, sizes,
packaging and other factors, organizations rely on social-media-based conversations
with their customers using integrated marketing communications (Mangold and

Faulds, 2009).

2.3 Organizational dimensions of social media

Social media platforms have been adopted by many corporations to invest money
and time (Boyd & Ellison, 2008) in their organizational functions. According to
Schroeder and Lile (2016, p. 682), “the growth in the popularity of social networking
sites has resulted in many organizations using these platforms for organizational
activities including recruitment, employee selection, employee monitoring and
termination”. Besides being an interactive channel for customer interaction, social
media has affected business world as a tool for managing the organizational context
(Andzulis, Panagopoulos and Rapp, 2012).

Furthermore, social media platforms are mainly used within the
organizational context, as a communication medium for knowledge sharing among
employees. In the literature, Razmerita et al. (2016) explored, the driving factors
affecting employees’ participation using enterprise social media platforms. On the
other hand, Macnamara and Zerfass (2012) explored the use of social media for
workplace communication in organizations to engage with employees and their
stakeholders considering strategically planned regarding key performance indicators

(KPIs) and objectives of organizations.
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Another area whereby social media is used in organizations is recruitment
management and staffing. Van Iddekinge et al. (2016) stated that, Facebook profiles
of applicants are examined by human resources professionals and managers to
provide information and to make assessments about them during the staffing process.
In the literature, there were some studies about social media usage in recruitment
processes in organizations. A study by Roth et al. (2016) undertook social media
usage in employee recruitment process while taking employment decisions such as
selection, promotion and reassignment and also using social media platforms for
employee assessment.

Moreover, Chua and Banerjee (2013) stated that, knowledge management has
been rising as an important strategy that is used to capture and transfer knowledge
for organizational benefits. Within this context, organizations have been leveraging
from the valuable knowledge that employees have through enterprise social media
platforms (Razmerita et al., 2016). On the other hand, Breunig (2016) revealed that
social media helps to increase the sense of organizational membership among
employees and provides many opportunities for workplace learning by sharing
knowledge and experiences within the global organizations. Social media have a
positive influence on work performance of employees developing networking ties
among them. In addition, Linke and Zerfass (2013) ranked the departments in
organizations that most use enterprise social media platforms as communication,

advertising, marketing, sales and human resources departments.

2.4 Big data analytics and social media

Social media data analytics were defined as “technologies that translate data into

dashboards, graphics and metrics reports, forms that management uses to evaluate
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the outcomes of specific strategies” (Montalvo, 2011, p. 93). Within this context,
social media users create massive amounts of data which is used for predictions in
various application areas such as disease outbreaks, product sales, stock market
volatility and elections outcome predictions (Kalampokis et al., 2013).

In the literature, Bohlouli et al. (2015) explored knowledge extracted from
social media using big data technology and sentiment analysis techniques. Moreover,
Park et al. (2015) developed a predictive model for language analysis leveraging
from the sample of Facebook users, to assess the personality characteristics of social
media users. Wieneke and Lehrer (2016) investigated social media data usage for
value creation and to develop new business models to gain competitive advantage.
Furthermore, Wamba et al. (2016) categorized social media data into seven groups
as, demographic, product, psychographic, behavioral, referrals, location and intention
data.

According to the previous literature, big data on social media platforms have
provided valuable information about users and have given opinion about the area of
their interests, groups and/or communities that they belong to as well as their
personality characteristics through following users’ traces on social media platforms.
This gathered information can be analyzed by using social media analytics
techniques (e.g., sentiment analysis) to make predictions about personality traits of
users in addition their motivations or attitudes towards social media usage for a wide

range of purposes.
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2.5 The impact of social media on political and social movements

Social media platforms have been used as an information source for providing up-to-
the-minute information. In this way, the literature also examined the role of social
media in political participation and citizen engagement during election campaign
processes.

Kushin and Yamamoto (2010) stated that people can reach to political news
through social media platforms and have more opportunities for political expression.
According to Holt et al. (2013), there was a relationship between social media usage
across different age-groups and political participation. Furthermore, Gil de Zdfiiga et
al. (2014) explored social media usage in political expression and political
participation by the means of generating original content and new forms of political
participation. Moreover, Kalsness, Krumsvik and Storsul (2014) investigated, the
role of Twitter in an election campaign comparing with television as a political back
channel and a potential agenda setter.

On the other hand, Larsson and Kalsness (2014) examined the day-to-day
social media uses of politicians utilized from their Facebook and Twitter accounts.
Another aspect in this category is, the use of social media for political protests, social
movements, social protests, social crisis, and uprisings as a medium for activists.
According to Bastos, Mercea and Charpentier (2015), political protest-related
messages on Facebook and Twitter positively affect the spread of protests and
provide to make predictions about protest activities on both online and offline.
Moreover, Valenzula (2013) revealed that, there was a positive relationship between
the use of social media to express political opinions and protest behavior. In addition,
Bruns et al. (2013) explored discussions on Twitter about the uprising in Egypt and

Libya and protests of citizens about their leaders.
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In addition, during the Arab Spring uprisings social media had a significant role to
share news and information about protests and to provide support for movements
along with other media channels (Chadwick, 2011). Foregoing studies show that
mobilizing information that can be obtained through social media platforms enable
many opportunities for the engagement of protest activities in political and social
movements (Yamamoto, 2006). Within this context, social media has been used for
social activism purposes such as sustainability, social responsibility and green issues.
Furthermore, Mcpherson (2015) explored the social media usage by advocacy
organizations for journalism. Besides, Menkhaus (2014) investigated terrorism

activities on social media including terrorists’ usage of social media in the literature.

2.6 Legal and ethical issues about social media

Despite spanning a substantial amount of available information, social media
platforms have some security and information privacy issues for both individual and
corporation sense. Rose (2011) elaborated information disclosure behavior on social
media and proclaimed that although social media platforms allow their users to share
information, this may cause an over-sharing whereby people disclose too much
personal information. Moreover, as private information becomes public and open to
everyone, there would be serious security risks which may cause unintended
consequences (Rose, 2011).

On the other hand, Linke and Zerfass (2013, p. 274) defined the concept of
social media governance as “the formal and informal frameworks which regulate the
actions of the members of an organization within the social web”. Within this
context, lack of governance may cause many significant risks such as, releasing

confidential information, reputation damage, flaming, cyberbullying, pornography,
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etc. (Macnamara & Zerfass, 2012). Therefore, Linke and Zerfass (2013) commended
corporations to educate their workers within the framework of social media
guidelines, both for private and job related activities even they don’t actively use
social media.

Moreover, Schroeder and Lile (2016) reviewed court cases in federal court
system in U.S. about social media use of employees and it is revealed that the
majority of cases relied on employee terminations d