SELF ON FACEBOOK: A SOCIAL PSYCHOLOGICAL INVESTIGATION
WITHIN USES AND GRATIFICATIONS FRAMEWORK

A THESIS SUBMITTED TO
THE GRADUATE SCHOOL OF SOCIAL SCIENCES
OF
MIDDLE EAST TECHNICAL UNIVERSITY

BY

NILUFER ERCAN

IN PARTIAL FULFILLMENT OF THE REQUIREMENTS
FOR
THE DEGREE OF DOCTOR OF PHILOSOPHY
IN
THE DEPARTMENT OF PSYCHOLOGY

MARCH 2016






Approval of the Graduate School of Social Sciences

Prof. Dr. Meliha Altunigik
Director

| certify that this thesis satisfies all the requirements as a thesis for the degree of
Doctor of Philosophy.

Prof. Dr. Tiilin Geng6z
Head of Department

This is to certify that we have read this thesis and that in our opinion it is fully
adequate, in scope and quality, as a thesis for the degree of Doctor of Philosophy.

Prof Dr. Bengi Oner-Ozkan
Supervisor

Examining Committee Members

Prof. Dr. Tilin Gengdz (METU, PSY)
Prof. Dr. Bengi Oner-Ozkan (METU, PSY)
Assoc. Dr. Tiirker Ozkan (METU, PSY)
Assoc. Dr. Derya Hasta (AU, PSY)

Assist. Prof. Dr. Ayca Ozen (TOBB ETU,PSY)







I hereby declare that all information in this document has been obtained and
presented in accordance with academic rules and ethical conduct. I also declare
that, as required by these rules and conduct, | have fully cited and referenced
all material and results that are not original to this work.

Name, Last name : Nilufer Ercan

Signature:



ABSTRACT

SELF ON FACEBOOK: A SOCIAL PSYCHOLOGICAL INVESTIGATION
WITHIN USES AND GRATIFICATIONS FRAMEWORK

Ercan, Niliifer
Ph.D., Department of Psychology

Supervisor: Prof. Dr. Bengi Oner-Ozkan

March 2016, 115 pages

Literature on uses and gratifications of social media focused on relationship
and networking oriented gratifications since now. Although identity and certain self-
focused gratifications were also emerged as categories in these studies, limitations
regarding unclear conceptualizations, inconsistent findings and measurement
problems make it hard to draw clear conclusions. Building on a social psychological
perspective, current study aimed at 1) differentiating self-focused uses and
gratifications and 2) developing reliable and valid measures for them. The aims are
achieved in two steps: An initial, qualitative exploratory study and a quantitative
comprehensive model. Results of the initial study enabled differentiating between
“self-aggrandizement”, “self enhancement”, “self-expression”, “self-presentation”
and “performing ideal self” gratifications. Second study was designed to test these
emergent constructs using factor analyses in addition to correlational analyses of
gratifications-uses link. Results of the combined validity and reliability analyses

provided evidence for hypothesized differentiated model of self-focused
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gratifications. In addition, individual difference variables included in the study

provided partial support as well. Further studies with more diversified and large
samples are needed.

Keywords: Self, Facebook, social networking sites, social media, uses and
gratifications
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FACEBOOK’TA BENLIK: KULLANIM VE DOYUM KURAMI
CERCEVESINDE SOSYAL PSIKOLOJIK BIR INCELEME

Ercan, Niliifer
Doktora, Psikoloji Boliimii
Tez Yoneticisi: Prof. Dr. Bengi Oner-Ozkan
Mart 2016, 115 sayfa

Sosyal aglarla ilgili kullanim ve doyum arastirmalar1 daha ¢ok iligkisel ve
sosyal boyutlar ortaya ¢ikarmis ve bunlara odaklanmistir. Bazi arastirmalarda benlik
ve kimlikle ilgili ihtiya¢ ve doyumlar bulunmasina ragmen, bunlarla ilgili kavramsal
ve niteliksel bir tutarliliktan bahsetmek zordur. Ayrica, benlikle ilgili ihtiya¢ ve
doyumlarla ilgili tutarli ve giivenilir 6l¢iim araci eksikligi gbze carpmaktadir. Bu
calisma, sosyal psikolojik kuramsal bir temele dayanarak, literatiirdeki bu eksikleri
ve ihtiyaglar1 karsilamak {izere, benlikle alakali Facebook kullanimi ve Facebook’ta
elde edilen benlik odakli doyumlar1 arastirmak iizere tasarlanmistir. Oncelikle benlik
odakli kullannm ve doyumlarin kavramsal olarak ayristirilmasi i¢in odak-grup
gorlismeleri metoduyla nitel bir arastirma yapilmistir. Bu arastirmanin sonucunda
ortaya ¢ikan bes farkli doyum (kendini ylikseltme, kendini abartma, izlenim
yonetimi, kendini ifade etme ve ideal benligi deneyimleme), daha sonra ikinci bir
arastirma ile nicel olarak test edilmistir. Bunun i¢in, kullanom ve doyum
yaklagiminin metotlar1 ile 6l¢giim araglart gelistirilmis, bunlarin gecerlik giivenirlik

analizleri yapilmis, ve Facebook kullanim siklig1 ve bi¢cimi degigkenleri ile iligkisi
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tizerinden desteklenmistir. Faktor analizi ve regresyon analizleri sonucu, ilk ¢calisma
sonucunda tasarlanan bes boyutlu benlik odakli doyum modelinin desteklendigi
goriilmistiir. Bu sonuglar, literatiirdeki kavramsal ¢akigsmalarin ya da tutarsizliklarin
giderilmesine katkida bulunmasi ve sosyal aglarin kullanimi ile ilgili gecerli ve
giivenilir 6l¢iim araglar1 saglamasi agisindan ¢ok faydalidir. Orneklemin dgrencilerle
kisitli kalmasi ve bazi bireysel farklilik degiskenlerinin beklenen sonucu vermemesi,
ileriki calismalarda iizerinde durulmasi gereken bir konudur. Bu kisitliliklar
gidermek ve bulgular1 dogrulamak i¢in, daha sonraki arastirmalarda bireysel farklilik
degiskenlerinin ol¢iim yontemlerinde ya da arastirma deseninde degisikliklere

gidilebilir.

Anahtar Kelimeler: Facebook, sosyal ag siteleri, sosyal medya, benlik, kullanim ve

doyumlar
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CHAPTER 1

INTRODUCTION

1.1 Facebook as a New Media Platform

Substantial development in communication technologies brought new
platforms of media and new experiences, new outcomes related to them. One of the
important tools classified within these new media platforms is certainly Facebook,
with 1.11 billion of monthly active users, 655 million of which are daily-active
(Facebook, 2013) who are offered mass communication, social networking,
broadcasting user generated content, and computer mediated communication in one
medium. Facebook is now a company with 4900 employees with considerable
market value, which had its initial public offering recently. The intense time and
importance devoted to Facebook make it clearly outstanding among other cyberspace
experiences. Not surprisingly, media researchers from several disciplines as well as
psychology, put Facebook on their agenda since it rapidly fell within our lives
around the late 2000s. In line with them, current research is motivated by the aim of
enhancing the understanding of Facebook’s noteworthy place in our lives as a
computer mediated communication tool, and as a cyberspace experience.

Cutler (1995) states that cyberspace is an environment where culture is
incubated through interaction, and an individual presence is formed in course of
information exchange. In other words, cyberspace is just another platform to perform
and sense one’s self, while a flow of information exchange, namely communication,
occurs between people. Similarly Riva and Galimberti (1997) emphasize
‘experiencing a sense of self through interaction’ as one of the key feature of the
cyberspace. In this regard, putting an emphasis on self from a social psychological
perspective, this study is designed to explore the cyberspace experience within Uses
and Gratifications Theory framework. To be more specific, current study aimed at
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answering the question “What are the needs, uses and gratifications related to one’s
self on cyberspace?” confined with a representative social media channel, namely
Facebook, with its above mentioned multi-functional nature, popularity and
overarching status. In order to achieve this, two studies are designed with a mixed-
method approach. First, a qualitative study was conducted in order to explore
prevailing self-related uses and gratifications with an in-depth understanding of
individuals’ cyber-self-experience. Based on the results of that, a second study is
designed 1) to have a systematic measurement of emergent constructs for improved
generalizability, and 2) to investigate validity of the model and measures that
differentiate self-focused uses and gratifications.

In the following section, first Uses and Gratifications Theory will be
presented as the main framework of current study. After that, another section will
explain the relationship between social psychological aspects of the self and
Facebook uses & gratifications. Finally, aims and research questions of the study will

be presented.

1.2 Uses and Gratifications Framework

In early 1960s, where media research had its focus on effects, uses and
gratifications (U&G) approach came out as a response to the need for assessing the
individual involvement in mass communication (Blumler, 1979). This new line of
research began to focus on motives and functions of making use of certain content or
medium. It was born out of a need to assess the individual not merely as a passive
receiver but as an active agent choosing what and why to make use of.

U&G approach’s emphasis on active audience corresponds to researching selection,
utilization and prior motivations in media consumption (Katz, Blumler, & Gurevitch
1973)

After the emergence and fast spread of user-friendly Internet, Uses and
Gratifications Approach was applied to it, since the obviously active role of internet
users flashed the need to understand individual based processes. As Ruggiero (2000)
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emphasizes, social and cultural impacts of new media would not be adequately
addressed unless we figure out how and why people make use of them, which are
questions of U&G approach. Sundar & Limperos’s (2013) following statement put
the consonant relationship between new media and U&G approach into words as
follows:
“Internet audiences are so active now that we seldom refer to them as
audiences. Instead, we call them users, in keeping with the letter and spirit of
U&G paradigm.”
Correspondingly, researchers have been identifying needs, motivations and
gratifications related to internet, including a variety of platforms and content.

1.2.1 Uses and Gratifications of Facebook

A considerable amount of U&G studies for new media focused on Facebook
and they shed some light on the understanding of how and why people make use of
it. In general, these studies provided a consistent pattern, indicating
escape/entertainment, information seeking, relationship
maintenance/enhancement/establishment as the most common motivations in making
use of Facebook (e.g., Cheung, Chiu & Lee, 2011; Dunne, Lawlor, & Rowley, 2010;
Joinson, 2008; Kim, Kim & Nam, 2010; Papachariss & Mendelson, 2010; Quan-
Haase & Young, 2010).

1.2.2 Focusing on the self in online experience

Catchart & Gumpert (1986) cited Mead’s emphasis on the relationship
between interpersonal communication and having a complete sense of self.
Positioning one’s self as objectified, observable and as “distant other” lies at the core
of this idea; and they stressed that mediums of communication only make it stronger,
by intensifying this process. Therefore, new mediums of online communication like

Facebook are great contexts to investigate self.



Nie and Sundar (2013) states that, just as offline factors affect online behavior,
online behavior shapes offline experiences, too. In this sense, several authors pointed
out the power of online self in shaping the offline self or its potential of influencing
well-being. This power (or potential) is the key factor in understanding motivations
of using Facebook and gratifications received there. In this section, literature
regarding the relationship between online and offline experiences of self will be

presented as a framework for the rationale of the current study.

The online self vs. the offline self

Turkle (1999) differentiates between negative and positive psychological effects
of experiencing identity in cyberspace. While some experiences might be mere
“acting out” unresolved issues, others might be “working out” a solution. For the
latter, she forms an analogy between Erikson’s identity moratorium stage and
exercising the self in online environments. According to her, virtual platforms are
like windows where one can exercise whatever he/she needs for her identity. These
needs mostly arise from unaccomplished stages like moratorium, and cyberspace
offers compensation by allowing construction and distribution of self to different
worlds. In this sense, Facebook offers multiple windows to exercise self, via
constructing a profile which includes multiple kinds of virtual possessions such as
music/movies/books liked, photos/videos taken, notes written, biography built.

In this manner, Nie and Sundar (2013) studied the concept of Facebook as
Personal Identity, in which they included Facebook experience as a tool to aid
shaping one’s identity and as a tool to decrease “the gap between what I am and what
I try to be”. Results of their study revealed that participants see Facebook not only as
a social networking tool, but also a medium for expressing, constructing and shaping
self. In addition, they showed that people assign increased value to virtual platforms,
particularly Facebook, if they experience it as an identity-shaping tool.

Gonzales and Hancock (2011) conducted an important study regarding this issue
as well. They investigated the role of Facebook use on self-esteem. When
participants viewed their own Facebook profiles but not others’, they reported
enhanced self-esteem. In addition, this enhancement was found to be supported by

4



selective self-presentation. Gonzales and Hancock states that this effect occurs via
positively biased objective self-awareness experienced in Facebook, where one can
selectively and positively construct self-presentation.

In another study, Gonzales and Hancock (2008), revealed that online public self-
presentation led to trait internalization. Based on previous studies on the link
between self-presentation and construction of self-concept, Gonzales and Hancock
(2008) hypothesized that computer mediated self-presentation will show a similar
pattern, too. Self-presentation, when being public, have an influence upon one’s self
concept in terms of becoming committed to what is presented. Similarly, on-line self-
presentation with a public sense would then create such influence. In line with this
reasoning, participants were asked to present themselves in a given manner
(introversion vs. extroversion) in a public vs. private computer-mediated
environment (online vs. text document) in the study. Results were in support of the
hypothesis, showing a change in identity under the condition of public portrayal (on-
line blog post) and no significant change under the condition of private portrayal
(anonymous text document). In short, this study revealed that online public self-
presentation has the potential to create a difference in one’s self concept just as face-

to-face self-presentation creates, via commitment-to-presentation.

The on-line exercise of self and well-being
The relationship between well-being and Facebook has been handled from
several aspects by researchers. The multi-functional nature of Facebook including
social networking, publishing user-generated content and enabling computer-
mediated communication is a key issue in understanding this line of research. While
some demonstrated the link between Facebook use and well-being through
relationship oriented variables such as networking and social capital (e.g. Kalpidou,
Costin, & Morris, 2011; Sundar, Behr, Oeldorf & Nussbaum, 2011), some other
revealed it through individual oriented variables such as self-expression, self-
presentation, self-disclosure and self-esteem (e.g. Lee, Lee & Kwon, 2011).
Lee, Lee and Kwon (2011) found that use of social networking sites was positively
related to subjective well-being and satisfaction with life. However, this relationship
5



was not formed by mere spending time on the site, but by amount of self-disclosure
and network size. After controlling for extraversion, neuroticism and period of time
spent on SNS, it was revealed that the more participants reported self-disclosure on
the SNS, the more balanced scores they got on PANAS and the more satisfaction
they reported. Similarly, higher the reported network size, higher the life satisfaction
score was.

Given this potential of online self-experiences influencing offline and vica
versa, extending existing research with a focus on self-experiences becomes a need.
The current study aims at such an extension by investigating the in-depth aspects and
nature of self-oriented experiences on a particular online platform: namely Facebook.
Parallel with this aim, uses and gratifications approach is chosen as a framework,
since it enables to investigate individual differences, needs, motivations and different
types of uses together. In addition, it is one of the most profound perspectives of
media psychology, rooted in studies of traditional communication mediums as well
as adapted to newer forms of media. In the following section, self-related needs and
gratifications provided by the iterature will be elaborated with respect to the rationale

of the current study.

Self related Uses and Gratifications

Although identity and self-needs were also emerged as categories in U&G
new media studies, limitations regarding conceptualizations and measurement make
it hard to draw clear conclusions. For instance, Sundar studied a general concept
called “Facebook as Personal Identity” (identity shaping role of Facebook as a
motivation in using it), which is conceptualized upon possession-self link in the
consumer psychology literature. Although it gave some idea on the gratifying role of
FB, it does not differentiate between motivations of identity shaping processes (e.g.
impression management, self idealization). Pagani, Hofacker & Goldsmith (2011)
conceptualized self-related variables within an individual difference perspective.
They found that self-identity expressiveness and social identity expressiveness were
significant predictors of active use of social networking sites. Raacke & Bonds-
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Raacke (2008) found a self-oriented motivation in their U&G research of FB,
however it was measured just by one behavioral item (sharing information about
self). Kim, Kim & Nam (2010) studied whether different cultural self construals
predicted different motivations for FB use, and found that interdependent self was
associated with social motivations in FB use. In this study, motivations were
measured by a modified scale including items described social (e.g. keep in touch
with friends) vs. non-social (e.g. passing time, enjoyment, job search) use. Among
these, differentiation of self-related motives was lacking and therefore results
remained limited (e.g. there wasn’t a significant relationship between independent
self construal and motivations). Shao (2009) addressed self expression and self
actualization gratifications and underlined that different motivations result in
different uses (e.g. consuming others’ content vs. generating own content). However,
he had a broad description of self expression including both the need to reflect
inner/true self and selective, goal directed self-presentation. Dhaha & Igale (2013)
found self expression as one of the motivations for using Facebook, which is defined
in a more narrow way with items indicating an accurate reflection of actual self. All
in all, these complexities demonstrate a need for separate investigation of self-related
motivations, with a specified emphasis. It will enable making clear theoretical
conceptualizations, and differentiating among multi faceted self-related motivations,

gratifications and uses.

1.2.2.1 Conceptualizing and differentiating self related uses and gratifications

From a social psychological point of view, self can be studied and defined in
many different ways (See Leary & Tangney, 2011; for a collecton of reviews). Main
subjects exploring the self in social psychology differ based on their focal points. A
group of research deals with the content of the self (e.g., self-knowledge, self-
concept, self-discrepancy); while another group puts emphasis on the evaluation of
the self (e.g. self-esteem, self-enhancement, self-verification). There are also
researchers focusing on agentic aspects and executive function of the self (e.g. self-
determination, self-regulation) as well as the ones focusing on motivational and
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emotional sides (e.g. terror management theory). In addition to these, an important
part of self research takes interpersonal aspects into account. (e.g. Cultural models of
self-construals, social identity and self-presentation/impression management).
Thinking from uses and gratifications perspective, it can be hypothesized that
some of those social psychological self variables would be related to Facebook
consumption. Since U&G approach fouses on the link between getting gratifications
through media use, one should explore the self variables which could be considered
as needs/motives to be gratified through social media use. Previous literature on uses
and gratifications of social networking sites (SNS) has a lot to offer to give an idea
about that, however without consistent and clear conclusions or conceptualizations.
Building on this literature, in the following, possible self-related gratifications will be
explained. Then, based on this rationale of the current study, research questions will

be presented.

Possible gratifications regarding self evaluation:
Sel f enhancement

It is considered as one of the global self-evaluation motives (e.g. Heine et al.,
1999). It refers to a need for having (or enhancing) positive self views (self regard)
while avoiding negative ones. Self evaluation through positive self ratings on certain
dimensions; social comparison; self-attributions; feedback from others; and positive
illusions are stated to be the possible sources for this motivation. (e.g. Wayment &
Taylor, 1995; Heine, Lehman & Markus, 1999; Swann, 1990). In addition, it was
also shown that self-enhancement motivation guided self presentational behaviors
(e.g. Baumeister, 1982; Dominick, 1999). Previous literature regarding SNS use
(including Facebook in particular as well) provides findings that point out existence
of these sources online (e.g. Nie & Sundar, 2013; Stefanone, Lackaff & Rosen,
2011). Therefore Facebook, as a SNS, is also expected to be providing gratifications
in this sense.

For instance, Cheung et al. (2011) showed that evaluation of self worth can be
associated with group membership experienced in online social networking
platforms. Stefanone et al. (2011) revealed the link between contingencies of self
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worth (e.g. approval, appearance, competence) and intensity or type of social media
use. They stated that the motivation of pursuing self-esteem can even shadow
relationship goals or experiences in the online environment. Earlier, Dominick’s
(1999) findings had also confirmed the hypothesis that self presentational strategies
on personal web pages are motivated by self enhancement sources like receiving
feedback (being liked and/or approved online) and sense of competence.
Experimental studies also showed a cause-effect relationship between viewing one’s
Facebook profile and a significant increase on one’s self esteem ratings (e.g.
Gonzales & Hancock, 2011). In a nutshell, this body of research points out to a
gratification targeting self enhancement.

Possible gratifications regarding interpersonal aspects of the self:
I. Self presentation (impression management)

Self presentation (also called as impression management in the literature) is
an essential experience in every communication context; either online or offline. At
shortest, it is defined as the process of controlling impression people convey (Leary,
1995, p.2). It can be motivated by several factors and it can be achieved both
intentionally and unintentionally. It does not have a manipulative or unhealthy nature
but rather goal-directed and helpful nature in managing others’ perception about our
selves. We might be in situations of being monitored by others during any phase of
interaction or relationships; however that does not necessarily motivate self
presentation (Leary, 1995, p.53). Impression management motivation arises in the
existence of goals that serves our interests (such as maximizing positive outcomes
and avoiding negative outcomes). Since uses and gratifications approach emphasizes
needs and motivations, current study is interested in motivated impression
management (self presentation). This conceptualization would help understanding
whether self-presentational functions of Facebook is a differentiated reason for
making use of it and whether it has a gratifying nature. A considerable amount of
research investigated self presentation as a behavioral variable, however

conceptualizing it as a need to be gratified on a medium is also necessary.



A number of studies on self presentation within uses and gratifications
framework provided support for the gratifying role of Facebook. For instance, Karl et
al. (2010) showed that participants who aimed to convey a particular image about
themselves had congruent self-presentations on Facebook. Walther (2007) examined
the self-presentational behaviors in computer mediated environments and showed
that message composing time, editing behaviors, personal language and sentence
complexity were manipulated for different targets. In order to assess self
presentational behaviors in online environments, researchers utilize experimental
designs, content analysis and questionnaires. Usually, self presentation is defined as
active monitoring and management of self-image communicated in these
environments (e.g. Chenjing et al., 2010; Dominick, 1999; Van Dijck, 2013).
However some other researchers also include “self perception/evaluation through self
presentation” in this terminology (e.g. Nadkarni & Hoffman, 2012). In this study,
outcomes of self experiences as a result of self presentation are differentiated as
gratifications with different motivations such as reducing self discrepancy or
enhancing self esteem. Main reason for this differentiation are 1) narrowing the
impression-motivation and distinguishing “creating an image for others” from “self-
perception and self evaluation” (Based on the I/Me distinction in interactions) and 2)

accounting for functions and uses of Facebook other than self-presentation.

ii. Self expression

Although it is argued that importance devoted to self-expression might be
changed based on cultural context and cultural construction of self, it refers to
assertion/projection/reflection of an individual through her/his thoughts, feelings,
personal/social attributes, artistic endeavours, choices and/or actions (Kim &
Sherman, 2007). Facebook, as well as other social networking sites, has a lot of
technical features that allow self expression and a number of studies give support for
the potential of gratification on this domain. For instance, in one study, results
revealed that personal web sites provide as clear identity claims as offline contexts
(such as an office room or bedroom) (Vazire & Gosling, 2004). Another study,
which particularly investigated identity claims on Facebook, demonstrated that users
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express their identity indirectly, such as through stressing group identities (social
attributes) or consumer identities (choices) (Zhao, Grasmuck & Martin, 2008). In one
of her qualitative investigations with adolescents, Livingstone (2008) observed that
Facebook users acknowledge its potential of communicating who one is. She
elaborated that intense self-focused experience on social network sites does not
necessarily imply a narcissistic self-absorption but also imply perceiving them as part
of identity. In another study, Van House (2007) revealed the role of photographic
images in reflecting one’s unique point of view, aesthetic sense, sense of humor and
creativity, as means of self expression on SNS. Moreover, founder of Facebook,
Mark Zuckerberg, explicitly stated that the site is designed so as to encourage and
maximize personal information in a self-expressive manner (VanDijck, 2013). Users
are expected and supported to claim their selves as transperant as possible through
different tools of expression. This attitude serves political and economic goals of
Facebook as a corporation, while serving personal and social goals of users as well.
Considering the number of members and amount of information shared on Facebook,
it is possible to claim that both Zuckerberg’s and users’ goals are reached. This
points out to the existence of a distinguished gratification which is particularly about
self-expression. For instance Li-Barber (2012) found that self disclosure (revealing
personal information) on Facebook was associated with satisfaction in using this
medium. Similarly, Dhaha and Igale (2013) identified self-expression as one of the
gratifications in Facebook use. The most important factor in achieving this is
probably the gratifications obtained; since it predicts style and intensity of use. Based
on the definition and nature of self-expression and based on the above mentioned
findings, it is expected that this medium has the potential of gratifying self-
expression and it would be distinguished from other self-related gratifications like
self presentation (controlling an impression for others) and self enhancement
(positive self evaluation).

It is important to note that above-mentioned findings merges in a similar
concept of self experience (namely self expression), however they were not
operationally defined in the same way or compared to other self-related gratifications
such as self presentation or self enhancement. Current study aims at eliminating this
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conceptual inconsistency as well. Therefore, conceptualization of self expression
within U&G would be an important contribution to literature.

Possible gratifications regarding the content of the self:

Performing ideal self

Self Discrepancy Theory (Higgins, 1987) posits that, self-concept is multi-
faceted, constituted by not only one’s actual perception and definition of current self,
but also by awareness of one’s ideal and ought standards for attributes to be
possessed. In addition, those standards create a motivation to be
approached/followed. One can change her/his behavior in order to decrease the
discrepancy, and online environments may help satisfying this motivation through
idealized self-presentation or during different forms of communication.

Research regarding self discrepancy and SNS use is very limited and
inconsistent. One qualitative study investigating self presentation on SNS, pointed
out to a difference between displays on the site and actual self-concepts (Manago et
al., 2008). Participants in this study reported that online self presentations involved
idealized aspects they wish to become. Another study provided conflicting findings
about this issue. After analyzing content of Facebook profiles and comparing them
with peer-evaluations, researchers concluded that users prefer to reflect actual self
online, rather than an idealized one (Back, Vazire & Gaddis, 2010). Kim & Sundar
(2012) examined this issue from a different perspective. Rather than revealing
whether people reduce discrepancy in online environments or not, they investigated
the effect of ideal-self representations in an experimental design. Their findings
showed that participants who use ideal-self resembling avatars were influenced in
their offline perceptions of self. Accordingly, the ideal-self experience in online
environment motivated positive attempts to follow the self guide in offline world
(approaching ideal through behavioral means). Therefore, the author indicated that
online performance of ideal self prevented negative tension arising from discrepancy
and rather turn into a positive outcome. This might be considered as an indicator of a
similar experience on Facebook, where users can display ideal-self representations

without its negative experiences. However, the limited literature and lack of
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comparison with other gratification dimensions points out to a need for further
assessment. Current study also aims at eliminating this limitation in the literature.

All in all, in order to clarify unsharp findings about self-related gratifications
provided by previous research, searching and differentiating among self-related
conceptualizations within uses and gratifications perspective becomes essential.
Based on this, in the next part, aim and scope of the current study is given.

1.3 Aims and Scope of the Present Study

Building upon the literature review provided in the previous section, next chapter
includes the initial, qualitative-exploratory study of uses and gratifications related to
self (Study 1). The aim of this study is 1) to investigate whether above-described self
needs (performing ideal self, self enhancement, self expression and self-presentation)
are gratified through making use of Facebook, and if yes, 2) to explore the nature of
these uses and gratifications based on in-depth data of user experiences provided by
participants. Following that, in chapter 3, a second study which was built upon
findings of study 1 will be presented. The aim of second study is to have quantitative
assessment of emergent self-related uses and gratifications.
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CHAPTER 2

STUDY 1: A QUALITATIVE EXPLORATION

2.1 Introduction

Research questions

RQ1: What are the self related motivations and gratifications in using Facebook?
(data driven)

RQ2: Can they be conceptually differentiated as performing ideal self, self
enhancement, self expression and self-presentation? (theory driven)

RQ3: What is the nature of these uses and gratifications? [potential antecedents,

consequences and their mediators/moderators)

RQ4: Which individual differences are mentioned in relationed to uses and

gratifications?

2.2 Method

For a qualitative, in-depth investigation of needs and gratifications related to
Facebook use, focus group interview method was chosen. Main reason to select this
method was the advantage it brings by allowing participants to reveal different views
based on the interaction that occur during the session; which is similar to real-life
interactions that breed disagreements, agreements and novel ideas (Litosseliti, 2003,
p.16; Morgan, 1996). Based on Uses and Gratifications Theory, a semi structured
form was developed in order to explore self —related needs and gratifications related
to Facebook use. The semi-structured style is preferred since it enables adoption of

both theory-driven and data driven approaches during the analysis. The form
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included questions targeting the needs associated with Facebook use, gratifications
received through them and their consequences. Questions proceed from general to
specific, with a special focus on self-related needs in the specific ones. Some
examples are as follows: “What are your reasons for using Facebook?”, “Do you
think Facebook gratifies your certain needs? What are they?”, “What do you think of
other people’s reasons for using Facebook?”, “Which facilities of Facebook do you
use? Why?”, “How does it feel to use those facilities)?”, “Which need can they be
associated with?”, “Thinking of Facebook profile in literal terms; as a biography, a
character portrait; what do you think of your profile?”, “What do you think about
others’ profiles?”’, “How do you build your profile/account?”, “How does your
profile is associated to your self?”, “What would someone say about you after

checking your profile?” (See Appendix A).

2.2.1 Participants

A total of 83 students (1 graduate, 79 undergraduate, 3 high school) with an
age range of 14-33 (M= 20.81, SD= 2.26) took part in the study. 45 of them were
women (54 %) and 38 of them were men (46 %). A substantial proportion of the
participants were from either Administrative Sciences Faculty or Engineering
Faculty (71,1 %). There were also students from Faculty of Arts and Sciences (10.8
%), Education (6 %) and Law (7.2 %); representing different backgrounds.
Participants were heterogeneous in terms of socio-economic status with 24 %
belonging to lower economic class, 50 % belonging to lower-middle or middle
economic class and 26 % belonging to upper-middle or high economic class. (Table
1).

Nearly all participants (95.2 %) reported that they have a Facebook account,
since having one was announced as a prerequisite of participation in the study.
However, participants who reported not having an account (4.8 %) were not
excluded from the study since they indicated having an account once, or had some
experience with it. In addition, they were expected to contribute to focus group
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interaction based on their meta-opinions and differing motivations related to non-

usage.

Table 1. Characteristics of the undergraduate-student sample

(N=83)
Demographic variables Frequency Percent
Gender
Male 38 46%
Female 45 54%
Age (M=20.81, SD=2.22)
14-18 4 5%
19-24 74 92.5%
25+ 2 2,5%
SES
low 9 11.3%
lower-middle 10 125 %
middle 25 31.3%
upper-middle 15 18.8 %
high 21 26.3 %
University
ODTU 67 81.8%
Other 16 18.2 %
Faculty
Law 6 7.5 %
Administrative Sc. 35 43.8 %
Engineering 21 26.3 %
Education 5 6.3 %
Arts & Sciences 9 11.3%
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2.2.2 Procedure

After receiving approval of Middle East Technical University Ethics
Committee, undergraduate university students are contacted, briefly informed on the
topic of interview and called for participation in Bilkent University, Yasanti
Paylasim Merkezi (A youth foundation) and Middle East Technical University
through convenience sampling method. Students from Bilkent University (9.6 % of
the whole participants) and Yasanti Paylasim Merkezi (9.6 % of the whole
participants) took part in the study solely by voluntary participation. The remaining
67 students from Middle East Technical University (80.7 % of the whole
participants) were enrolled to an elective course offered by department of psychology
and they chose to participate in exchange for bonus grade points. Students were
presented a schedule of interview sessions for groups of 8, in order to register
themselves. Scheduled interviews were then conducted at a private room provided by
the Psychology Department. A total of 12 groups were interviewed as a result, each
of which have been planned to be consisting of 8 students. However, due to last-
moment cancellations, group populations varied from 5-8. All groups were organized
in a way to achieve department and gender heterogeneity (Table 2). All interviews
were audio-recorded with informed consent and assurance of anonymity. On
average, interview sessions lasted for 90 minutes. Due to the long duration of
sessions, demographic information is gathered with two different forms given at
different times. The first and short one is filled out by paper pencil method, just
before interview sessions started. It included only gender, age, department/faculty
information and e-mail information. The second and extended one is filled-out
online, through a survey website (Qualtrics.com) which is sent to student e-mails
after they attended the interview sessions. This form included information on gender,
age, department/faculty, SES, General Social Media Use (Number of social media
accounts) and Facebook Use (frequency, preferred device, activity level, activity
type, privacy level, level of revealed personal information, number of friends) (Table
3). The response rate for the second form was 96.4 %. Only 3 participants did not
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return detailed demographic information. Therefore reported statistics on the second-
part information (other than gender, age, and department) does not include those
participants. However, in order to preserve group interaction authenticity, and having

received their short demographic form, they are not excluded from the main analysis.

Table 2. Focus Group Composition

Group Total participants Gender (m, f)  Age University  Faculty

1 8 4m,4f 20-23  Bilkent Law, Eng

2 8 4m,4f 19-22 ODTU Eng, Adm

3 6 4m,2f 22-33  ODTU Eng, Adm

4 8 5m,3f 20-21 ODTU Eng, Adm

5 8 3m,5f 14-20 Mixed Mixed

6 6 3m,3f 19-23 ODTU Adm, Arts&Sc

7 6 3m,3f 19-21  ODTU Eng, Adm

8 4 4f 19-21 ODTU Eng, Adm, Arts&Sc
9 8 3m,5f 19-26  ODTU Eng, Adm, Arts&Sc
10 7 3m,4f 20-21 ODTU Eng, Adm

11 7 Im,6f 21-22 ODTU Eng, Adm, Education
12 7 4m,3f 20-23 ODTU Eng, Adm, Arts&Sc

2.2.3 Data analysis

After verbatim transcription of tape-recorded sessions, thematic analysis is
applied to qualitative data following suggestions of Braun and Clarke (2006). The
study is mainly theory-driven, however, in order not to ignore data-driven, novel
concepts, an inductive look was also kept. Initially, participant responses were
investigated in the light of pre-determined themes that were established within
theoretical perspective of the study (parallel to guiding questions in the interview
form). Accordingly, statements are coded and grouped under relevant themes. In
addition, since semi-structured nature of the interview enabled emergence of new

themes in line with the aim to keep inductive approach, data was also subjected to a
18



parallel, dispersed coding. Afterwards, converging statements which imply a pattern
related to research question, and which is differing from initial theoretical concepts
are clustered under new themes and subthemes. This whole process was mainly
based on frequencies at the group level and individual level responses. (However, as
Braun and Clarke (2006) stated, flexible nature of qualitative analysis required
careful assessment of frequency-pattern relationship. Accordingly, throughout the
analysis, high frequency was not taken as a rigid/ only determinant of theme
establishment, and low frequency was not taken as rigid/only determinant of theme
ignorance). Finally, quotes representing and elaborating the common themes were
flagged and included in the results section. In addition to these, for a brief descriptive
information, the extended-demographic form was analyzed using SPSS, which is

going to be reported in the following section, prior to results of main analysis.

2.3 Results
2.3.1 Descriptive statistics and correlations from short survey (The extended

demographic form)

Results of the extended demographic form revealed that all participants had at
least one social media account and 40 % of them had more than 5 accounts. The most
popular platform membership was revealed to be Facebook (95%); followed by
Youtube (60%), Twitter (55 %), Skype (52.5%), GooglePlus (32.5%), Instagram
(32.5 %), Foursquare (21.5 %), LinkedIn (21.3 %) and Vine (13.8 %). In terms of
frequency of FB use, 74 % of participants reported using it every day, while 15 %
reported weekly or monthly use and 11% reported very rare or no use (Table 3).

An important proportion of participants (69 %) reported having at least 250
friends on their network. Similarly large number of participants (69 %) stated
pursuing a moderate level of privacy (open to all friends, network or public), while
the remaining (31%) stated a higher level of privacy (selective restriction among

friends).
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On average, 70% of daily users reported 1-4 times of visit each day. The
remaining 30% reported more than 5 times of visit in a day. In addition, among daily
users, only 34 % reported spending more than 15 minutes on each visit; while the
remaining (66 %) stated spending less than 15 minutes.

When accessing FB, 51 % of daily users stated that they both use mobile devices
and computers. Among the remaining,16 % use only mobile devices and 33 % use
only computers. As shown in Table 3, while mobile use (29 % “more than 5 times a
day”) and computer use (25 % “more than 5 times a day”) do not differ much in
terms of number of visits a day, it seems that duration of each visit was shorter for
mobile use (76.5 % “less than 15min”) as compared to computer use (49% “less than
15 min”). Also, more mobile users (36%) than computer users (17%) reported
mornings as the first visit time and more computer users (76 %) than mobile users
(39 %) reported noon/evening as their first visit time. However, both mobile
(46.3%) and computer use (44%) participants mostly preferred “at night before going
to bed” as their last visit time, as compared to mornings, noon or evenings.

In terms of activity, participants showed an average level of frequency (M=2.7,
SD=0.75) out of a 5-point Likert type scale designed for measuring different activity
types on FB (1=Never, 2=Very rare, 3=Monthly, 4=Weekly, 5=Everyday). Highest
mean for activity frequency was observed in “following/viewing others’ posts”
(M=3.87, SD=1.17), followed by “messaging/instant messaging” (M=3.56,
SD=1.25); “commenting/liking others’ posts” (M=2.85, SD=1.2); “Joining
groups/liking Pages” (M=2.73, SD=0.98); “Sharing news, links, texts etc.” (M=2.41,
SD=1.15); “Managing profile” (M=2.25, SD=0.94); “Sharing personal photos and
videos” (M=2.2, SD=0.85) and “Sharing personal notes and status updates”
(M=1.91, SD=0.95). When grouping activities as self-focused vs. communication-
focused (confirmed by factor analysis), the latter four items constitute the self-
focused one while the first four items constitute communication-focused one. Based
on these statistics, in the following part, correlations regarding uses and activity

styles will be presented.
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Table 3. Descriptive statistics regarding Facebook uses

(N=80)
Frequency Valid Percent
Current SNS accounts (Total)
1-4 channels 48 60%
5-9 channels 32 40%
Frequency of using FB (General)
Very rare or never 9 11%
Once or a few times every month 3 4%
A few times in a week 9 11%
Everyday 59 74%
Mobile PC
Frequency of using FB (Daily basis) (N=64) (N=74) Mobile PC
not daily basis 18 19 22.5% 23.8%
1-4 times 21 34 26.3% 42.5%
5-9 times 10 10 12.5% 12.5%
10+ times 13 10 16.3% 12.5%
Mobile PC
Time spent in each visit (N=64) (N=74) Mobile PC
Less than 15 min 49 36 76.5% 49%
15-30 min 8 24 12.5% 32%
30-60 min + 7 14 11% 19%
Mobile PC
First visit time (N=64) (N=74) Mobile PC
Morning 29 13 36% 17%
Noon-Evening 31 56 39% 76%
Night 4 5 5% 7%
Mobile pPC
Last visit time (N=64) (N=74) Mobile PC
Morning 1 2 1.3% 2.7%
Noon-Evening 25 39 32% 53%
Night 37 32 46.3% 44%
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2.3.2 Thematic analysis of focus group interviews

Thematic analysis revealed 5 main self-related needs/motivations which are
considered as factors of making use of Facebook. In addition to theory driven themes
of performing ideal self, self enhancement, self expression and self presentation, a
data driven theme which is called “self aggrandizement” was also emerged. The most
prominent themes were self-aggrandizement and self presentation, with high
frequencies at both group-level and individual-level responses (mentioned/discussed
in all 12 groups, elaborated by most participants in each group.) It was followed by
performing ideal self, with considerable frequency observed at group level and
limited but consistent frequencies at individual level, indicating potential individual
difference patterns. Self enhancement was another theme, mentioned by an important
part of participants. It is basically described in a similar manner with self-
aggrandizement, but with a more positive and normalized tone. In addition to these,
participants also included self-expression as a motivation in their conversations.

Aside from motivations, styles and intensity of uses were also emerged as themes
among conversations within group interviews. Participants usually elaborated on
them when mentioning the nature of above-presented motivations; therefore they are
clustered as subthemes and presented under motivation themes. (It was observed that
participants differentiated among styles and frequencies of FB use, and then assigned
them as indicators of motivations). In general, it was seen that motivations, uses and
gratifications of Facebook are identified and evaluated by positive and negative,
“normal” and “abnormal” norms. And although a consensus emerged in terms of
using Facebook for targeted gratifications, participants were indecisive about
uniqueness and true benefit of Facebook. In the next section, each theme and
subthemes will be presented in detail, including representative quotations extracted
from sessions.

Theme 1: Self-aggrandizement
Participants most often mentioned an inflated, pathological, negative,

unattractive, repellent, sometimes fake/ unrealistic performance of the self on
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Facebook. These behaviors were referred as “ego satisfaction” in a negative

connotation. Therefore it is categorized as a separate gratification. For instance one
participant answered “what do people use FB for?” as follows:

“To overcome their complexes and greed. To compare themselves with

others. Publishing what he is up to, and trying to get rid of negative effects of

the complex.” (Grl2, H, M)

Elaborations of this gratification revealed that it is easily identifiable by others,
leaves a negative impression and it is associated with individual differences of
narcissism, fragile self esteem, and/or immature self development (e.g. what are you,
adolescent?”).

“People are strange. There is this man at the gym, coming with his
chauffeur. He makes him take photos all the time, trying to show off his
muscles, which do not exist at all (laughing) ”(Grl, ¢, M)

“Classic. (Photo of) Keys of the car, wallet on the table. Look how much
money I have!”(Grl, O, F)

“Well, there are people I know, when you look their social media profiles
you see totally different persons. You can say wow, she must be having a
great time, she is so smart, so funny, so social. But I don’t think it’s real. |
don’t really think what they project there outside, -“I’'m so handsome”, I'm
so funny” I'm very social’- is their real identities. It’s satisfying ego” (Grl,
O, F)

This theme is named as ‘self aggrandizement’ based on the above-mentioned
characteristics of this gratification. In the literature, narcissistic self-evaluative
tendencies such as self-glorification, perceptions of superiority and grandiosity are
referred as self-aggrandizement (e.g. Adler & Adler, 1989; Assor & Tal, 2012; Tal,
2009). Consistent with the statements under this theme, it was stated that narcissistic
self-concept positivity involves outward displays of self-importance and fantasies
(rather than realistic) of fame and power (Campbell et al., 2000). In addition, Adler
& Adler (1989) emphasizes that self-aggrandizement is a greedy tendency, seeking

consistent reinforcement of growth, which is similar to above-mentioned
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observations of Facebook behavior and experience. Considering these parallel
conceptualizations, narcissistic/inflated self-evaluation is discriminated from self-
enhancing evaluation (see following section) and themed as ‘self aggrandizement’.
Theme 2: Self presentation

Facebook uses with an aim to shape one’s impression in a desired way was
one of the outstanding themes, as expected. Participants often agreed that Facebook
generates some kind of impression abut them and others, though limited.

“Everybody would like to be seen as intellectual, or social, popular.

Things youve shared, like little by little, draw something out of it, you know.

And when looked from above, if | am perceived in that way, it would make me

feel good.” (Gr3, S, F)

Based on this assumption, it was observed that participants stated engagement
in conscious, sometimes strategic self presentation on Facebook. Participants most
often mentioned self presentational uses and gratifications with relation to job
opportunities and future work life, or with relation to romantic relationships.

“One’s profile gets important for work life. It is needed for impression
management. Nowadays, it is not enough to have a degree from university. Your
clothing, hair, make-up everything has particular importance” (Gr2, B, F)

“I have to do it, If my aim is to find a romantic partner, | should
decide whether | would look handsome enough, with cars and girls around, in

good shape...” (Gr3, I, M)

Impression management or self presentational gratifications were not always
promotion focused, but also prevention focused. (This was a really important in
discriminating self presentation from mere self-enhancing motives. Rather, it refers
to a process where one planfully constructs a goal directed impression.) Elaboration
of contexts related to power, authority and surveillance were associated with
prevention focused self presentation, while peer/romantic relationships were

associated with promotion focused self presentation.
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“For instance, I go to beaches with my girlfriend, I drink from time to
time. But I won’t share them on Facebook. We live in Turkey are my
girlfriend is chasing a job at governmental institutions right now. Although |
want to share them, I don’t. I have to watch my step.” (Gr3, N, M)

“I inhibit my profile with auto-control. It might be private sector,
government,

family, whatever. They create an auto-control over you” (Gr 6, E, F)

Theme 3: Performing ideal self

In line with expectations, when talking about the needs and gratifications,
considerable amount of participants touched the concept of pursuing/ experiencing
an ideal self on Facebook. Phrases like “trying to be the person you want to be”,
“your dreamed self”, “desired self” and “ideal self” are clustered under this theme.

“...I agree. Doesn’t everyone have a desire to achieve one’s means? You
draw an ideal in your head and try to get through to it. And what people do
on FB is something like that. They reach their ideals by using FB”(Grl2,
B;F)

While some participants addressed this gratification as something everybody
would need, some other elaborated that individual differences exist about it.

“I think it’s about being discontent with your current personality.
Everybody is different on the net to some extent. Me, as well. Suppose | am a
calm person, but I might be aggressive on the Internet. People with too much
discrepancy are the ones who are not satisfied with their existing

personalities. Otherwise they would not need such a disparity”. (Grl, UC, M)
In addition, self-presentational advantages that Facebook provide (e.g.

eliminating the bad, highlighting the good, modifying the truth, taking your time)

were discussed in relation to why and how one would gratify this need there.
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“When you sit in front of the screen you can’t be objective about yourself.
You filter out or take in certain things, and create your dream-self there”.
(Gr7,E, F)

“One cannot always be as however he/she likes to be. There is always an
effort to reach better. Even he/she can make it or not- maybe he/she just think
about it, but cannot achieve. But one can be the way he/she wants to be there.
It’s like undergoing a cosmetic surgery. You can’t change your shape, but
you can have a cosmetic operation. Similarly, on FB, they seem the way they
desire. And that’s the deceptive thing about it.”(Gr 12, A, M)

“...The biggest potential of Facebook is maybe that you don’t have the
possibility to fail. It is so easy and it is not done whenever someone is around.
You do it alone, using your smart phone or computer. And when there is no
possibility to fail, who wouldn’t want to make the best out of it? ’(Grl2, H,
M)

Theme 4: Self enhancement

This theme consists of a motivation associated with feeling worthy, having a
positive view of self, and “humanly”, ‘natural’ needs of being liked, being approved,
or being desired. It is similar to self aggrandizement in some aspects, such as being
referred as “ego satisfaction”, but without negative elaborations of pathology, fake

and dishonest behaviors or inflated presentations.
“...For instance you (group member) said it is a show off, but I, not
because | am pretentious, but because you know, when you go to a beautiful

place once in a blue moon, you want to show it.” (Gr3, F, F)

The role of feedback received on Facebook was also elaborated under this theme.
“When you receive notifications from Facebook like “X person liked your

photo, Y person liked your post, Z person liked what you wrote”, the red
message over there, it’s not like having received a message from a machine.

You know that is from someone you know. And in face-to-face situations,
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people usually don’t make statements like these. You may see them laughing
at your jokes, but they won't tell it in words. Therefore, with these
notifications in mind, people share whatever they want” (Grl2, H, M)

“The biggest proof of this satisfaction is likes, I think. He went there. 30
likes. If it did not have such a satisfaction, why would there be like
buttons? ”’(Gr2, B, M)

Participants usually stated “I” or “we” in exemplifying this gratification,
indicating an emphasis on individual experience.

“I think we prefer to highlight things we can do, things we are proud of,
or things we are happy to be. For instance, the time we first get into METU,
following the exam, we add it to our page (on Facebook).”

“We would like our successes to be known by others and it’s kind of
satisfying ego. I mean, we don’t share bad things on FB, I studied here, been
there, done this... It’s all about our successes. When someone views it, we
would satisfy our ego. Similarly, when someone likes what we are interested,
that’s also a satisfaction. The feeling of being approved.” (Gr2, O, M)

“I think, the whole social media is based on this. Being liked. Before, we
did not have such a platform. Now everything is about this. Think about
sharing a song, for instance. Even that includes a desire to be liked, to feel

“wow he’s got such a taste”.” (Grl, UC, M)

Theme 5: Self-expression

Self-expression was also differentiated as a theme with statements referring to
the desire of communicating one’s identity, opinions, and true self on Facebook. It
was elaborated as the opportunity to reflect one’s self (through revealing personal
information, explicit opinions or by using visual and verbal tools) the way it is. It is
mentioned together with assisting tools such as photos, likes, notes, status updates
and shares, indicating which aspects of Facebook help participants express
themselves.

28



“I think FB enables us to express our selves. For instance, I don’t
consider myself as a man of action, but | needed to express myself during
Gezi Protests, and I used FB for that.” (Gr3, I M)

“As we become isolated day by day, it became a platform to express one’s
self. Because you don’t have much other occasions for that” (Gr7, U, F)

“I think my profile shows who I am. For instance I have a cover photo of

candies. One would say “she must be a colorful person” (Gr2, B, F)

2.4 Discussion

Overall, findings of this study revealed that it is possible to differentiate
between self-focused uses and gratifications of Facebook based on the literature
provided in the introduction chapter. As predicted in research question 2, participants
differentiated between self-enhancement, self presentation, self-expression and
performing ideal self. One striking finding was the emergence of self-
aggrandizement theme as the most prominent and data driven concept. It was
expected to be defined within self enhancement gratification, as an intense form.
However it was observed that different characteristics are involved in its definition.
Among conversations, being motivated by inflated performance or inflated
perceptions/evaluations of self in using Facebook, revealed to be a common
phenomenon. However, it is important to note that this theme was negative in tone
and elaborated by projecting on others. It’s a very prominent observation for nearly
all participants; but at the same time a rare self-experience. It makes us think about
social desirability concerns. (See limitations part for a discussion).

The data driven self-aggrendizement gratification require a careful further
assessment, since its relationship between unhealthy personality attributes and
unrealistic nature should be supported with individual difference variables. Current
study did not allow having a comprehensive understanding of this relationship since
participants used an indirect, meta-opinion style in discussions. Hearing self

experiences and/or having correlational analyses regarding personality-gratification
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relationship (e.g. narcissism-self-aggrandizing gratification from Facebook) is very

essential to make a clear conclusion.

Limitations and future directions

In order to trigger rich discussions and simulate daily life opinion exchange,
focus group method was chosen. However, group context might create social
desirability concerns and limit answers of partcipants. In order to overcome this,
questions for meta-opinions were also included. However, supporting the data with
individual interviews would have been more beneficial in terms of eliminating this
limitation.

Another limitation is a sample of mere university students. Facebook is a
platform that is widely used by this age group; however other age groups may also
provide different experiences and perspectives. Further studies might target different
homogenous age groups as well as use mixed focus group compositions.

Using visual methods (See Reavey, 2012 for a review) during discussions
would enrich topics discussed and increase participant disclosure. Further studies
might consider involving such methods (e.g. photo elicitation) in order to get deeper
data.
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CHAPTER 3

STUDY 2: TESTING A QUANTITATIVE MODEL

3.1 Introduction

This study is designed 1) to have a systematic measurement of emergent
constructs for improved generalizability and further studies, and 2) to outline
comprehensive model showing the differentiated self-focused Facebook uses and
gratifications.

Quantitative assessment of media uses and gratifications includes two steps:
First, gratifications are identified, and next, their relationships with uses are
analyzed. (e.g. Sherry & Lucas, 2004); Identifying gratifications are achieved
through generating items for different gratifications and applying factor analysis to
those items. Items can be generated by conducting a previous exploratory study or by
building upon the literature focusing on possible related social and psychological
needs and motivations; or both (e.g. Quan-Haase & Young, 2010). In the current
study, both methods are used for generating gratification items. In addition, in order
to have a comprehensive assessment of uses as the outcomes of those gratifications,
detailed “facebook use” measures were developed or adapted from literature (See
Instrument development section for all details).

U&G approach does not exclude the role of individual differences in
understanding media consumption. On the contrary, a considerable amount of
research showed that some individual differences were closely related to certain
gratifcations and uses. (e.g. Lucas & Sherry, 2004). Therefore, theoretically relevant
individual differences were also included in this study in order to support the validity

of certain emergent constructs. In the next section, after explaining related individual
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difference factors within the scope of current research, research questions and
hypotheses will be specified.

3.1.1 Individual Differences and Self-focused Uses and Gratifications
Self esteem and self enhancement

Although self enhancement is defined as a global motivation, sometimes
individual differences were reported in terms of engaging in this type of self-
evaluation. Self esteem is one of those individual difference varibles which is also
largely included in research on social media psychology.When people feel a threat to
their existing levels of self-esteem or self worth, they were found to use self
enhancing strategies in order to compensate.

Studies on the relationship between levels of self-esteem and Facebook use
are contradictory. While some found a negative relationship between them (as a
predictor of use); some other could not provide a significant relationship. There are
also findings in the opposite direction, indicating an increase in self esteem after FB
use (as self-enhancing gratification) (See general introduction section). Therefore it
seems that it’s worth to include this variable as an individual difference variable for a
clearer conclusion.
Narcissism and self aggrandizement

As described in previous shapter, self-aggrendizement gratification theme
was emerged as a differentiated experience related to inflated, unrealistic, narcissistic
and problematic self-views or self-presentations. This was not included in theory-
driven expectations because it was considered as an intense or biased form of self
enhancement. However, participants in study 1 were explicitly differentiating this
negative, unhealthy, narcissism-related self evaluation experience from a global and
positive self evaluation experience (self enhancement). These descriptions seem
parallel to literature on narcissistic personality and self aggrandizement, which wil be
elaborated in detail in the following paragraphs.

In 1989, Adler& Adler proposed a form of self that is underrepresented in
social psychological attempts to understand the nature of self: Glorified self. They
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conceptualized this form of self as a process of contradiction resolution in the
presence of self-objectification created by intense media and public attention which
is salient when one experiences the self as an object through intense interpersonal
interaction or media attention. Although this conceptualization were more about
celebrities at that time, self objectification and media attention of a certain audience
is now the case for all social media users, not just celebrities. In addition, it is used as
a more extensive concept by other researchers using diversified samples later (e.g.
Rhodewalt, Tragakis & Finnerty, 2006; Assor & Tal, 2012). In short, self-
aggrandizement refers to glorified and inflated self evaluation with a sense of
superiority and grandiosity. In order to be gratified, it requires different strategies
and different types of self evaluation sources (e.g. derogating others, glorifying the
self) or other sources at a higher intensity (pointing a systematic, stable
,psychologically meaningful tendency) (Brown & Hill, 2004; Campbell et al., 2000;
John & Robins, 1994). Adler & Adler (1989) puts the characteristics of self-

aggrandizement into words as follows:

“The gloried self is a greedy self, seeking to ascend in importance and
to cast aside other self-dimensions as it grows. It is an intoxicating and
riveting self, which overpowers other aspects of the individual and seeks
increasing reinforcement to fuel its growth. Yet at the same time, its surge
and display violate societal mores of modesty in both self-conception and self

presentation ”.

This definition well exemplifies the accordance between study 1 participants’
opinions/experiences and the literature on self-aggrandizement.

The most important feature in the definition of self-aggrandizement is
narcissism. This concept is a self-evaluative strategy that narcissists engage in;
therefore studies investigating self-aggrandizement provide a significant relationship
between narcissistic personality and attempts to self-aggrandize (e.g. Morf &
Rhodewalt, 2001; Morf & Rhodewalt, 1993). In line with this, one of the aims of
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study 2 is to reveal this relationship in online context (Facebook). The strong tie
between an individual difference and a gratification dimesion is very helpful in
supporting findings within U&G framework. Therefore, narcissism is included as an
individual difference variable in study 2.

A considerable number of studies investigated narcissism in relation to
Facebook or SNS use. For instance, Ong et al. (2011) found that even after
controlling for extraversion, narcissism still predicted frequency of status updates
and profile Picture updates. Davenport, Bergman and Fearrington (2014)
differentiated between active usage and passive consumption of SNS when
investigating narcissism. They did not find a significant relationship in college
sample in contrast to other findings in literature; however they emphasized the
importance of analyzing narcissism in relation to different features within/ between
different SNSs like Facebook and Twitter. Carpenter (2012) also wanted to show the
relationship between narcissistic personality and self-promoting and anti-social
behavior. Consistent with his expectations, findings supported that narcissistic
personality (grandiose exhibitionism subscale) predicts self-promoting Facebook
behaviors. However, anti-social behavior was not significantly associated. DeWall,
Buffardi, Bonser & Campbell (2011) explored whether narcissistic personality would
make a difference in communicating information about the self on Facebook. In
order to do that, they analyzed profiles linguistically. Findings showed that
narcissists highlight their self in their profiles and use self-promoting or sexy images
of themselves as photos.

It is possible to say that there is aconsistent pattern for narcissism and
Facebook use. Narcissists engage in similar online behaviors (self promotion, self-
focused) and facebook provides features that enable them to do so. These findings
also point out that narcissists receive a distinguished gratification regarding their self,
as suggested in Study 1. Based on this rationale and literature, it is expected that self
aggrandizement would be clustered as a different gratification type. Also, narcissistic
personality, as an individual difference varible, would be related to that particular
gratification.
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3.1.2 Aims and research questions

RQL1: Are there different self-focused gratifications for using Facebook?

Based on the literature provided, it is expected that an exploratory factor
analysis will support the 5-factor structure for different self-focused gratifications

since each of them are related to differentiated background motivations.

RQ2: Do self-focused gratifications significantly predict uses of facebook?

As elaborated in introduction section, the relationship between getting a
gratification and using a certain medium is essential for Uses and Gratifications
approach. For this research question, 3 parameters of media use (Facebook) are
utilized. These are namely 1) Frequency of certain styles of Facebook use 2)
Intensity of Facebook use 3) Attitudes toward Facebook.

Hypothesis 1: All 5 Self-focused gratifications will significantly predict the
frequency of a certain type of use (Called as “self-focused uses”).

Hypothesis 2: All 5 Self-focused gratifications will significantly predict the
amount of time spent on Facebook.

Hypothesis 3: All 5 Self-focused gratifications will significantly predict

positive attitudes toward Facebook.

RQ3: Do related individual difference variables have predictive power on

hypothesized self-focused gratifications, representing concurrent validity?

Another important step in understanding media psychology from uses and
gratifications perspective, is individual difference variables that might be account for
certain needs and gratifications. For this research question, narcissistic personality,
self esteem and self discrepancy are included as individual differences. Based on the

literature provided, following hypotheses are derived.
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Hypothesis 4: Narcissistic personality will significantly predict self-
aggrandizement gratification, but not others.

Hypothesis 5: Lower levels of trait self-esteem will significantly predict self-
enhancement gratification, but not others.

Hypothesis 6: Higher levels of actual-ideal self discrepancy will significantly
predict performing ideal self gratification, but not others.

. . Intensity of use
Individual differences . Genera%requency
e Narcissism e Time spent on each visit
e Self esteem

e Self discrepancy

Styles of use

e  Self-focused

e information seeking
purpose/interaction

e community-organization

Self-focused Gratifications : ‘éoeﬁl;”isr:'c
-self aggrendizement ging
-self enhancement
-self expression
-performing ideal self
-self presentation
(impression mng)

Attitudes toward
Facebook

(Perceived importance &
assigned value)

Figurel. General outline of the study based on U&G Approach:

3.2 Method

In line with the study purposes, a questionnaire package including the
variables on the agenda (See Table 5) was put on Qualtrics website, an online data
collection service. In order to have a homogenous and controlled sample, call for
participation in the study targeted undergraduate students only. Data collection was
completed within 5 months, between July and November 2015.

36



3.2.1 Participants

In total, 629 respondents (71% women, 29% men) were participated in the
study. However, after data screening and data cleaning procedures, a total of 355
(69% women, 31% men) participants remained for further analyses. Mean age for
these participants is 22.9 (SD=4.7), nearly 90% of which are undergraduate students.
71% of students were from universities located in Ankara, the capital city of Turkey.
Among the remaining, 10% were from universities located in other regions of Turkey
such as Gaziantep and Nigde; and 19% were from Istanbul. Departments that
students belong seem to represent the existence of a diversified background including

engineering, architecture, administration, economy and psychology.

3.2.2 Procedure

Having received the METU ethics committee approval, the online
questionnaire package was activated. After contacting with several professors from
different departments and universities, announcements to their students were shared
through e-mail, SONA program or during classes. Some of the professors agreed to
give bonus credits in exchange of participation. Other students who did not receive
bonus credits were offered participation in a lottery for bookstore pay cheques (20TL
for 20) as incentive. Completion of the survey package took 35 minutes on
average.After data collection was terminated, participants with durations of

completion 1 SD above and below average were excluded from study.
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Table 6. Characteristics of the sample (N=355)

Demographic variables Frequency Percent
Gender
Female 245 69%
Male 110 31%
Age
18-19 22 6%
20-22 203 57%
23-26 92 26%
27-35 29 8%
35+ 9 3%
Income (Self-report)
High 43 12%
Medium-high 70 20%
Medium 149 42%
Low 93 26%
Spent majority of life at:
Village-town 9 3%
District 44 12%
City 96 27%
Capital/metropol 206 58%
Education
Undergraduate degree/student 298 90%
Graduate degree/student 36 10%

3.2.3 Instruments
3.2.3.1 Demographic information form

This part of the questionnaire package included questions about participants’
gender, age, education level, income level, hometown and department/school (or
occupation for non-students). (See Appendix D, Blockl.)
3.2.3.2 Parameters of Facebook use

This part includes one-question measures related to Facebook preference,
membership years, general and daily frequency of use, amount of time spent, amount

of personal information shared, frequency of bedtime uses, number of friends and
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level of privacy (See Appendix D, Block 2). In most of these questions, participants
choose the most suitable option for each question, which are presented in a Likert
type scaling. [e.g. Participants select from 1 to 6 in order to indicate their general
frequency of Facebook visits. Answers range from “A few times a year/very rare or
never” (1) to “More than once everyday/always” (6)]. Items of personal information
shared were presented in a categorical style. Total number of categories for this

measure is transformed into one continuous variable for main analyses.

3.2.3.3 Measuring frequency of styles of Facebook Use
Frequencies of different syles of FB use

This scale is developed particularly for this study; in order differentiate
between behavioral patterns based on interface functions. Items are developed by
listing possible activities on Facebook with another PhD student from department of
psychology, and supervised by committee members on the progress meeting. After
completing verbal and language checks, a total of 43 items were included in the
study. Participants were expected to rate the frequency of presented forms of
Facebook activities on a 5-point Likert type scale. (e.g. “Leaving comments/likes on
groups”, “Managing profile”, “Uploading a profile picture”, “Viewing others’
photos”, “chatting with friends”). Using SPSS, an exploratory factor analysis with
principal axis factoring was run at the initial stage. According to Kaiser-Meyer-Olkin
measure of sampling adequacy criteria, the scale was revealed to have a good score
(.91), meeting the factorability of R assumption. The analysis resulted in 9 factors.
Theoretically, 6 factors were expected. Last three factors of this initial analysis had
lower eigenvalues (close to 1). In addition, too many multiple loadings and weak
loadings were observed. After eliminating items with cross-loadings, theoretically
irrelevant or weak loadings, the analysis is repeated. However, this time, number of
factors was restricted to 6, as expected. The second analysis with 34 items showed
appropriate loadings and distribution among items. The 6 subscales are named based
on the common aspects items refer to. Finally, each subscale was investigated for

internal consistency reliability scores using Cronbach’s alpha. [(1-information
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seeking/interaction (o= .89); 2-self-focused activity (a= .87); 3-Group/community/
organization (a= .77); 4-Communication/Messaging (o= .76); 5-Voyeuristic activity
(o= .93) and 6-Gaming (o= .73)]. Eigen values, explained variances, factor loadings

and items are presented at Table 7. (See Appendix F for English translation of items).

Table 7. 6 factors of Frequencies of Different Styles of FB Use

Loadings
Factor 1 (eigen value= 10.43, explained variance=28.97%, Cronbach’s alpha= .89 )
Information seeking/exchange & interaction
Begendigim sayfalarin yayinlarina yorum/begeni birakmak 74
Gruplarda yorum/begeni birakmak 12
Diger insanlarin paylasimlarina yorum ve/veya begeni birakmak 71
Gruplarda paylagilanlari takip etmek .68
Begendigim sayfalardaki paylasimlari/hareketleri takip etmek .66
Diger insanlarin fotograflarina yorum yapmak/ begenmek .64
Diger insanlarin paylasimlarini incelemek/ takip etmek .56
Ilgi alanlarima gore sayfa begenmek .54
Gruplara iiye olmak .53
Haber kaynagini taramak 47
Factor 2(eigen value= 3.5, explained variance=9.72%, Cronbach’s alpha= .87 )
Self-focused activity
Fotograf yiiklemek .79
Profil fotografi yiiklemek 74
Fotograflarima agiklama/yorum yazmak 71
Bulundugum yeri/ mekani paylagsmak (check-in) .65
Durum giincellemesi yapmak (“Su anda ne diigiiniiyorsunuz alani”) .62
Arka plan (cover) fotografi yiiklemek .62
Profil diizenlemek .61
Diger sosyal medya hesaplarimdan paylagimlarimi aktarmak (instagram, twitter vb.) .60
Fotograf albiimii olusturmak .58
Not paylagmak .53
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Table 7. (continued)

Factor 3(eigen value= 1.83, explained variance=5.1%, Cronbach’s alpha= .77 )

Group/community/organization

Etkinlik yaratmak/davet etmek 73
Grup/sayfa kurmak/yonetmek 71
Etkinliklere katilim durumu bildirmek 54
Etkinlikleri takip etmek .50
Gruplarda paylasim yapmak 41
Factor 4(eigen value= 1.72, explained variance=4.78%, Cronbach’s alpha= .76 )

Messaging/ Communication

Chat (Sohbet) .78
Mesajlasmak 77
Dosya gondermek/ almak .57
Mesaj grubu olusturmak yada mesaj grubunda aktif mesajlagmak .56
Goriintiilii sohbet etmek 47
Factor 5(eigen value= 1.44, explained variance=4.00%, Cronbach’s alpha= .93 )
Voyeuristic activity

Diger insanlarin fotograflarina bakmak/ incelemek .78
Diger insanlarin profillerine bakmak/ incelemek 76
Factor 6(eigen value= 1.34, explained variance=3.74%, Cronbach’s alpha= .73 )

Gaming

Oynadigim oyunlarla ilgili paylagim yapmak 75
Oyun oynamak 71

Self Presentational Behaviors

Based on previous literature on online communication activity and self-
presentation, 15 items are generated by the author. According to the literature, basic
characteristics of intentional self presentation include behaviors such as taking one’s
time during communication, paying extra attention to the language used and
engaging in selective presentations (Walther, 2006). These are carefully rewritten by
specifying or exemplifying self-presentational behaviors on Facebook. Responses
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were received based on 5-point Likert scale; 1 indicating “never true for me” and 5
indicating “always true for me”. (See Appendix D, Block 2). In order to investigate
validity of this scale, exploratory factor analysis was performed. As a result 2 factors
emerged differentiating between profile-management behaviors (a=.85) vs.

communication-management behaviors (0=.80) on Facebook.

3.2.3.4 Measuring gratifications obtained from Facebook
Self-focused Gratifications on Facebook

Based on the findings provided by the first study and previous literature,
items for 5 different dimensions of self-focused gratifications are constructed. After
language checks and supervised revisions, a total of 60 items were included in the
final questionnaire package. In line with uses and gratifications research (e.g.
Bumgarner, 2007; Karnik et al., 2013; Quan-Hasse & Young, 2010; Papacharissi &
Mendelson, 2010), items are worded in a way that represent receiving a gratification
as a result ofa particular need satisfaction on Facebook. In the scale instruction
section, participants are first informed that all items begin with “I use Facebook
because ...” sentence. First dimension, namely self aggrandizement gratifications,
consisted of statements that refer to gratification related to presentation and
perception of an inflated, glorified self on Facebook, including characteristics of self-
aggrandizing attempts that are presented in the literature (e.g. social comparison
(through biased self attribute evaluations-adapted from Pelham & Swann, 1989),
selective self presentation, biased self evaluation) and in Study 1. Second dimension,
namely self enhancement, consists of statements that emphasize the role of Facebook
in maintaining, or increasing positive self evaluations. These items are constructed
upon results of the first study and by adapting contingencies of self worth dimensions
(Crocker & Knight, 2005) and Swann & Pelham’s (1989) “desire for higher self-
esteem” items. Third dimension, namely self expression, includes items related to
Facebook’s gratifying role by enabling self-expressive opportunities such as
communicating and introducing who you are and revealing the true self. Just as other

dimensions, findings of study 1 and SNSs’s self-expressive opportunities which were
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reported in the literature were used in item generation (e.g. Hunt & Atkin, 2012;
VanHouse, 2007). Fourth dimension, which is called performing ideal self include
items about experiences of approaching to an ideal self, as described in self
discrepancy theory and as put into words by Study 1 findings. The fifth dimension of
self-presentation/impression management includes statements for identifying
gratifications based on the goal-directed self-presentational opportunities Facebook
provide. For item generation, literature on selective self presentation on new media
was used (e.g. Gonzales & Hancock, 2008; Gonzales & Hancock, 2011; Walther,
2006).

Construct Validity Analysis of Self Focused Gratifications

In order to assess construct validity, the 60 items were put into exploratory
factor analysis using principal axif factoring through SPSS. The measure of sampling
adequacy (KMO and Bartlet’s test score) was .97, indicating factorability of R
assumption was good. Initial results revealed six factors with Eigen values greater
than 1, however the 6™ factor had only one item with a low loading (.32). After
eliminating items based on crossloadings, weak loadings, irrelevant content, or
repeated content; a total of 40 items remained for further analysis. A second factor
analysis with those 40 items conducted by forcing 5 factors as expected. This
analysis revealed a factor structure that is consistent with expectations. Items
generated for subsclales were clustered appropriately. Table 10 shows factors with
eigenvalues and explained variances, items and loadings. In addititon, internal
consistency analyses were conducted for all 5 subscales. Cronbach’s alpha scores
ranged between .95 and .85 (Table 10); indicating high reliabilitiy for the measures.
(See Appendix G for English translation of items).
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Table 8. 5 Factors of Self-focused Gratifications on Facebook

Facebook kullaniyorum ¢iinki...: Loadings
Factor 1 (eigen value= 20.18, explained variance=%, Cronbach’s alpha= .95 )

Self aggrandizement (10 items)

Facebook'ta sportif/ fiziksel/ entelektiiel anlamda arkadaslarima kiyasla daha tistiin .80
oldugumu gorebiliyorum. (7)

Facebook’ta yaptigim paylasimlar tistiinliigliyle beni diger insanlardan ayirabiliyor. (45) 73
Facebook’ta yaptigim paylasimlar pek ¢ok insandan iistiin yonlerim 71
(kisiligim/zevklerim/entelektiiel birikimim/sanatsal ya da sportif yeteneklerim/fiziksel
goriintiim/espri anlayisim/maddi varligim) oldugunu gosterebiliyor. (17)

Facebook'ta diger insanlardan daha baskin ve giiclii bir karakterim oldugunu hissetmek .70
hosuma gidiyor. (34)

Facebook ne kadar harika ve 6zel biri oldugumu hatirlatiyor. (38) .70
Facebook’taki davranislarimla (paylasimlarim, begenilerim, yorumlarim vb.) diger .66
insanlardan ¢ok farkli ve 6zel bir sekilde ayristigimi hissedebiliyorum. (49)

Facebook'ta pek ¢ok insana kiyasla iistiin sayilabilecek yonlerimi (viicudum, yeteneklerim .64
vb.) gdstermek hosuma gidiyor. (52)

Facebook'ta sportif/ fiziksel/ entelektiiel anlamda arkadaslarima kiyasla daha {istiin .62
oldugumu gosterebiliyorum. (43)

Facebook'ta insanlar arasinda ne kadar etkili ve lider bir kisi oldugumu gorebiliyorum. (19) .60
Facebook'ta ne kadar giizel/yakisikli/basarili/yetenekli oldugumu gdstermek hosuma .57
gidiyor. (8)

Factor 2 (eigen value= 2.95, explained variance=6.6%, Cronbach’s alpha= .95 )

Self enhancement (9 items)

Facebook’ta begenilmek hoguma gidiyor. (54) .79
Facebook’ta paylastiklarimin begenilmesi/yorum almasi kendimi degerli hissettiriyor. (21) .78
Facebook’ta yorumlarimin begenilmesi kendimi iyi hissettiriyor. (40) .76
Facebook’ta fotograflarimin begenilmesi/yorum almasi kendimi degerli hissettiriyor. (1) 75
Facebook’ta fotograflarimin begenilmesi kendimi giizel/yakisikli hissettiriyor. (32) 75
Facebook’ta begenilmek kendimi 6nemli/saygin hissettiriyor. (48) .73
Facebook profilim kendimle ilgili iyi hissettiriyor. (55) .56
Facebook’ta kendimle ilgili begendigim durumlari/bilgileri paylagsmak hosuma gidiyor. (53) 51
Facebook iyi/basarili oldugum yonlerimi hatirlatarak/gostererek bana kendimi iyi 45

hissettiriyor. (36)
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Table 8. (Continued)
Factor 3 (eigen value=2.23 , explained variance=4.79%, Cronbach’s alpha= .92 )

Self expression (8 items)

Facebook'ta kisiligimi yansitabiliyorum. (35) .80
Facebook'ta nasil biri oldugumu anlatabiliyorum. (46) .76
Facebook hesabimla kendimi rahatga ifade edebiliyorum. (28) 74
Facebook’ta kim olduguma dair ipuclar1 verebiliyorum. (47) .67
Facebook fikirlerimi istedigim dl¢iide yansitabilmemi sagliyor. (26) .66
Facebook'ta duygularimi ifade edebiliyorum. (14) .63
Facebook’ta kisisel tarzim1 yansitabiliyorum. (11) .60
Facebook'ta ilgilenen birine kendimi anlatabilmemi saglayan pek gok dzellik var. (22) .60
Factor 4 (eigen value=1.57 , explained variance=3.04%, Cronbach’s alpha= .94 )

Performing ideal self (8 items)

Facebook'ta gercekte oldugumdan ziyade olmayi istedigim gibi biri olabiliyorum. (6) .59
Facebook idealde olmak istedigim gibi biri olmama yardim ediyor. (12) .63
Facebook’ta idealde sahip olmak istedigim 6zellikleri sergileyebiliyorum. (16) .64
Facebook’ta olmak istedigim ideal kisi gibi davranabiliyorum. (25) .68
Facebook’ta idealdeki benligime yaklasabiliyorum. (30) .67
Facebook’ta idealde olmak istedigim gibi goriiniiyorum. (37) .60
Facebook'ta olmay1 arzuladigim halime yaklagsabiliyorum. (42) .65
Facebook benligimi idealize ettigim sekilde sunmama olanak sagliyor. (50) .54
Factor 5(eigen value= 1.04, explained variance=1.73%, Cronbach’s alpha= .85 )
Self-presentation/ Impression management (4 items)

Facebook’ta kendimi nasil istersem o sekilde sunabiliyorum. (18) .32
Facebook'ta 6nem verdigim birine/birilerine yonelik (6rn. potansiyel sevgili yada potansiyel 44
igveren), onlarin beni gérmesini istedigim gibi bir profil yaratabilirim. (23)

Gerek duyarsam Facebook sayesinde bilinmesini istemedigim yonlerimi saklayabiliyorum. .60
(39)

Facebook, kendimle ilgili kot hissettirecek seyleri saklamama izin veriyor. (51) .65
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3.2.3.5 Measuring Attitudes toward Facebook

In line with study purposes, an attitude measure was included in the study.
The Attitudes toward Facebook Scale aimed at identifying the perceived importance
and value associated with Facebook. It is a uni-dimensional Likert-type attitude scale
consisting of 9 items. 7 items of this scale was taken from Ross et al.’s (2009)
Facebook questionnaire; which was adapted to Turkish by Kaynak-Malatyali &
Hasta (2013). (See Appendix D, Block 5). In addition to them, 2 new items were
constructed by the author and her supervisor, in order to extend the content of
attitudes. Internal consistency reliability for this scale was found to be .88, which is

strong.

3.2.3.6 Measures of Individual Difference Variables in the Study

Narcissistic Personality Inventory

A Turkish-adapted version of Ames et al.’s 16 item narcissistic personality
inventory (which is derived from Raskin & Terry’s (1988) 40-item questionnaire)
was used in this study. Adaptation tu Turkish was conducted by Atay (2009). The
short form was shown to be reliable and valid by Ames et al.’s studies (cited in Atay,
2009). Internal consistency score (Cronbach’s alpha) for Turkish adaptation was
shown to be .63, indicating a moderate level of reliability (Atay, 2009). Cronbach’s
alpha for the current study was .68, indicating an acceptable score.

Rosenberg Self esteem Scale

This 10 item measure is developed by Rosenberg (1965) in order to assess
level of global self-esteem. Since then, it was shown to be a consistent reliable and
valid measure and used by many researchers. In 1985, it was adapted to Turkish by
Cuhadaroglu. By assessing its correlations with psychiatric interview scores, she
supported validity of the scale (cited in Gokben-Kaya, 2007). In the current study,
Cronbach’s alpha for the adapted version was found to be .77. In addition, it had
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moderate positive correlations with variables of relatedness (r=.49, p<.01) and
extraversion (r=.46, p<.01), which is consistent with the literature.

Adapted Selves Questionnaire (Actual-ideal discrepancy)

In order to assess self discrepancy levels of the participants,an adapted
version of idiographic ‘Selves Questionnaire’ (Higgins, 1997) was used. The
translation and adaptation was made by the author, considering the needs of the
current study. In this questionnaire, first participants are informed about operational
definitions of actual self and ideal self. Then they are asked to list seven attributes
about themselves, and rate them separately for actual and ideal dimensions on a 5
point scale (“To what extent you have this attribute” vs. “To what extent you would
ideally like to have this attribute”). Original selves questionnaire (Higgins et al.,
1997) includes evaluation of “ought self” and others’ perspectives, as well. However,
in order to make a shorter and compact measurement, these were excluded in this
version. In order to get a final score of actual-ideal discrepancy, actual-self scores
were subtracted from ideal-self scores (As absolute values). An average for
discrepancy calculations of all 7 items were computed and named as “Actual-ideal

discrepancy score”.

3.2.4 Data analysis

In order to test research questions, descriptive statistics, correlation analyses

and hierarchical regression analyses were performed using SPSS.

3.3 Results

3.3.1 Descriptive Statistics
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Table 9. Descriptive statistics regarding Facebook use

(N=355)
Frequency Valid Percent
Current SNS accounts (Total)
1-4 channels 81 23%
5-9 channels 237 66%
10+ channels 37 11%
FB membership since
2 years or less 15 4%
2-4 years 40 11%
5 years and more 300 85%
Frequency of using FB (General)
Very rare or never 4 1%
Once or a few times every month 22 6%
A few times in a week 37 10%
Once a day 54 15%
More than once a day 238 68%
Frequency of using FB (Daily basis)
1-5 times 166 47%
6-10 times 65 18%
10+ times 62 17%
Time spent in each visit
Less than 15 min 250 70%
15-30 min 73 21%
30-60 min 19 5%
1-2 hours 5 1%
More than 2-3 hours 8 2%
Device preferred for FB use*
Mobile phones 307 87%
PC 184 52%
Tablet 38 11%
*More than one answer can be selected
Number of friends
0-100 21 6%
100-250 74 21%
250-400 101 28%
400-750 109 31%
750+ 50 14%
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Table 10. (Continued)

21 22 23 24 25 26 27 28
1. Age
2. Gender n.s. n.s. n.s. n.s. n.s. ns. -18*
3.General Frq of FB Use n.s. n.s. n.s. n.s. A1x* 19%* 30*%*
4.Daily frequency of FB use n.s. n.s. A11* n.s. AB** - 19%*  30**
5.Av. time spent during a visit n.s. n.s. n.s. n.s. 20%*  17%* 16%*
6. Freq of morning bedtime use n.s. n.s. n.s. n.s. 39%*  20%*  22%*
7. Freq of night bedtime use A7%*  ns. 14%* n.s. 32%%  30%* .20**
8. Amount of personal info revealed A11* n.s. 15%* n.s. 28%*%  18** 18**
9. Freq of Info Seek/interactional activity — n.s. n.s. n.s. n.s. 50** 32*%*  38**
10. Freq of community/org activity 14> n.s. A1* n.s. A1** 26%*%  33*F*
11. Freq of messaging activity n.s. n.s. n.s. n.s. 38**  30*%*  .20*%*
12. Freq of voyeuristic activity n.s. n.s. n.s. -12%  34%F  30**F  24%*
13. Profile based SPB n.s. n.s. n.s. n.s. 26%*  31*%*  30**
14.Self aggrendizement grat. 34*%*  ns. n.s. n.s. A2%% 32%% 1T7**
15. Self enhancement grat. A7%*  ns. n.s. n.s. 56%*%  41**  30**
16. self expression grat. A1* n.s. n.s. n.s. A8**  38*%*  35*%*
17. performing ideal self grat. A7%*  ns. n.s. n.s. A3F*F 37F* 23*F*
18. self presentation grat. A5**  ns. n.s. n.s. A42%* 38*%*F 21**
20. Freq of self focused activity 27** - 12% n.s n.s. 36**  33*%*  27**
*n.s.=non
significant
21 22 23 24 25 26 27 28
21. Narcissistic Personality Inv. 1
22. Self (Actual-ideal) discrepancy -.20%* 1
23. Rosenberg Self Esteem 24%% - A 1
24. Extraversion 37F* -35% 46** 1
25. Attitudes twd FB .05 -.02 .05 .00 1
26. Relationship/connect. grat .09 -.09 .03 .01 A9** 1
27. Infoseek/comm grat .01 -.05 .10 .02 A45*F% 43%* 1
28. Escape/entertainment grat .01 .01 -.07 -13*  50**  .40** .29** 1
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3.3.3 Testing Research Questions
3.3.3.1 Research Question 1: Are there different self-focused gratifications on
Facebook? (Representing construct validity)

In order to answer this question, factor analysis was applied to items
developed for hypothesized 5 dimensions of self-focused gratifications: Namely,
self-aggrandizement, self enhancement, self expression, performing ideal self and
impression management/self presentation. Details of item generation and results can
be found in Method, instruments section (p.44-48) However, main findings were as
follows:

The measure of sampling adequacy (KMO and Bartlet’s test score) was .97,
indicating factorability of R assumption was good. Initial results revealed six factors
with eigen values greater than 1, however the 6™ factor had only one item with a low
loading (.32). After eliminating items based on crossloadings,weak loadings,
irrelevant content, or repeated content; a total of 40 items remained for further
analysis. A second factor analysis with those 40 items conducted by forcing 5 factors
as expected. This analysis revealed a factor structure that is consistent with
expectations. Items generated for subsclales were clustered appropriately. Table 10
(p.49-52) shows factors with eigenvalues and explained variances, items and
loadings. In addititon, internal consistency analyses were conducted for all 5
subscales. Cronbach’s alpha scores ranged between .95 and .85 (Table 10);
indicating high reliabilitiy for the measures (See Appendix G for English translation

of items).

3.3.3.2 Research Question 2: Do self-focused gratifications significantly predict
uses of Facebook? (Representing predictive validity)

In order to test the hypotheses of this research question, three different
hierarchical regression analyses were conducted for each parameter of Facebook use
(Style, intensity, attitudes). After controlling for age and gender in the first step, five
sub-scales of self-focused gratifications were entered at the same time in a second

step.
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Hypothesis 1: All 5 gratifications (self-aggrandizement, self enhancement,
self expression, performing ideal self and impression management/self presentation)
would significantly predict Self-focused Facebook use.

Results of the hierarchical regression analysis showed that, after controlling
for gender and age, overall model was significant at .001 level, explaining 30 % of
variance. (R2 change .30). Parallel with the expectations, self-aggrandizement (f =
24, t = 3.25, p< .01), self expression (B = .28, t = 4.34, p< .001), performing ideal
self (B = .28, t =3.39, p<.01) and impression management/self presentation (p = -
27, t = -3.63, p< .001) subscales were uniquely, significantly and positively
associated with self-focused use of Facebook. However, contrary to expectations,

only self-enhancement subscale was not significant among other four subscales.

Hypothesis 2: All 5 gratifications (self-aggrandizement, self enhancement,
self expression, performing ideal self and impression management/self presentation)
would significantly predict amount of time spent on Facebook.

Results of the hierarchical regression analysis showed that, after controlling
for gender and age, overall model was significant at .001 level, explaining 7% of
variance. F(5, 347)=5.02, p<.001 (R2 change .07). Parallel with expectations, self-
enhancement (B = .19, t = 2.30, p< .05) and self expression (p =.19, t = 2.56, p< .01),
subscales had unique predictive powers for amount of time spent on Facebook.
However, contrary to expectations, self-aggrandizement (p = .28, t = 3.39, n.s.),
performing ideal self (B = .28, t = 3.39, n.s.) and impression management/self
presentation (B = -.27, t = -3.63, n.s.) subscales did not have unique predictive

values.

Hypothesis 3: All 5 Self-focused gratifications will significantly predict
positive attitudes toward Facebook.

Results showed that, after controlling for gender and age, overall model was
significant at .001 level, explaining 31% of variance. F(5, 347)= 35.00, p<.001 (R2
change .31). As expected, self-enhancement (B = .40, t = 6.02, p< .001) and self
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expression (B = .16, t = 2.6, p< .05) subscales had unique predictive powers for
amount of time spent on Facebook. However, contrary to expectations, self-
aggrandizement (B = .01, t = .19, n.s.), performing ideal self (B = .06, t = .81, n.s.)
and impression management/self presentation (B = -.01, t = -.10, n.s.) subscales did

not have unique predictive values.

3.3.3.3 Research Question 3: Do related individual difference variables have
predictive power on self-focused gratifications? (Representing convergent
validity)

In order to investigate this research question, narcissistic personality, self
esteem and self discrepancy are separately put in regression models for testing

following hypotheses:

Hypothesis 4: Narcissistic personality will significantly predict self-
aggrandizement gratification, but not others.

Results of the hierarchical regression analysis showed that, after controlling
for gender and age, overall model was significant at .001 level, explaining 12% of
variance. F(1, 350)= 24.12, p< .001 (R2 change .12). In line with expectations,
narcissistic personality (B = .33, t = 6.28, p< .001) significantly predicted self-

aggrandizement gratification.

Hypothesis 5: Lower levels of trait self-esteem will significantly predict self-
enhancement gratification, but not others.

Since the correlation between these two variables was not significant, (See
Table 10, p. 52) regression analysis was not performed. Contrary with expectations,
hypothesis was not supported.

Hypothesis 6: Higher levels of actual-ideal self discrepancy will significantly

predict performing ideal self gratification, but not others.
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Since the correlation between these two variables was not significant, (See
Table 10, p. 52) regression analysis was not performed. Contrary with expectations,

hypothesis was not supported.

3.3.4 Ad Hoc Analysis: Testing a meditational link

Self-aggrandizement
/ gratification \

Narcissistic personality

Self- focused use of
Facebook

v

Figure 2. Mediating role of self-aggrandizing gratification in the narcissism-Self
focused use relationship

According to Baron and Kenny’s suggestions for testing a meditational link,
correlations between the independent variable, the mediating variable and the
dependent variable should be significant. After investigating correlations for this
condition to be met, it was observed that the relationship between narcissistic
personality and self-focused type of Facebook use can have the potential mediator of
self-aggrandizement gratification in between. In order to test this link, following
Baron and Kenny’s method, separate regression analyses were run and sobel test was
performed as a final step. Although regression analyses were significant (Bnars, seif -agr
= .34, p<.001; B self —agr, self-foc = 48, p<.001; Brars, self -foc = .27, P< .001), sobel test did
not confirm the meditational model (z=1.61, p=.10) (two-tailed).
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3.4 Discussion

In this quantitative study, the aim was testing self-related dimensions of
Facebook uses and gratifications. In order to achieve this, three research questions
were outlined based on U&G theoretical approach, which were representative of 3
different validity types as well. Overall, it is possible to say that results of these
research questions provided support for initial model of 5-dimensions of self focused
gratifications and developing a reliable and valid measure of these gratifications was
succesful. However, it is worth to note that although all 5 gratification types received
support in terms of construct validity, some of them failed receiving support from
predictive validity and convergent validity indicatiors.

Factor analysis results revealed that differentiating 5 sub-groups of self-
related gratifications is possible (self-aggrandizement, self-enhancement, self-
expression, performing ideal self, self-presentation/impression management). In
other words, construct validity of this conceptual differentiation is confirmed to be
achieved by an appropriate 5-factor structure. In addition, internal consistencies of all
5 factors were high, indicating reliability of the measurement model.

Regression analyses of the 5 subgroups predicting Facebook uses also
showed an overall significant predictive validity. However, some of the self-focused
gratifications did not have unique predictive powers for Facebook use. For instance,
self enhancement gratification failed to show a significant unique prediction for self-
focused type of use (managing profile, uploading photos, sharing status updates etc.).
This result might stem from the fact that self-enhancement has diversified sources
souch as social comparison, feedback and self-presentation. Self-focused style of use
represent the source of self presentation only; and therefore it might have remained
weak to explain the relationship between gratification and use. In addition, although
self-enhancement did not predict self-focused uses of Facebook it significantly
predicted positive attitudes towards Facebook; which was another parameter for
getting a gratification. These findings support the above mentioned multi-sourced

nature of self-enhancement.
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Regression analyses of the individual difference variables with theoretically
relevant self-focused gratification variables showed support for only self-
aggrandizement. Results revealed that narcissistic personality significantly predicted
receiving self-agrandizement gratification on Facebook, as expected. Similarly self
esteem was expected to support self enahencement gratification. However no
significant relationship between them was observed. This might be due to
measurement and conceptualization of self esteem. In this study, a general, trait self
esteem measure was used. However, self enhancement might be more related to
state-self esteem. In addition a general measure of self esteem might have failed to
differentiate between self-enhancement needs. Using another conceptualization of
self esteem, like “contingencies of self worth” (Crocker & Knight, 2005) might be
better to identify this motivation in using Facebook. This type of self-esteem
assessment involves specific dimensions such as appearance related source of self-
worth, academic achievement related self-worth etc. Differentiating between sources
would help identifying gratifications better.

Another point that is worth to discuss is that explained variance for
predicting amount of time spent on Facebook (7%) was relatively lower as compared
to explained variance of predicting self-focused use (30%). This is not surprising,
since amount of time spent is a more general measure of Facebook use when
compared to self-focused uses. Amount of time spent is probably predicted by more
gratifications (like relationship maintenance, communication and
escape/entertainment gratifications), not only self-focused gratifications. And, self
focused uses like managing profile, uploading photos or writing notes are more
specific to self-related gratifications of self-enhancement, self-aggrandizement,
performing ideal self, self expression and self presentation.

Contributions

Studies on uses and gratifications of Facebook and other SNSs consistently
revealed communication, relationship needs and escape engtertainent needs as
reasons of Facebook. However there was a lack of conceptual clarity and consistency
for self related gratifications. This research contributes to elimination of this
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disadvantage by conceptually discriminating between self-related uses and
gratifications. In addition, psychometrically sound new measures were developed for
a detailed assessment of uses and gratifications in further studies.

Limitations

One of the limitations of the current study is the research design that is solely
based on self-reports of uses and gratifications. Another limitation is the sample that
is limited to university students. Future studies with different designs would support
the current findings and eliminate these limitations.

Another limitation is lack of comparison between general gratifications
(relationship, communication, escape/entertainment) and self focused gratifications.
The aim in this study was making conceptual differentiations within self-related
gratifications. However comparing their strength in predicting uses with general

gratifications give a better understanding of the overall picture.
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CHAPTER 4

GENERAL DISCUSSION

Implications

Identification of uses and gratifications from a social psychological
perspective is more about understanding human behavior and cognition. However,
media research is usually inter-disciplinary and so as their implications. From a
psychological perspective, understanding gratficiations can serve many functions.
For instance, it might be helpful for identifying risk factors for social media
addiction, or non-adaptive uses. Also, it is helpful for producers and designers of
media. Based on these findings, they can develop gratification/need based
functions/mediums.

Information on uses and gratifications can also be abused for enhancing
surveillance, control over individuals or non-voluntary trade activities. However
users can also develop awareness about their uses and gratifications and avoid

unintended consequences.

Future directions

Although it was not a frequent response among focus-group discussions, it is
worth to mention the role of self-related emotions in getting gratification from
Facebook. For instance some participants mentioned self related emotions like shame
and pride. One participant reported feeling shame because of his posts during high
school years. It was not an intense response, he did not seem to carry the negativity
of this emotion, however it points out to a potential. Another participant mentioned
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feeling of pride when viewing his “About me” section. While negative emotions can
interfere with gratifications and cut the potential, positive emotions can enhance
gratifications obtained from the medium. Cases like cyber-bullying, or online
harassment can be examples of negative-emotion inducing (e.g. shame) contexts
whereas representations of achievements or group memberships can be considered as
examples of positive emotion inducing (e.g. pride) contexts. In a nutshell, further
research can also investigate the role of self-related emotions when studying uses and

gratifications.
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APPENDICES
APPENDIX A
STUDY 1

FOCUS GROUP INTERVIEW QUESTIONS

Odak Grup Goriisme Sorulari

Tema: Facebook kullanimi ne tiir benlik ihtiyagclari ile iligkili? Bu ihtiyaglari karsiliyor mu? Bu
ihtiyaglarin karsilanmast neler hissettiriyor/diisiindiiriiyor?

1-

Facebook kullanma sebepleriniz neler?

a. Facebook kullanmanin belli ihtiyaglarinizi giderdigini diisiiniiyor musunuz? Bunlar
neler?

b. Bu soyledikleriniz haricinde facebook ne gibi ihtiyaglari karsiliyor olabilir?

C. Sizce bagka insanlarin facebook kullanma sebepleri/ihtiyaglari neler olabilir?
Facebook’ta hakkimda, duvar, albiimler, etkinlikler, gruplar, sayfalar gibi pek ¢ok alt mecra
var.

a. Bu mecralarin hangilerini ne siklikla kullantyorsunuz?

b. Bu mecralari nasil kullaniyorsunuz? Ne amagla kullaniyorsunuz?

C. Bunlar1 kullanmak size neler hissettiriyor/diisiindiiriiyor?

d. Bu mecralarin hangileri hangi ihtiyaca karsilik veriyor olabilir?

Profil, kelime olarak 6zge¢mis, biyografi, kesit, karakter portresi gibi anlamlar tagimaktadir.
Facebook profilinizi bu anlamda diigiindiigiiniizde,

a. Akliniza neler geliyor?

b. Kendi profiliniz hakkinda neler diisiiniiyorsunuz? (Valence ¢ikarmak i¢in) Neler

hissediyorsunuz?

c. Facebook profilinizin sizi (mevcut benliginizi) temsil ettigini diigiiniiyor musunuz/
ne derece temsil ediyor? (Evetse neden? Hayirsa neden? Kismen ise biraz agabilir
misiniz?)

d. Disaridan bakan birisi profilinize bakarak sizin hakkinizda ne s6ylerdi? Bu mevcut
benliginizle ne kadar iligkili? Bu size neler hissettiriyor?

e. Siz diger insanlarin profilleri hakkinda neler diisiiniiyorsunuz?

Facebook profilinizi nasil olusturdunuz/ olusturuyorsunuz?
a. En ¢ok hangi mecralarin profiliniz hakkinda bilgi verdigini diisiiniiyorsunuz?
i. Ornek verebilir misiniz?

b.  Profil olustururken nelere dikkat edersiniz? Neden?

c. Profilinizde neleri 6n plana ¢ikardiginizi diigiiniiyorsunuz? nelere yer veriyorsunuz?
Nelere yer vermiyorsunuz? Neden? Bu se¢imli yer vermenin sizi nasil etkiledigini
distiniiyorsunuz?

Internete bagl degilken profilinizi ne siklikla hatirliyorsunuz?

a. Ne gibi durumlar internete bagli degilken profilinizi diisiinmeyi tetikliyor?

b. Internete bagh degilken profiliniz hakkinda neler diisiiniiyorsunuz?

c. Busize neler hissettiriyor?

Genel olarak diistindiigiiniizde, facebook’un size kazandirdig: seyler neler olabilir?
Bunlarin haricinde eklemek istediginiz bir seyler var m1?
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APPENDIX B

STUDY 1
SHORT SURVEY FORM

Sosyal Medya Kullanim Anketi
Q1 Yasimiz

Q2 Cinsiyetiniz
O Kadin
O Erkek

Q3 Egitim durumunuz
QO Ilkokul- Ortaokul

Q Lise

Q Universite

O Yiksek Lisans
QO Doktora

Q4 Ogrenci iseniz okudugunuz okul ve béliim: (Ogrenci degilseniz mesleginiz):

Q5 Ailenizin ayhk gelir durumu
800 TL ya da daha az

800-1500TL
1500-3000TL
3000-5000TL
5000TL ve tizeri

(ONONONONO,
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Q6 Asagida listelenen sosyal medya kanallarindan hesabimiz olanlar isaretleyiniz:
Facebook

Twitter
Instagram
Vine
LinkedIn
Google+
Foursquare
Youtube
Skype
Sozlik
Forum
Blog
Higbiri
Diger

codododo0do0dooo

e}

7 Facebook hesabimizi ne siklikla kullaniyorsunuz?
Neredeyse hi¢ kullanmiyorum

2-3 ayda bir kez

Ayda bir ya da birkag kez
Haftada birkag kez

Her giin

0000

Q8 Facebook hesabinizi akill telefon/ tablet aracihi@iyla bir giin icinde ne sikhikla
ziyaret ediyorsunuz?
Her giin kullanmiyorum

1-4 kez

5-9 kez

10-15 kez

15'den fazla

Bu cihazlar iizerinden Facebook kullanmiyorum. ( Bu segenegi isaretlediyseniz Q12 ye

(O ONONCNONGC)

geciniz)

Q9 Akilh telefon/tablet iizerinden her girisinizde Facebook&#39;ta ortalama ne kadar
vakit geciriyorsunuz?

10-15 dakika ya da daha az

15-30 dakika

30 dakika - 1 saat

1.5- 2 saat

2 saatten fazla

0000
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Q10 Genellikle, giin icinde akill telefon/tablet iizerinden Facebook'a girdiginiz ilk saat
dilimi hangisi oluyor?

o
Q
o
Q
Q

Sabah, uyanir uyanmaz

Sabah, ise ya da okula geldikten sonra
Ogle arasi civari

Aksamiistii veya aksam saatlerinde
Gece uyumadan hemen dnce

Q11 Genellikle, giin icinde akill telefon/tablet iizerinden Facebook'a girdiginiz son saat
dilimi hangisi oluyor?

o
Q
Q
o
Q

Sabah, uyanir uyanamaz

Sabah, ise ya da okula geldikten sonra
Ogle aras1 civari

Aksamiistii veya aksam saatlerinde
Gece uyumadan hemen dnce

Q12 Facebook hesabimizi bilgisayar iizerinden bir giin icinde ne siklikla ziyaret
ediyorsunuz?

(O ONONCNONGE)

Her giin kullanmiyorum

1-4 kez

5-9 kez

10-15 kez

15'den fazla

Bilgisayar tizerinden Facebook kullanmiyorum ( Bu segenegi isaretlediyseniz dogrudan

Q16 ya geciniz)

Q13 Bilgisayardan her bir girisinizde, Facebok&#39;ta ortalama ne kadar vakit
geciriyorsunuz?

o
Q
Q
o
Q

10-15 dakika veya daha az
yarim saat civarinda

1 saat civarinda

2-3 saat

4 saat ve tizeri

Q14 Genellikle, giin i¢cinde bilgisayardan Facebook'a girdiginiz ilk saat dilimi hangisi
oluyor?

0000

Sabah, uyanir uyanmaz

Sabah, ise/ okula geldikten sonra
Ogle arasi civari

Aksamiistii veya aksam saatlerinde
Gece uyumadan hemen 6nce
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Q15 Genellikle, giin i¢cinde bilgisayardan Facebook'a girdiginiz son saat dilimi hangisi

oluyor?

QO Sabah, uyanir uyanmaz
QO Sabah, ise/okula geldikten sonra

Q Ogle arasi civari

O Aksamiistii veya aksam saatlerinde

O Gece uyumadan hemen 6nce

Q16 Asagida Facebbok'ta yapabileceginiz baz aktiviteler listelenmistir. Liitfen
hangisini ne siklikla yaptiinizi yanda yer alan seceneklerden size uygun olanini

secerek belirtiniz.

|

Ne siklikla yaparsiniz?

. Cok Ayda birkag | Haftada bir .

Hig seyrek kez kag kez Her giin
Haber, metin, link vb.
paylasimlarda bulunmak Q Q Q O Q
Kend1me ait forograf ve o o o o o
videolar paylagmak
Diger insanlarin
paylasimlarini o O o o o
incelemek/ takip etmek
Diger insanlarin
paylagimlarina yorum ve o O o O Q
begeni birakmak
Gruplara liye olnzak o o o o o
ve/veya sayfa begenmek
Mesajlagmak ve/veya
sohbet etmek Q Q Q Q Q
Profil diizenlemek (bilgi
ve fotograf giincelleme o o o o o
vb.)
Kendime ait not ve/veya
durum bildirimi o o o O o

paylagmak
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Q17 Facebook hesabimizda asagida listelenen Kisisel bilgilerden hangilerine yer
veriyorsunuz?

(M

(SN Ry vy oy By Ay

CO000O0 00000

1

Yas

Cinsiyet

Mliski durumu

Dogum giinu

Aile bireyleri

Dini inang

Siyasi goriis

Yasadigim sehir

Memleket

Isyeri/ okul bilgisi

Fiziksel goriiniim (Ag¢ik anlasilir profil fotografi vb.)
Film/miizik/kitap vb. begeniler
Felsefi gortis

18 Facebook hesabimizin goriiniirliik derecesi nedir?

Sadece kendime agik (veri depolama vb. kullanim)
Ozel kisith (Belirli arkadaslarima agik/ Restricted)
Cok nadir durumlar harig tiim arkadaglarima agik
Uye oldugum aga acik (Network)

Halka agik (Public)

9 Facebook'ta arkadas sayimz kactir?

0-100
100-250
250-400
400-750
750'den fazla

Q20 Ogrenci numaramz (Bonus i¢in)

73



APPENDIX C

STUDY 2

ONLINE QUESTONNAIRE INFORMED CONSENT FORM
Facebook Kullanim ve Doyum Anketi
Bilgi Bu arastirma*, ODTU Psikoloji Béliimii doktora grencisi Niliifer Ercan tarafindan,
doktora tezi kapsaminda ve Prof. Dr. Bengi Oner-Ozkan’in damigmanliginda
yiiriitiilmektedir. Aragtirmanin amaci, anket tizerinden katilimcilarin kisilik 6zellikleri ve
sosyal medya (Facebook) kullanimlarina dair bilgi toplamaktir. Sorulara vereceginiz her bir
yanit arastirmanin tamamlanabilmesi i¢in ¢ok 6nemlidir. Bu nedenle bog birakma opsiyonu
anket boyunca kisitlanmistir. Ancak katilim sirasinda sorulardan rahatsizlik duyarsaniz ya da
herhangi baska bir nedenden &tiirii kendinizi rahatsiz hissederseniz cevaplama isini yarida
birakip ¢ikmakta serbestsiniz. Boyle bir durumda anketi uygulayan kisiye, anketi
tamamlayamadiginiz1 belirten bir e-posta atmaniz yeterli olacaktir. Bu ¢alismaya katilim
bilgisayar yada tablet iizerinde ortalama olarak 40 dakika stirmektedir. Tiim sorular bir
giriste cevaplamaniz gerektigi i¢in rahatca vakit ayirabileceginiz bir anda baglamaniz tavsiye
edilir. (Not: Akilli telefonlar iizerinden yanitlanmasi ¢ok daha fazla zaman aldigindan
tavsiye edilmez.)
ONEMLI NOT: Anket yalnizca Facebook kullanan katilimcilara yoneliktir. (Kullanim
sikliginizin az ya da ¢ok olmasi onemli degildir) ~ Ankette, sizden isim bilgisi
istenmemektedir. Cevaplariniz tamamiyla gizli tutulacak, sadece arastirmacilar tarafindan
degerlendirilecektir. Katilimcilardan elde edilecek bilgiler toplu halde degerlendirilecek ve
yalnizca bilimsel yayinlarda kullanilacaktir.  Bazi anlagmali derslerde 6grenciler ankete
katilim karsilig1 olarak puan alabileceklerdir. Bununla ilgili bir duyuru yapildiysa,
Ogrencilerin anket sonundaki 6grenci numarasi boliimiinii doldurmalari1 gerekmektedir.
(Bununla ilgili kesin bir duyuru yapilmadi ise bonus puan uygulanamaz).
OGRENCILER ICIN ONEMLI NOT: Facebook kullanmiyorsaniz, bonus puan alabilmek
icin kullanan bir tanidiginiza anketi yonlendirip sizin i¢in doldurmasini rica edebilirsiniz.
Anketin sonuna sizin 6grenci bilgilerinizi girerek puan almanizi saglayabilirler.
Bu ¢aligmaya katildigimiz igin simdiden tesekkiir ederiz. Caligma hakkinda daha fazla bilgi
almak i¢in arastirmaci Niliifer Ercan’la (Eposta: enilufer.metu@ gmail.com) iletisim
kurabilirsiniz.

*Arastirma ODTU Uygulamali Etik Arastirma Merkezi Insan Arastirmalar1 Etik Kurulu
tarafindan onaylidir.

Onay

Yukaridaki bilgileri okudum ve bu ¢alismaya tamamen goniillii olarak katiliyorum.
QO Onayliyorum (1)

QO Onaylamiyorum (2)
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APPENDIX D

STUDY 2 ONLINE QUESTIONNAIRE PACKAGE
Block 1. Demographic Information

Q3 Yasimiz

Q4 Cinsiyetiniz
O Kadin (1)
Q Erkek (2)

Q5 Egitim durumunuz
Q llk-Ortaokul (1)

Q Lise (2)

Q Universite (3)

QO Yiiksek Lisans (4)
QO Doktora (5)

Q6 Ogrenci iseniz okudugunuz okul ve boliim:Ogrenci degilseniz mesleginiz:

Q7 Ailenizin aylik gelir durumu
O 1000 TL ya da daha az (1)

O 1000-2500TL (2)
O 2500-5000TL (3)
O 5000-7000TL (4)
O 7000TL ve iizeri (5)

Q8 Hayatinizin biiyiik boliimiinii geg¢irdiginiz yer
Koy (1)

Kasaba (2)

fige (3)

Sehir (4)

Biiyiiksehir (5)

(ONONONONG,
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Block 2. Parameters of Facebook Use

Q9 Asagida listelenen sosyal medya kanallarindan kullandiklarinizi isaretleyiniz:

(.

o000 D

S UOO0O0OO0DO0OO0OO0OD0OD

CO0C00O0O0OL 00000 O0

Facebook (1)

Twitter (2)

Instagram (3)

Vine (4)

LinkedIn (5)

Google+ (6)
Foursquare/Swarm (7)
Youtube (8)

Skype (9)

S6zliik (10)

Forum (11)

Blog (12)

Connected2me (13)

Periscope (14)

Miizik aglar1 (Soundcloud, spotify vb.) (15)
Diger (16)
Higbiri (17)

10 Yaklasik ne zamandir Facebook kullaniyorsunuz?

1 y1l veya daha az (1)
1-2 yildir (2)

2-3 yildir (3)

3-4 yildir (4)

4-5 yildir (5)

5 yildan fazla (6)

1 Facebook hesabiniza ortalama ne siklikla giris yapiyorsunuz?
Yilda bir ya da birkag kez (1)

1-2 ayda bir (2)

Ayda birkag kez (3)

Haftada bir ya da birkag¢ kez (4)
Ginde bir kez (5)

Giinde bir kereden fazla (6)
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Q12 Facebook hesabinizi bir giin i¢inde ortalama ne siklikla ziyaret ediyorsunuz?
Her giin kullanmiyorum (1)

1-2 kez (2)
3-5kez (3)
6-10 kez (4)
10-15 kez (5)
15'den fazla (6)

2 000000

13 Hesabiniza her girisinizde Facebook'ta ortalama ne kadar vakit gegiriyorsunuz?
10-15 dakika ya da daha az (1)

15-30 dakika (2)

31 dakika - 1 saat (3)
1- 2 saat (4)

2-3 saat (5)

3 saatten fazla (6)

Q
o
Q
o
Q
Q

Q14 Asagida Facebook'a girebileceginiz saat dilimleri verilmistir. Hangisini ne siklikla
tercih ettiginizi belirtiniz.
Asla ’ Cok nadiren ’ Bazen ’ Cogunlukla Her zaman

) (2) ©) (4) ©)

Sabah, uyanir o o o o o
uyanmaz (1)

Sabah, ise ya da

okula geldikten O O o Q o
sonra (2)
Giin ortas1 (3) Q Q Q O ©)
Aksamiistii veya
aksam saatlerinde o O o o o
(4)

Gece uyumadan
hemen 6nce (5)

Q15 Facebook'u hangi arag iizerinden kullanmayi tercih ediyorsunuz?
O Telefon (1)

O Tablet (2)
O Bilgisayar (3)

77



Q16 Facebook'u hangi arag iizerinden, ne siklikla kullanmay1 tercih ediyorsunuz?

Asla (1) ’ Zaman zaman (2) ‘ SERE))
Telefon (1) Q | Q | Q
Tablet (2) O o o
Bilgisayar (3) o ! o } o

Q17 Facebook hesabinizda asagida listelenen kisisel bilgilerden hangilerine yer
veriyorsunuz? (Direk ya da dolayl olarak)
Yas (1)

Cinsiyet (2)

Cinsel yonelim (3)

Mliski durumu (4)

Dogum giinii (5)

Aile bireyleri (6)

Dini inang (7)

Siyasi goriis (8)

Yasadigim sehir (9)

Etnik kimlik (10)

Isyeri/ okul bilgisi (11)

O

Profesyonel beceriler (12)

Fiziksel goriiniim (Ac¢ik anlasilir profil fotografi vb.) (13)
Film/miizik/kitap vb. begeniler (14)

Felsefi goriis (15)

Tletisim bilgileri (cep telefonu/ email adresi vb.) (16)
Bildigim diller (17)

Sevdigim sozler (18)

Seyahat edilen yerler (19)

Uye oldugum gruplar (20)

Marka/iiriin begenilerim (21)

Medeni durum (22)

Egitim durumu (23)

Spor takimlar1 (24)

Onemli yasam olaylar1 (evlilik, dogum vb.) (25)

Ad Soyad (26)

Hicbiri (27)

oododododododoU0D ODO0OO0ODODO0OO0OU0DOO
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Q18 Facebook'ta arkadas saymiz kagtir?
0-50 (1)

50-100 (2)

100-250 (3)

250-400 (4)

400-750 (5)

750’den fazla

(O ONONCNONG)

Q23 Facebook profilinizin goriiniirliik derecesi nedir? (Birebir uyan bir secenek yoksa size en yakin
olan1 se¢iniz)

Sadece kendime agik (veri depolama vb. kullanim) (1)

Ozel kisith (Belirli arkadaglarima/aileme agik- Restricted) (2)

Cok nadir durumlar hari¢ ekledigim tiim arkadaglarima acik (3)

Arkadaslarima ve arkadaglarimin arkadaglarina agik (4)

Arkadaglarima ve dahil oldugum aglara agik (Network) (5)

Herkese agik (Public) (6)

00000
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Block 3. Scales for Styles of Facebook Use

1. STYLES OF FACEBOOK USE SCALE

Q19 Asagida Facebook'ta yapabileceginiz bazi aktiviteler listelenmistir. Bunlar1 ortalama ne siklikla
yaptiginizi yan siitunda belirtilen derecelendirmeler arasindan size en uygun olanini igaretleyerek
belirtiniz. (1: Hig, 2: Cok seyrek, 3: Ayda birkag kez, 4: Haftada bir ya da birkag kez, 5: Giinde bir
kez, 6: Giinde bir kereden fazla)

Haber, metin, link vb. paylasimlarda bulunmak (1)

flgi alanlarima gore sayfa begenmek (2)

Diger insanlarin paylagimlarini incelemek/ takip etmek (3)

Diger insanlarin paylagimlarina yorum ve/veya begeni birakmak (4)
Gruplara iiye olmak (5)

Profil diizenlemek (6)

Durum giincellemesi yapmak ("Su anda ne diistiniiyorsunuz/hissediyorsunuz?" alani) (7)
Not paylagsmak (8)

Profil fotografi yiiklemek (9)

Fotograf yiiklemek (10)

Fotograf albiimii olusturmak (11)

Fotograflarima agiklama/yorum yazmak (12)

Video yiiklemek (13)

Goriintiilii sohbet etmek (14)

Sohbet (Chat) etmek (15)

Mesajlagmak (16)

Gruplarda paylagim yapmak (17)

Gruplarda yorum/begeni birakmak (18)

Begendigim sayfalarin yayinlarina yorum/begeni birakmak (19)
Haber kaynagimi taramak (20)

Bulundugum yeri/mekani paylasmak (check-in) (21)

Diger sosyal medya hesaplarimdan paylagimlarimi aktarmak (instagram, twitter vb.) (22)

"Su an ne izliyorsunuz/okuyorsunuz/yiyorsunuz" vb. segenekler sunan durum giincellemesi mentisiinii
kullanmak (23)

Oyun oynamak (24)

Oynadigim oyunlarla ilgili paylasimlar yapmak (25)

Diger insanlarin paylasimlarini paylasmak (26)

Diger insanlarin paylasimlarina yorum/begeni birakmak (27)
Gruplarda paylasilanlar takip etmek (28)

Begendigim sayfalardaki paylagimlari/hareketleri takip etmek (29)
Etkinlikleri takip etmek (30)

Etkinliklere katilim durumu bildirmek (31)

Diger insanlarin fotograflara yorum yapmak/ begenmek (32)
Arka plan (cover) fotografi yiiklemek (33)

Grup/sayfa kurmak/y6onetmek (34)

Etkinlik yaratmak/davet etmek (35)
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Yeni arkadaglar aramak/eklemek (36)

Dosya gondermek/almak (37)

Diger insanlarin profillerine bakmak/incelemek (38)

Diger insanlarin fotograflarina bakmak/incelemek (39)

Profilime film/miizik/kitap/spor vb. begeniler eklemek (40)
'Hakkimda' (About me) boliimiinii doldurmak (41)

Mesaj grubu olusturmak ya da mesaj grubunda aktif mesajlagmak (42)
Marka/iiriin begenmek (43)
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2. VISUAL CONTENT SHARED ON FACEBOOK

Q20 Asagida Facebook'ta paylasilan bazi fotograf ve video igerikleri belirtilmistir. Kendi profilinizde
hangisine ne siklikla yer verdiginizi 1’den 6'ya kadar olan se¢enekler iizerinden belirtiniz. 1 (Hig) --- 2
--- 3 --- 4 --- 5 --- 6 (Oldukga sik)

Aile ve arkadaglar (1)

Kendim (Selfie vb.) (2)

Romantik partner (Es, sevgili) (3)

Kendi ¢ektigim Marka/ iiriin fotograflar1 (moda, araba, igecek, mekan vb.) (4)
Begendigim marka/iiriin fotograflari (moda, araba, igecek, mekan vb.) (5)

Profesyonel/ 6grencilik yasamima ait fotograflar/videolar (6diiller, sertifikalar, konferans, not
cizelgesi, boarding pass vb.) (6)

Kendi yaptigim spor fotograflari/videolar: (7)

Begendigim spor fotograflari/videolar: (8)

Politik aktivitelerime dair fotograflarim (9)

Begendigim politik fotograflar (10)

Uzmanligima/ ilgi alanlarima dair bilgi paylastigim fotograf/videolar (11)
Seyahat fotograflarim/videolarim (12)

Begendigim seyahat fotograflari/videolar1 (13)

Kendi yaptigim mizahi géreseller (caps, komik fotograflar/videolar vb.) (14)
Begendigim mizahi gorseller (caps, komik fotograflar/videolar vb.) (15)

Kendi iirettigim sanat/hobi eserleri (¢ektigim fotograflar, yaptigim resim/heykel fotograflari,
enstriiman/vokal videolarim, kisa film, koleksiyonlarim, el igleri vb.) (16)

Begendigim sanat/hobi gorselleri (fotograflar, resim/heykel gorselleri, miizik, film vb.) (17)
Parti/ eglence fotograflari (18)

Onemli giinlere ait fotograflar/videolar (mezuniyet, diigiin, nisan vb.) (19)

Evcil hayvanim (20)

Genel duyuruw/haber fotograflari (kan bagisi, kayip, evcil hayvan sahiplenme,
dayanigsma/yardimlagma) (21)

Onem verdigim etkinlikler/ olaylar (22)
Diger (23)
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3. SELF PRESENTATIONAL BEHAVIORS ON
FACEBOOK

Q21 Asagida Faceboook kullanimina dair bazi ifadeler verilmistir. Liitfen her birinin size ne kadar

uydugunu belirtiniz: (l: Bana hig¢ bir zaman uymuyor, 2: Bana uymuyor, 3: Kararsizim, 4: Bana uyuyor, 5: Bana her
zaman uyuyor

Profil fotografimi 6zenle segerim. (1)

Durum giincellemesi yazarken aceleye getirmem. (2)

Mesajlasirken yazdiklarima dikkat ederim. (3)

Profilime neyi koyup neyi koymayacagima dikkat ederim. (4)

Mesajlasirken kullandigim dile dikkat ederim. (5)

Bazen iizerine hi¢ diislinmeden paylasim yaparim. (6)

Gecgmiste paylagip sonra pisman oldugum 6geleri silerim. (7)

Bir paylagim yaparken kullandigim gorsel ya da sozel dile dikkat ederim. (8)
Cok diistliniip tartmadan yorum yazdigim olur. (9)

Yayinlayacagim fotograflari elimdekiler arasindan dikkatle segerim. (10)
Profilimi diizenlerken disaridan nasil goriinecegini dikkate alarak plan yaparim. (11)
Bir durum ya da agiklama yazarken kurdugum citimlelere dikkat ederim. (12)
Bir seyi paylasip paylasmamaya karar verirken etraflica diistiniiriim. (13)

Gorlinmesini istemedigim etiketler/fotograflar/yazilar olursa onlari tespit eder ve ¢ikaririm.
(14)

Profilimi bilingli bir sekilde, isteklerim dogrultusunda diizenlerim. (15)

Block 4. Scales for Uses and Gratifications of Facebook
1. GENERAL USES AND GRATIFICATIONS OF FACEBOOK

Q22 Asagida Faceboook kullanma sebeplerine dair bazi ifadeler verilmistir. Liitfen her birinin size ne
kadar uydugunu belirtiniz: 1: Kesinlikle katilmiyorum, 2: Katilmiyorum, 3: Kararsizim, 4:
Katiliyorum, 5: Kesinlikle katiliyorum

Facebook kullaniyorum ¢iinki;

Halihazirdaki arkadasliklarimu siirdiirmeme katkist oluyor (1)
Yeni arkadaglar bulmamu sagliyor. (2)

Gegmisten insanlarla iletisim kurmamu sagliyor. (3)

Ilgilendigim insanlarla ilgili bilgi sagliyor. (4)

Iletisim ve paylasim kolaylig1 saglyor. (5)

llgilendigim insanlarla ilgili fikir edinmeme yardimei oluyor. (6)
Yeni tanistigim insanlarla iliskimi gelistirmeme yardime1 oluyor. (7)
Gilindemi kolayca takip edebilmemi sagliyor. (8)

Ilgilendigim konularda bilgi sagliyor. (9)

Etkinliklerden haberdar olmami sagliyor. (10)

Giinliik hayattan uzaklasabiliyorum. (11)

Beni oyaliyor (12)

Giizel vakit gecirmemi sagliyor. (13)
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2. SELF-FOCUSED GRATIFICATIONS OF FACEBOOK

Q26 Asagida Facebook kullanma ve tercih etme sebeplerine dair bazi ifadeler verilmistir. Bu

ifadelere ne derece katildiginizi 1 -5 arasinda degisen rakamlardan size en uygun olani segerek

belirtiniz (1:Kesinlikle katilmiyorum, 5:Kesinlikle katiliyorum). Her bir ifadenin Facebook'u
kullanmanizdaki ve tercih etmenizdeki roliinii degerlendirdiginizi soru boyunca goz dniinde
bulundurunuz.

Facebook kullaniyorum ¢iinkii;

Facebook’ta fotograflarimin begenilmesi/yorum almasi kendimi degerli hissettiriyor. (1)
Facebook’un kim oldugumu anlatmama yardime1 olan 6zellikleri var. (2)

Belli bir amaca ulagmak i¢in, Facebook’ta kendimle ilgili arzuladigim izlenimi yaratabilirim. (3)
Facebook’ta insanlar arasinda etkili biri oldugumu hissedebiliyorum. (4)

Ilgilenen bir kisi Facebook'taki paylasim, begeni ve yorumlarimdan yola ¢ikarak nasil biri oldugumu
anlayabilir. (5)

Facebook'ta gercekte oldugumdan ziyade olmayi istedigim gibi biri olabiliyorum. (6)

Facebook'ta sportif/ fiziksel/ entelektiiel anlamda arkadaglarima kiyasla daha iistiin oldugumu
gorebiliyorum. (7)

Facebook'ta ne kadar giizel/yakisikli/basarili/yetenekli oldugumu gostermek hosuma gidiyor. (8)

Facebook'ta kendime dair bilgiler verebilmek (tuttugum takim, iiyesi oldugum topluluklar, aglar,
kuliipler, okulum, arkadaglarim, ailem) bana gururlu hissettiriyor. (9)

Facebook'ta ilgi odagi olmak hogsuma gidiyor. (10)

Facebook’ta kisisel tarzimi yansitabiliyorum. (11)

Facebook idealde olmak istedigim gibi biri olmama yardim ediyor. (12)
Facebook profilime bakinca kendi hakkimda iyi hissediyorum. (13)
Facebook'ta duygularim ifade edebiliyorum. (14)

Facebook’ta 6nemli biri oldugumu hissedebiliyorum. (15)

Facebook’ta idealde sahip olmak istedigim &zellikleri sergileyebiliyorum. (16)

Facebook’ta yaptigim paylasimlar pek ¢ok insandan iistiin yonlerim (kisiligim/zevklerim/entelektiiel
birikimim/sanatsal ya da sportif yeteneklerim/fiziksel goriintiim/espri anlayisim/maddi varligim)
oldugunu gosterebiliyor. (17)

Facebook’ta kendimi nasil istersem o sekilde sunabiliyorum. (18)

Facebook'ta insanlar arasinda ne kadar etkili ve lider bir kisi oldugumu gorebiliyorum. (19)
Facebook profilimi gdzden gegirip kendimi degerlendirdigimde iyi hissediyorum. (20)
Facebook’ta paylastiklarimin begenilmesi/yorum almasi kendimi degerli hissettiriyor. (21)
Facebook'ta ilgilenen birine kendimi anlatabilmemi saglayan pek cok &zellik var. (22)

Facebook'ta 6nem verdigim birine/birilerine yonelik (6rn. potansiyel sevgili yada potansiyel isveren),
onlarin beni gérmesini istedigim gibi bir profil yaratabilirim. (23)

Facebook ¢ok giizel/ yakisikli/basarili/yetenekli/zeki/esprili oldugumu vurgulamama izin veriyor. (24)
Facebook’ta olmak istedigim ideal kisi gibi davranabiliyorum. (25)
Facebook fikirlerimi istedigim 6l¢iide yansitabilmemi sagliyor. (26)

Facebook'ta insanlar iizerinde belli bir etki birakmak istedigimde bunu tam olarak basarabiliyorum.
(@7)

Facebook hesabimla kendimi rahatca ifade edebiliyorum. (28)
Facebook’ta kendi hakkimda iyi hissettirecek seyler paylasabiliyorum. (29)
Facebook’ta idealdeki benligime yaklagabiliyorum. (30)
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Facebook sayesinde gerektiginde istedigim 6zelliklerimi 6n plana ¢ikarabiliyorum. (31)
Facebook’ta fotograflarimin begenilmesi kendimi giizel/yakisikli hissettiriyor. (32)
Facebook profilimi diizenlemek iyi yonlerimi hatirlatarak bana kendimi iyi hissettiriyor. (33)

Facebook'ta diger insanlardan daha baskin ve giiglii bir karakterim oldugunu hissetmek hosuma
gidiyor. (34)

Facebook'ta kisiligimi yansitabiliyorum. (35)

Facebook iyi/basarili oldugum yo6nlerimi hatirlatarak/gostererek bana kendimi iyi hissettiriyor. (36)
Facebook’ta idealde olmak istedigim gibi goériiniiyorum. (37)

Facebook ne kadar harika ve 6zel biri oldugumu hatirlatiyor. (38)

Gerek duyarsam Facebook sayesinde bilinmesini istemedigim yonlerimi saklayabiliyorum. (39)
Facebook’ta yorumlarimin begenilmesi kendimi iyi hissettiriyor. (40)

Facebook'ta mizahi anlayisimi/yaraticiligimi/bakis agimi yansitabiliyorum. (41)

Facebook'ta olmay1 arzuladigim halime yaklasabiliyorum. (42)

Facebook'ta sportif/ fiziksel/ entelektiiel anlamda arkadaslarima kiyasla daha iistiin oldugumu
gosterebiliyorum. (43)

Facebook insanlar iizerinde nasil bir izlenim birakacagimi istedigim sekilde yonetmeme izin veriyor.
(44)

Facebook’ta yaptigim paylasimlar iistiinliigiiyle beni diger insanlardan ayirabiliyor. (45)
Facebook'ta nasil biri oldugumu anlatabiliyorum. (46)

Facebook’ta kim olduguma dair ipuglar1 verebiliyorum. (47)

Facebook’ta begenilmek kendimi 6nemli/saygin hissettiriyor. (48)

Facebook’taki davraniglarimla (paylagimlarim, begenilerim, yorumlarim vb.) diger insanlardan ¢ok
farkli ve 6zel bir sekilde ayrigtigimi hissedebiliyorum. (49)

Facebook benligimi idealize ettigim sekilde sunmama olanak sagliyor. (50)
Facebook, kendimle ilgili kotii hissettirecek seyleri saklamama izin veriyor. (51)

Facebook'ta pek ¢ok insana kiyasla iistiin sayilabilecek yonlerimi (viicudum, yeteneklerim vb.)
gostermek hosuma gidiyor. (52)

Facebook’ta kendimle ilgili begendigim durumlari/bilgileri paylagsmak hosuma gidiyor. (53)
Facebook’ta begenilmek hosuma gidiyor. (54)

Facebook profilim kendimle ilgili iyi hissettiriyor. (55)

FB'da hayatimin bir ¢ok insana gore ¢ok daha giizel oldugunu gorebiliyorum. (56)
Facebook'ta yarattigim etki hosuma gidiyor. (57)

Facebook'ta idealde olmak istedigim gibi daha .... (giizel/yakisikli/entellektiiel/duyarli/sicakkanli/az
kaygil1 vb.) olabiliyorum. (58)

Facebook yogun ilgi gormeme olanak taniyor. (59)

Facebook'ta ne kadar giizel/yakisikli/basarili/yetenekli oldugumu gérmek hosuma gidiyor. (60)
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Block 5. Scales for Facebook Attitudes
1. ATTITUDES TOWARDS FACEBOOK

Q24 Asagidaki ifadelere ne derece katildiginiz1 yaninda yer alan segeneklerden size en uygun olanini
secerek belirtiniz. (1: Kesinlikle katilmiyorum, 2: Katilmiyorum, 3: Kararsizim, 4: Katiliyorum, 5:
Kesinlikle katiliyorum)

Facebook benim giinliik etkinliklerimin bir pargasidir. (1)

Insanlara Facebook’ta oldugumu sdylemekten gurur duyuyorum. (2)
Giinliik programimun bir kismint Facebook’a ayirdim. (3)

Facebook’a bir siire baglanmazsam kendimi soyutlanmis hissediyorum. (4)
Kendimi Facebook toplulugunun bir pargasi gibi hissediyorum. (5)

Eger Facebook kapansaydi ¢ok {iziiliirdiim. (6)

Facebook onemli bir iletisim alanidir. (7)

Facebook'un hayatimizdaki yeri yadsinamaz. (8)

Facebook'un insanlararasi iletisimdeki rolii 6nemlidir. (9)

Block 6. Scales for Measuring Individual Differences
1. NARCISSISTIC PERSONALITY SCALE

Asagida 17 madde boyunca ikili secenekler verilmistir. Her birinde size en uygun olan
bir segenegi isaretlemeniz gerekmektedir.

1.
1nsanlar bana iltifat ettiklerinde bazen utanirim. (1)
Iyi biri oldugumu biliyorum, ¢iinkii herkes boyle soyliiyor. (2)
2.
1 Kalabalik i¢inde, herkesten biri olmayi tercih ederim. (1)
Ilgi merkezi olmay1 severim. (2)
3.
Pek ¢ok insandan ne daha iyi ne de daha kotiytm. (1)
Ozel biri oldugumu diisiiniiyorum. (2)
4.
Insanlar iizerinde otorite kurmaktan hoslanirim. (1)
1 Emirlere uymaktan rahatsiz olmam. (2)
5.
- Insanlar kolayca manipiile ederim. (1)
7 Insanlar1 manipiile ettigimi fark ettigimde rahatsiz olurum. (2)
6.

Layik oldugum saygiy1 elde etme konusunda 1srarciyimdr. (1)
Hak ettigim saygiy1 genellikle goriiriim. (2)
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3.

Gosteris yapmaktan ka¢inirim. (1)
Genellikle firsat buldugumda gosteris yaparim. (2)

Her zaman ne yaptigimin bilincindeyimdir. (1)
Bazen ne yaptigimdan emin olamiyorum. (2)

Bazen iyi hikaye anlatirim. (1)
Herkes hikayelerimi dinlemekten hoslanir. (2)

Insanlardan ¢ok sey beklerim. (1)
Baskalar i¢in bir seyler yapmaktan hoglanirim. (2)

Tlgi merkezi olmak ¢ok hosuma gider. (1)
Ilgi merkezi olmak beni rahatsiz eder. (2)

Otorite olmanin benim i¢in pek bir anlam1 yoktur. (1)
Insanlar daima otoritemi kabul ediyor goriiniirler. (2)

Biiyiik bir insan olacagim. (1)
Basarili olacagimi umudediyorum. (2)

1nsanlar1 istedigim her seye inandirabilirim. (1)
Insanlar sdylediklerimin bazilarina inanir. (2)

Diger insanlardan daha becerikliyim. (1)
Diger insanlardan 6grenebilecegim ¢ok sey var. (2)

Herkes gibi biriyim. (1)
Siradig1 biriyim. (2)
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2. ROSENBERG SELF ESTEEM SCALE

Asagidaki maddeler, kendiniz hakkinda ne diisiindiigiiniize ve genel olarak nasil
hissettiginize iliskin olarak hazirlanmistir. Liitfen her bir maddeyi dikkatlice
okuduktan sonra kendiniz hakkinda nasil hissettiginizi size en uygun se¢enegi
isaretleyerek belirtiniz.

1- Kesinlikle Katilmiyorum 2- Pek katilmiyorum 3- Kararsizim
4- Biraz katiliyorum 5- Kesinlikle katiliyorum

Kendimi en az diger insanlar kadar degerli buluyorum. (1)

Bazi olumlu 6zelliklerim oldugunu diisiiniiyorum. (2)

Genelde kendimi basarisiz bir kisi olarak gérme egilimindeyim. (3)

Ben de diger insanlarin birgogunun yapabildigi kadar bir seyler yapabilirim. (4)
Kendimde gurur duyacak fazla bir sey bulamiyorum. (5)

Kendime karst olumlu bir tutum igindeyim. (6)

Genel olarak kendimden memnunum. (7)

Kendime kars1 daha fazla saygi duyabilmeyi isterdim. (8)

Bazen kesinlikle kendimin bir ise yaramadigini diisiiniiyorum. (9)

Bazen kendimin hi¢ de yeterli bir insan olmadigini diisiintiyorum. (10)

3. THE SELVES QUESTIONNAIRE
Bu boliimde ayni 6zellikler i¢in {i¢ ayr1 degerlendirme yapmaniz
istenmektedir. Oncelikle, asagida solda verilen bosluklara,
benliginizi/kisiliginizi tanimlayan ve hayatinizda 6nemli yer tutan yedi ayr1
ozelligi alt alta yaziniz (6rn. giizel/yakisikli, zeki, esprili, ahlakli, yaratici,
atletik, yardimsever, tembel, gii¢siiz vb.).

Daha sonra listelediginiz 6zelliklerin her birine su an ne derece sahip oldugunuzu
(mevcut benliginiz), idealde ne derece sahip olmak istediginizi (ideal benliginiz) ve
sanal ortamda ne derece yansittiginizi (sanal benliginiz) 1(Hi¢)- 2 (Cok az) -
3(Kararsizim)- 4 (Biraz)- 5 (Cok) arasi seceneklerden size en uygun olani
isaretleyerek belirtiniz.

Onemli not: Her 6zellik i¢in ii¢c degerlendirmenin de yapilmasi ¢aligmanin
stirdiirlmesi i¢in gereklidir. Liitfen bos birakmayiniz.

Not 2: Liitfen 6l¢egi doldurmaya baslamadan 6nce asagida verilen detayli tanimlari
dikkatle okuyunuz:

Mevcut benliginiz, su anda gercekten sahip oldugunuzu diislindiigiiniiz
ozelliklerinize/niteliklerinize tekabiil eder. Bunlar olumlu 6zellikler olabilecegi gibi,
olumlu olmayan 6zellikler de olabilir.

Ideal benliginiz, aslinda olmak istediginiz kisiye tekabiil eder. Idealde sahip olmak
istediginiz 6zelliklerinizi/niteliklerinizi igerir. Bu 6zelliklere su anda, gercekte sahip
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olmaniz gerekmez. Ideal benliginiz, olmay1 dilediginiz, istediginiz ya da umdugunuz

kisiyi anlatir.

Sanal benliginiz, internet {izerinde sizi temsil eden bir aragta (Facebook)

yansittiginizi diisiindiigiiniiz 6zellikleri ve nitelikleri igerir.

Mevcut benliginiz:

Su an (gercekte), yanda
belirttiginiz 6zellige/ nitelige
ne derece sahip oldugunuzu

distniyorsunuz?

ALl 3
0

Hic Az Ora Cok

cok

Block 7. Participant Information

£ S 2B
Oldukca Hig

Ideal benliginiz:
idealde yanda belirttiginiz
ozellige/ nitelige ne derece

sahip olmak isterdiniz?

2- -3~ -4

-5-
Ora Cok Oldukca

cok

Sanal bir aracta (Facebook)
yanda belirttiginiz 6zelligi/
niteligi ne derece yansithiginizi

disunuyorsunuz?
5-
1o i gl g ,
Hic Az Orta Cok Oldukea

cok

Q34 Ogrenci numaraniz (Ders kapsaminda bonus alabilmeniz icin gereklidir) (6grenci
degilseniz/bonus almiyorsaniz sadece bir harf yaziniz)

Q35 Anketi hangi ders kapsaminda aliyorsunuz? (Ogretim gorevlisi/dersin adi/kodu) (Ders

kapsaminda bonus alabilmeniz i¢in bu béliimii doldurmamz gereklidir. Ogrenci
degilseniz/bonus almiyorsaniz yalnizca bir harf yaziniz)

Q36 E-posta adresiniz (3 hafta sonra yalnizca 3 dk siirecek kisa bir ankete davet

edileceksiniz. Caligmanin tamamlanmasi i¢in bu ikinci ankete de katilmaniz gerekmektedir.

E-posta adresiniz yalnizca bu davet i¢in kulanilacak ve kesinlikle yanitlarinizla

eslestirilmeyecektir.)
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APPENDIX E

ENGLISH TRANSLATIONS OF ITEMS-1

Table 7. 6 factors of Frequencies of Different Styles of FB Use

Loadings
Factor 1 (eigen value= 10.43, explained variance=28.97%, Cronbach’s alpha= .89 )
Information seeking/exchange & interaction
Leaving likes/comments for posts of “Liked Pages” 74
Leaving likes/comments for posts of “Groups” 12
Leaving likes/comments for posts of other people 71
Following posts of “Groups” .68
Following posts and activities in “Liked Pages” .66
Leaving comments/likes for other people’s photos .64
Following posts of other people .56
Liking pages based on my interests .54
Joining groups .53
Screening “News Feed” 47
Factor 2(eigen value= 3.5, explained variance=9.72%, Cronbach’s alpha= .87 )
Self-focused activity
Uploading photos .79
Uploading profile picture 74
Leaving captions/comments for my photos 71
Sharing places I visit (check-in) .65
Updating status (“What are you thinking” line) .62
Uploading cover photos .62
Managing profile .61
Sharing my posts from other accounts (e.g. Instagram, twitter) .60
Creating photo albums .58
Sharing notes .53
Factor 3(eigen value= 1.83, explained variance=5.1%, Cronbach’s alpha= .77 )
Group/community/organization
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Creating events/ Sending event invites

.73

Creating/ Managing “Groups”/”Pages” 71
Posting status of participation for events/ event invites .54
Following events .50
Sharing posts in groups 41
Factor 4(eigen value= 1.72, explained variance=4.78%, Cronbach’s alpha= .76 )

Messaging/ Communication

Chatting .78
Messaging 77
Sending/receiving files .57
Creating message groups /messaging in message groups .56
Video-chat A7
Factor 5(eigen value= 1.44, explained variance=4.00%, Cronbach’s alpha= .93 )
Voyeuristic activity

Viewing other people’s photos .78
Viewing other people’s profiles .76
Factor 6(eigen value= 1.34, explained variance=3.74%, Cronbach’s alpha=.73 )

Gaming

Sharing posts about games 75
Playing games 71
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APPENDIX F

ENGLISH TRANSLATION OF ITEMS-2

Table 8. 5 Factors of Self-focused Gratifications on Facebook

Loadings
Factor 1 (eigen value= 20.18, explained variance=%, Cronbach’s alpha= .95 )
Self aggrandizement (10 items)
1 USE FB BECAUSE... ;
On Facebook, | can see | am superior in sports/physical appearance/intellectual manner as .80
compared to my friends. (7)
I can stand out among other people on Facebook by the superiority of my posts. (45) 73
My posts on Facebook allow me to show my superior characteristics (my AN
personality/likes/intellectual manner/ artistic or sportive abilities/physical appearance/sense
of humor/socio-economic status). (17)
I like to feel the dominance and strength of my character on Facebook. (34) .70
Facebook reminds me how special and awesome | am. (38) .70
With my behaviors on Facebook, I can feel that | am distinguished in a special way. (49) .66
I like showing my superior aspects (my body, talents, etc.) on Facebook. (52) .64
On Facebook, I can show | am superior in sports/physical appearance/intellectual manner as .62
compared to my friends. (43)
On Facebook, I can see how influential and leading | am. (19) .60
I like to show how beautiful/handsome/talented | am. (8) .57
Factor 2 (eigen value=2.95, explained variance=6.6%, Cronbach’s alpha= .95 )
Self enhancement (9 items)
I like being liked on Facebook. (54) .79
| feel that | am worthy when | get likes/comments for my posts on Facebook. (21) .78
| feel good about myself when my comments are liked. (40) .76
| feel that | am worthy when | get likes/comments for my photos on Facebook. (1) 75
| feel beautiful/handsome when my photos are liked on Facebook. (32) 75
Being liked on Facebook makes me feel important/esteemed. (48) 73
My Facebook profile makes me feel good about myself. (55) .56
I like sharing statuses/information that | like about myself. (53) 51
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Facebook makes me feel good by reminding me of my good/successful sides. (36)

45

Factor 3 (eigen value=2.23 , explained variance=4.79%, Cronbach’s alpha=.92 )

Self expression (8 items)

I can reflect my personality on Facebook. (35) .80
On Facebook, I can tell what kind of a person | am. (46) .76
I can easily express myself with my Facbook account. (28) 74
On Facebook, I can give clues about who | am. (47) .67
Facebook allows me to reflect my opinions as much as | like. (26) .66
On Facebook, I can express my emotions easily. (14) .63
On facebook, | can reflect my personal style. (11) .60
On FB, there are a lot of functions allowing me to express myself to anyone interested. (22) .60
Factor 4 (eigen value=1.57 , explained variance=3.04%, Cronbach’s alpha= .94 )

Performing ideal self (8 items)

Facebook'ta gercekte oldugumdan ziyade olmay1 istedigim gibi biri olabiliyorum. (6) .59
Facebook idealde olmak istedigim gibi biri olmama yardim ediyor. (12) .63
Facebook’ta idealde sahip olmak istedigim 6zellikleri sergileyebiliyorum. (16) .64
Facebook’ta olmak istedigim ideal kisi gibi davranabiliyorum. (25) .68
Facebook’ta idealdeki benligime yaklasabiliyorum. (30) .67
Facebook’ta idealde olmak istedigim gibi gdriiniiyorum. (37) .60
Facebook'ta olmay1 arzuladigim halime yaklasabiliyorum. (42) .65
Facebook benligimi idealize ettigim sekilde sunmama olanak sagliyor. (50) .54
Factor 5(eigen value= 1.04, explained variance=1.73%, Cronbach’s alpha= .85 )
Self-presentation/ Impression management (4 items)

Facebook’ta kendimi nasil istersem o sekilde sunabiliyorum. (18) .32
Facebook'ta 6nem verdigim birine/birilerine yonelik (6rn. potansiyel sevgili yada potansiyel 44
igveren), onlarin beni gérmesini istedigim gibi bir profil yaratabilirim. (23)

Gerek duyarsam Facebook sayesinde bilinmesini istemedigim yonlerimi saklayabiliyorum. .60
(39)

Facebook, kendimle ilgili kotii hissettirecek seyleri saklamama izin veriyor. (51) .65
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APPENDIX G

TURKISH SUMMARY

1. GIRIS

1.1 Yeni medya tiirii olarak Facebook

Iletisim teknolojilerinde yasanan &nemli gelismeler beraberinde yeni medya
platformlar1 ve onlara bagli yeni deneyimler ve sonuglar da getirmistir. Bu yeni
medya araclarindan bir tanesi de, 1 milyardan fazla aylik aktif kullanicisiyla en
onemli sosyal ag sitelerinden biri sayilan Facebook’tur (Facebook, 2015). Bu
platform kullanicilarina hem kitle iletisimi, hem sosyal ag§ kurma, hem kullanici
icerigi yaymi hem de insanlar arasi iletisim ve mesajlasma olanagini bir arada
sunmaktadir. Facebook, besbine yakin calisan1 olan, market degeri yiiksek ve
hisselerin halka ac¢ilmis ve kurumsallagmis ticari bir yapidir. Kullanicilarin sayisi, bu
medya aracinda gecirilen zaman ve paylasilan bilginin miktar1 diistiniildiigiinde
hayatimizdaki yeri ve 6nemi daha da anlasilmaktadir. Tiim bu 6zelliklerinden dolay,
neredeyse kuruldugu yillardan bu yana arastirmacilar da Facebook’u glindemlerine
almiglardir. Aracili iletisim ve yeni bir sanal mecra deneyimi olarak, sosyal
psikolojik acidan da incelemeye deger bir konudur.

Cutler (1995) sanal mecranin, etkilesim esnasinda kiiltiir yaratilan ve bilgi
aligverisi esnasinda bireysel bir varlik deneyimleten 6zelliklerinden bahseder. Yani,
sanal mecrada iletisim siirecinde insan kendini, benligini de deneyimler ve icra eder.
Catchart ve Gumpert de (1986) Mead’in iletisim-benlik kavrami iligkisinden
bahsederek, iletisim araclarinin bunu yogunlastirdigini ve benligi deneyimlemeyi
daha da gili¢lendirdigini sOylerler. Facebook ve benzeri yeni medya araclari da bu
acidan incelenmek i¢in zengin mecralardir. Simdiki calisma, sosyal psikolojik
yaklagimla sanal mecradaki benlik deneyimini Kullanim ve Doyum Kurami (Katz,

Blumler & Gurevitch, 1973) ¢ergevesinde arastirmayi1 hedeflemektedir. Bunun i¢in
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iki asamal1 bir yontem belirlenmistir. Ik ¢alisma nitel bir yaklasimla benlik-odakli
kullanim ve doyumlar1 belirlemek {izere tasarlanmis olup, ikinci ¢aligma ise nicel
yontemlerle bu kullaniom ve doyumlar1 aragtirabilmek i¢in Olglim araglar
gelistirilmesi ve bu araclar ile daha genis bir 6rneklemde bu kullanim ve doyumlarin

ortaya konmast hedeflenmistir.

1.2 Kullanim ve Doyum Kurami

1960’larda medya arastirmalart etki caligsmalari ile sinirli kalmisken, bir grup
arastirmaci bireyle ilgili siireclere dikkat edilmesi ihtiyacini 6n plana ¢ikararak boyle
bir yaklasimin baslamasina dnayak oldular (Blumler, 1979). Bu yaklasima gore birey
medya karsisinda pasif bir alici olarak degil, hangi araci neden sectigini bilen ve
amaca gore hareket eden aktif bir kullanic1 olarak goriiliir. Bu sebeple, bu kuram
cergevesinde yapilan arastirmalar kullanict  segimleriyle, medya kullanma
bicimleriyle ve medya kullanimimin sosyal, psikolojik, motivasyonel sebepleriyle
ilgilenir (Katz, Blumler, & Gurevitch, 1973).

Internetin ortaya ¢ikist ve hizla yayilmasi ile kullanim ve doyum yaklasimi bu
mecraya da uygulanmistir. Ruggiero’nun (2000) da sdyledigi gibi, yeni medyanin
sosyal ve kiiltiirel etkilerini anlayabilmemiz i¢in insanlarin bu mecrayi nasil ve neden
kullandigin1 bilmek bir gerekliliktir. Bu baglamda, internetin ve internetin sagladig
diger medya araglar1 ¢cokca arastirmaya konu olmustur (Sundar & Limperos, 2013).
Kullanim ve Doyum kurami ile yola ¢ikan arastirmacilar, yeni medya mecralarinin
ne tir ihtiyacglart karsiladigini, ne tiir tatminler sagladigin1 ve bunlarla iliskili
kullanim bigimlerini ortaya koymaya calisir. Facebook’la ilgili de bu cergevede
yapilmis ¢okca arastirma vardir. Bu arastirmalarin tutarli olarak ortaya koydugu
baslica doyum alanlar1 iletisim, insanlararasi iligki kurma-gelistirme, bilgi arama-
paylasma olarak 6zetlenebilir. (6rn. Cheung, Chiu & Lee, 2011; Dunne, Lawlor, &
Rowley, 2010; Joinson, 2008; Kim, Kim & Nam, 2010; Papachariss & Mendelson,
2010; Quan-Haase & Young, 2010, Raacke-Bonds-Raacke, 2008; Urista, Dong &

Day, 2009). Bunlarin yaninda, bazi arastirmalar benlikle alakali tatminlerden de
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bahsetmistir (6rn. Lee, Lee & Kwon, 2011; Pagani, Hofacker & Goldsmith, 2011,
Raacke & Bonds-Raacke, 2008; Shao, 2009). Ancak tutarli bulgulardan ya da
benlikle alakali ihtiyag ve tatminlerin kavramsallastirilmasinda bir ortakliktan
bahsetmek zordur. Yazindaki bu eksikligi de goz oniinde bulundurarak, bu ¢alismada
benlik odakli ihtiyag ve doyumlarin belirlenmesi ve kullanimla ilgisinin ortaya

c¢ikarilmasi hedeflenmistir.

1.3 Sanal deneyimde benlik

Nie ve Sundar’in (2013) da belirttigi gibi, ¢evirimdisi hayatin ¢evirimigi
davraniglart ve deneyimleri etkiledigi kadar, cevirimi¢i hayatin da ¢evirimdisi
davraniglarimiz, diisiincelerimiz ve deneyimlerimizdeki etkisi yadsinamaz. Bu
baglamda, pek cok arastirmaci cevirimi¢i benligimizin c¢evirimdist benligimizi
sekillendirebilecegini ve hatta iyilik halimizi etkileyebilecegini gdstermistir (Srn.
Gonzales & Hancock, 2008; 2011; Nie & Sundar, 2013; Turkle, 1999). Kullanim ve
Doyum Kurami bireysel farkliliklar, ihtiyaclar, tatminler ve farkli kullanim bigimleri
ile ilgili biitlinsel bir bilgi sagladig i¢in ve bahsedilen ¢evirimic¢i benlik deneyiminin
onemini temel alirsak, kullanim ve doyum kurami ¢ergevesinde benlik degiskenleri
odakli bir aragtirma literatiirde ©nemli bir boslugu dolduracaktir. Yukarida
bahsedildigi gibi, benlik odakli ihtiya¢ ve doyumlarla ilgili kavramsal tutarsizliklar
gidermek adina, literatiirdeki bulgularin isaret ettigi olasi1 benlik ihtiyaglarini sosyal
psikolojik bir yaklasimla ayristirmak bu arastirmanin temel amaglarindan bir

tanesidir. Devam eden boliimde, dncelikle bu ayristirma sunulacaktir.

1.4 Benlik odaklar: kullanim ve doyumlarin kavramsallagtirilmasi

Sosyal psikolojik bir yaklagimla, benlik kavrami pek ¢ok sekilde ele alinabilir
(Bkz. Leary & Tangney, 2011).Oregin bazi arastirmacilar benligin icerigi ile
ilgilenirken (6z-bilgi, 6z-kavram, 6z-farklilik gibi), baz1 arastirmacilar da benligin
degerlendirilmesiyle ilgilenmistir (6rn. Oz-sayg1, 6z-yiikseltme). Benligin faaliyete

geciren, icraat yoniiyle ilgilenen arastirmaclar oldugu gibi (6rn. Oz-karar, 6z-
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diizenleme), motivasyonel ya da duygusal yanlari ile ilgilenenler de olmustur (dehset
yonetimi kurami gibi). Bunlarin yaninda, 6nemli bir kisim arastirmaci da benligi
sosyal yoniiyle ele almustir (kiiltiirel benlik modelleri, sosyal kimlik, benlik
sunumu/izlenim yonetimi gibi).

Kullanim ve doyum kurami ¢ergevesinde diisiinecek olursak, bu sosyal psikolojik
benlik degiskenlerinin birgogunun yeni medya kullanimi ile iliskili olacagi
sOylenebilir. Nitekim simdiye kadar bu yonde yapilmis arastirmalar da olmustur.
Asagida derlenecegi gibi, bu arastirmalarin bulgular1 benlik odakli doyumlarin ve

kullanimlarin kavramsal ayrigtirmasi hakkinda olduk¢a yardimer olmaktadir.

a. Degerlendirme yoniiyle ele alinan benlik degiskenleri
Oz-yiikseltme

Oz yiikseltme, herkesce paylasilan benlik degerlendirme ihtiyaglarindan biri
olarak tanimlanmaktadir (6rn. Heine ve ark., 1999). Buna gore, kisilerin kendisini
olumlu algilama ve olumsuz degerlendirmeden de kaginmaya egilimi vardir. Bunu
basarmak icin de ¢esitli 6z-ylikseltme kaynaklari kullanilir (6rn. Belli boyutlarda
kendini iyi degerlendirmek, sosyal kiyas yapmak, baskalarindan olumlu geri bildirim
almak gibi) (Heine ve ark., 1999; Swann, 1990; Wayment & Taylor, 1995). Ayrica,
insanlarin bu ihtiyagla gesitli benlik sunumu gayretine girdikleri de gosterilmistir
(6rn. Baumesiter, 1982: Dominick, 1999). Facebook’u da igeren sosyal ag siteleri ile
ilgili yapilan bazi arastirmalar da, ¢evirimici alanda 6z-ylikseltmenin kaynaklarinin
varligina dair bulgular sunmuslardir (6rn. Cheung ve ark., 2011; Nie & Sundar,
2013; Stefanone ve ark., 2011). Ornegin, Cheung ve arkadaslar1 (2011), sosyal
aglardaki grup iiyeligi deneyiminin benlik degerini arttirma ile iligkisi oldugunu
gostermislerdir. Stefanone ve arkadaglar1 (2011), bazi benlik-degeri kosullarinin
(akademik basari, fiziksel goriiniis, yetkinlik gibi) sosyal medya kullanimu ile iligkili
oldugunu bulmustur. Hatta benlik-degerini arttirma ihtiyacinin bazen iliskisel
amagclarm oniine gecebildigini belirtmislerdir. internetin ilk yillarinda yapilmis daha
eski bir arastirmada, kisisel web sayfalarinda yapilan benlik-sunumu stratejilerinin

arkasinda diger insanlardan olumlu geri bildirim alma, onaylanma gibi 6z-yiikseltme
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kaynaklarinin oldugu bulunmustur (Dominick, 1999). Deneysel arastirmalarda da
Facebook ya da benzeri sosyal ag sitelerinde katilimcilarin kendi profillerini
incelemesi sonrasinda o6z-saygi degerlendirmelerinde artis gézlemlenmistir (Orn.
Gonzales & Hancock, 2011). Ozetle, bu konuda yapilmis arastirmalara bakarak,

Facebook’un 6z-yiikseltme ihtiyacina karsilik verme potansiyeli oldugu soylenebilir.

b. Sosyal yoniiyle ele alinan benlik degiskenleri

Oz-sunum (Izlenim yonetimi)

Oz-sunum (izlenim ydnetimi olarak da adlandirilmaktadir), gevirimici ya da
cevirimdigt her iletisim baglaminda yasanabilecek 6nemli bir deneyimidir. En kisa
haliyle, kisilerin diger insanlara kendiyle ilgili biraktig1 izlenimi ydnetme olarak
tanimlanabilir (Leary, 1995, s.2). Bilerek ve planli yapildigi gibi bazen farkinda
olmadan da izlenim birakilabilir. Ancak ihtiyag¢ olarak tanimlayabilecegimiz, hedefe
yonelik, planli, odilleri miimkiin oldugunca biiyiitmek ve olumsuz durumlardan
olabildigince kag¢inmak icin yapilan benlik sunumudur (Leary, 1995, s.53).
Dolayisiyla bu g¢alismada, belli bir hedefe/amaca yonelik benlik sunumu(izlenim
yonetimi) motivasyonunun  Facebook’ta  karsilanma potansiyeli  iizerinde
durulmaktadir. Sosyal ag siteleri ile ilgili pek c¢ok calismada, benlik sunumu
davranigsal bir degisken olarak ele alinmis olup, ihtiya¢ ve doyum alma agisindan
tanimlanmamustir. Dolayisiyla bu ¢alismada kullanim ve doyum kurami ¢ercevesinde
ele alinmasi literatiirdeki 6nemli bir boslugu dolduracaktir.

Facebook’un 6z-sunum motivasyonunu tatmin edebilmesiyle ilgili fikir
verebilecek bazi arastirmalar mevcuttur. Ornegin, Karl ve arkadaslar1 (2010),
katilimcilarin  Facebook profillerindeki imajlariyla aktarmayr amagladiklart 6z-
imajlarinin uyumlu oldugunu bulmustur. Baska bir arastirmada (Walther, 2007)
bilgisayar aracili iletisim esnasinda deneklerin farkli hedefler (mesajlastiklar kisiler)
icin farkli metin diizenleme siireleri ve kisisel anlatim tarzlari gosterdigi
bulunmustur. Cevirimi¢i mecrada 6z-sunum (benlik sunumu/ izlenim yoOnetimi)
kisinin kendiyle ilgili ¢izdigi imaj1 sekillendirilmesi olarak kavramsallastiriliyor.

Ancak bazi aragtirmalarda bu terim kullanilmasina ragmen, ideal benlige ya da 6z-
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saygl/dz-deger arttirmaya isaret edilebiliyor (Orn. Nadkarni & Hoffman, 2012). Bu

aragtirmanin bir amaci da, bu tiir kavramsal tutarsizliklar1 gidermektir.

Kendini ifade etmek

Kendini ifade etmenin Oneminin kiiltiirlere gore degisebilecegi belirtilmesine
ragmen, genel olarak duygu, diisiince, kisisel/sosyal oOzellikler, sanatsal ugraslar,
davraniglar, segimler vb. araciligi ile kendini/kimligini ortaya koyma/yansitma olarak
tanimlanmaktadir (Kim & Sherman, 2007). Facebook’ta, diger bazi sosyal aglarda da
oldugu gibi, kendini ifade etmeye aracilik edebilecek pek c¢ok oOzellik vardir
(fotograflar, notlar, paylasimlar vb.).Ornegin bir arastirmada, kisisel web sayfalarinin
kisinin kim oldugu hakkinda yatak odalar1 veya ofisler kadar bilgi verdigi
bulunmustur (Vazire & Gosling, 2004). Baska bir arastirmada da katilimcilarin
Facebook’ta kendilerini dolayli yollardan (marka kimliklerini, sosyal rollerini ortaya
koymak gibi) ifade ettikleri bulunmustur (Zhao, Grasmuck & Martin, 2008). Van
House (2007)’un arastirmasinda, sosyal medyada fotograf paylasmanin kisinin bakis
acisini, mizahi anlayisini ve yaraticilifini yansitmasi araciligiyla katilimcilarin
kendini ifade etmesine olanak tamidig1 belirtilmistir. Ustelik Facebook’un kurucusu
ve halen en biiyiikk ortaklarindan biri olan Zuckerberg, bu sitenin insanlarin
kendilerini oldugu gibi ifade etmelerine tesvik edecek bigcimde tasarlandigini ve
kullanicilarin olabildigince seffaf bicimde kendilerini yansitmalarimi beklediklerini
belirtmistir (Van Dijck, 2013). Bu tutum Facebook’un bir sirket olarak politik ve
ekonomik cikarlarina paralel oldugu gibi, kullanicilarin ihtiyaglarina ve amaglarina
da isaret etmektedir. Tiim bu bulgular bir arada diisliniildiigiinde, “kendini ifade
etme” de kullanim ve doyum kurami ¢er¢evesinde benlik odakli bir boyut olarak

incelemeye degerdir.

c. lgerigiyle ele alinan benlik degiskenleri
Ideal benligin icrasi
Higgins (1987) mevcut benlik ve ideal benlik arasinda bir ayrim yapar ve

insanlarin idealde olmak istedikleri, olmay1 diisiindiikleri kisi ile mevcut benlikleri
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arasinda fark olabilecegini kuramlagtirir. Higgins’e gore benlik tek parga ve basit bir
yapidan ziyade ¢ok boyutlu ve mevcut disinda ideal olarak belirleneni de igeren bir
yapidadir. Ideal ve mevcut benlik arasinda fark olmasi, olumsuz duygulari
beraberinde getirebilir. Ayrica, ilnsanlarin ideal benliklerine ulasmak i¢in ¢cabalama
motivasyonu vardir. Diger bir deyisle, insanlarin ideal benlikleri, onlarin
davraniglarina yon veren, bigcimlendiren bir rehber de olabilir. Bu anlamiyla ideal
benligin, ya da mevcut-ideal benlik farkinin sosyal ag siteleriyle iliskili olarak
calisilmasi heniiz pek yaygin degildir. Ancak bazi arastrup arastirmacilar, insanlarin
cevirimi¢i ortamdaki benlikleri ve mevcut benlikleri arasinda fark oldugunu
gostermistir (Manago ve ark., 2008). Baska bir grup arastirmaci da bu konuyu
calismak icin Facebook profillerini incelemis ve gercek degerlendirmelerle
kiyaslayarak boyle bir farkliligin olmadi sonucuna varmiglardir. Bu bulgulara gore
kullanicilar ideal benlik sergilemeye degil, gercek benliklerini yansitmaya daha
meyilli olarak yorumlanmistir. Deneysel bir arastirmada, c¢evirimigi iletisim
mecrasinda kullanilan avatarlara gore gruplanan katilimeilar kiyaslanmistir (Kim &
Sundar, 2012). Bu calismada avatarinda ideal benligini temsil eden bir gorsel
kullanan grubun daha sonra g¢evirim digi hayata gectiginde o temsil edilen ideal
benlige yaklagsmak icin gosterilebilecek davraniglara daha istekli olduklari
gozlenmistir (6rn. Fiziksel agidan fit bir idealize avatar sahibinin sporla ilgili
davraniglara istekli olmas1 gibi). Avatar1 mevcut benligini yansitan kullanicilarda ise
boyle bir etki gozlemlenmemistir. Bu arastirmalar genel bir fikir verse de,
Facebook’ta ideal benligin icrasinin, yani bu ideal benligin rehberligini takip etme
motivasyonunu tatmin edilip edilemeyecegi hakkinda bir sonuca varmak giictiir. Bu
arastirma, idel benlik, idealize benlik, arzulanan benlik gibi kavramlarin isaret ettigi
bir motivasyonu birlestirerek ve bunun “6z-sunum”, “kendini ifade etme”, “Gz-
yiikseltme”den ayr1 bir deneyim olarak ortaya ¢ikip c¢ikmayacagini arastirarak

literatiire katki sunmay1 hedeflemektedir.
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1.5 Genel amag¢ ve kapsam

Kullanim ve doyum kurami ¢ergevesinde yiirlitiilen arastirmalar, oncelikle medya
kullanimu ile ilgili olas1 doyumlar1 belirlemeyi ve daha sonra bu doyumlarin medya
kullanim1 ile iligkisini ortaya koyarak desteklenmesini igerir. Ayrica, bireysel
farkliliklar1 da aragtirmaya katmak ve daha destekleyici ve daha kapsayici bir model
elde etmek de tercih edilebilir (6rn. Lucas & Sherry, 2004; Quan-Haase & Young,
2010). Ihtiyag¢ ve olas1 doyumlarm belirlenmesi icin literatiir taramasina ek olarak,
nitel yontemler kullanilabilecegi gibi, dnceden belirlenmis boyutlarin siralanmasi
yontemiyle nicel bir sekilde de calisilabilir. Daha derinlemesine bilgi edinmek
amactyla ve yeni bir medya araci ya da yeni boyutlar arastirilmak isteniyorsa nitel
yontem tercih edilmesine daha sik rastlanmaktadir. Bu arastirmada da literatiirdeki
eksikleri saptamak (boyutlar1 kavramsal olarak ayristirmak) hedeflendiginden ve
yeni medya araglarindan biri olan Facebook iizerine calisilacag: icin ilk agamada
nitel bir yontem (odak-grup goriismeleri), ikinci asamada ise kapsayict ve

destekleyici bilgi edinmek amaciyla nicel (korelasyonel) bir yontem tercih edilmistir.

2. CALISMA-1: NITEL ARASTIRMA

2.1 Giris

Amag¢ ve Kapsam

Giriste yer alan literatiirden faydalanarak, bu calismada potansiyel sosyal
psikolojik benlik degiskenlerinin (6z-ylikseltme, 6z-sunum, kendini ifade etme ve
ideal benligin icrasi) Facebook’ta elde edilebilecek doyumlar olarak varligi,
Facebook kullanimi ile iliskisi ve bu iliskinin dogasina dair kesif niteliginde bilgi

edinmek hedeflenmistir.
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Arastirma Sorulari

AS-1: Facebook kullaniminda benlikle alakali motivasyonlar ve doyumlar
nelerdir? (Veriden hareketle tema arama)

AS-2: Benlikle alakali motivasyonlar ve doyumlar kavramsal olarak beklenen
sekilde ayristirilabilir mi? (6z-ylikseltme, 6z-sunum, kendini ifade etme ve ideal
benligin icrasi) (Literatiirden hareketle tema arama)

AS-3: Motivasyonlarin ve doyumlarin kullanimla iliskisinin dogas1 nasildir?
(Bireysel farkliliklar, onciil sebepler, olasi sonuglar vb.) (Veriden hareketle tema

arama)

2.2 Yontem

Derinlemesine bilgi edinmek icin odak grup goriismesi yontemi kullanilmigtir.
Bu yontem, grup etkilesimi sirasinda gergeklesen zengin fikir alig verigi saglamasi
acisindan ve bu grup etkilesiminin giinliik hayattaki fikir alisverisine daha benzer
(bireysel goriismelere kiyasla) olmasiyla avantajli olarak degerlendirilmektedir
(Litosseliti, 2003, p.16; Morgan, 1996) ve bu nedenle tercih edilmistir. Goriismeler
i¢cin arastirma sorularina uygun olarak yari yapilandirilmis bir form gelistirilmistir.
Sorular genelden 6zele ilerlemektedir ve yonlendirici maddeler icermemektedir (Bkz.

Appendix A).

Katilimcilar

Arastirmaya 1 yiiksek lisans, 79 fUniversite Ogrencisi ve 3 lise Ogrencisi
katilmistir. (45 kadin, 38 erkek; yas ortalamasi 20.8). Duyuru sadece Facebook
kullanicilarina yonelik oldugu i¢in katilimda Facebook kullanicisi orant %95 olarak
gorildii. Facebook kullanmayan az sayida katilimci, kullanmama sebepleri ile bilgi
verecekleri diistiniildiigiinden, daha o6nce bir silire kullanmis olduklarindan,
arkadaslarinin hesaplarindan kullanarak asina olduklarindan ve az sayilari ile grup

etkilesimlerini etkilemeyecekleri diisiiniilerek aragtirmadan ¢ikarilmamustir.
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Prosediir

ODTU IAEK kurulundan alinan etik onay sonrasinda Bilkent Universitesi’nde,
ODTU’de ve dgrencilere yonelik bir sivil toplum kurulusunda olmak iizere toplam
12 odak grup goriismesi gerceklestirilmistir. Goriismeler okulda saglanan bir
laboratuvar odasi, bos bir sinif ya da bos bir oda kullanilarak sessiz bir ortamda grup
ve moderatdrden baskas1 olmadan gergeklestirilmistir. Ogrencilerin bir kismi katilim
karsiliginda kayith olduklari anlagmali dersten bonus puan alarak, bir kismi da
gonilli olarak goriismelere katilmistir. Tim goriismelerde katilimcilarin onayr ile
ses kayd1 alinmis ve analiz i¢in birebir yaziya dokiilmiistiir.

Data analizi

Braun ve Clarke’in (2006) Onerileri ile veriye tematik analiz uygulanmugtir.
Arastirma sorular1 dogrultusunda literatiirden hareketle temalar arastirildigi gibi,
veriden ¢ikan temalar da analiz edilmistir. Temalarin olusturulmasinda hem birey
bazinda bahsedilme sikligit hem de grup bazinda bahsedilme sikligi kriter olarak
kullanilmistir. Ayni ihtiya¢ ve doyumlara isaret eden ifadeler tek tema altinda
toplanarak bahsedilen sikliklar incelenmistir. Ancak, Braun ve Clarke’in (2006) altini
cizdigi gibi, nitel veride siklik analizi kati bir sekilde yapilmamis olup, siklik-veri
deseni iligkisine serbest yaklasim benimsenmistir. Buna gore yiiksek siklik tema
olusturmada tek belirleyici olmadig1 gibi, diisiik siklik da bir temanin gbz ardi

edilmesi i¢in yeterli bir sebep olarak goriilmemistir.

2.3 Sonuclar

Tematik analiz sonucu, benlik odakli ihtiya¢ ve doyumlara iligkin veride 5 ana
temaya rastlanmistir. Bunlar oz-abartma, oz-yiikseltme, oz-sunum, ideal benligin
icrasit ve kendini ifade etme olarak adlandirilmistir. Girig kisminda tanimlanan ve
ama¢ ve kapsam kisminda belirtilen 4 tema beklenildigi dogrultuda katilimecilar
tarafindan ayristirilmistir. Ancak en sik rastlanan tema, veriden hareketle yapilan

analizde ortaya ¢ikan “6z-abartma” olmustur.

103



2.4 Tartisma

Oz-abartma kuramsal olarak 6z-yiikseltme temasi altinda, belki daha yogun
yasanan bir sekli olarak bekleniyordu, ancak katilimcilarin bu temay1 tutarl bigimde
ayni Ozelliklerden bahsederek diger boyutlardan ayristirdig goriildii. Bu 6zellikler,
Facebook’taki 0z-abartma deneyiminin sagliksiz, gergekdisi (asirt olumlu),
benmerkezcil, sisirilmis bir 6z-degerlendirme ile ilgili olmasi olarak &zetlenebilir.
Ancak sunu soylemeden gegmemek gerekir ki, bu temadan bahsedilis sekli hep diger
kullanicilarin deneyimleri iizerinedir. Kisiler bundan kendi deneyimleri olarak
bahsetmek yerine baska insanlarin deneyimlerini yansitarak agiklamiglardir. Bunun
bir sebebi goriismelerin grup seklinde yapilmis olmasi ve bu temanin olumsuz
tarafinin sosyal istenirlik kaygilarma yol agmis olmasi olarak goriilebilir. Ileriki
calismalarda grup goriismeleri verisi bireysel goriismelerle desteklenebilir.

Kisithiklar

Yalnizca tiiniversite 6grencisi katilimcilarin olmasit en temel simirliliklardan
biridir. Facebook son yillarda pek ¢ok yas grubuna erigmis bir aractir ve farkli yas ya
da meslek gruplari, sosyo ekonomik gruplar daha zengin bilgi saglayabilir.

Psikolojide yeni kullanilmaya baslanan bazi gorsel-nitel yontemler (Bkz.
Reavey, 2011) bu tarz goriismelerle birlestirilerek, ileriki aragtirmalarda daha zengin
bir veri elde edilmesi saglanabilir. Ornegin, “fotograftan ¢ikarma” yontemiyle (bkz.
Reavey, 2011) katilimcilardan goriisme esansinda profilleri gezmeleri istenebilir ya
da sorular 1s1ginda profillerinden hesaplarindan kesitler paylasarak anlatimlarim

derinlestirebilirler.

3. CALISMA-2: NICEL ARASTIRMA

3.1 Giris
Amac¢ ve Kapsam
Bu calismanin amaci, ilk aragtirmada ortaya c¢ikan boyutlarin (oz-abartma, oz-

yiikseltme, oz-sunum, ideal benligin icrasi ve kendini ifade etme) sistematik olarak
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arastirilmasi ve gelistirilmis bir genellenebilirlige erismesidir. Bunun i¢in oncelikle,
¢ikan boyutlarla ilgili 6l¢lim araclari gelistirilmis ve onlarin gecgerlik giivenirlik
analizleri sonras1 Facebook kullanim sikligi ve bigimiyle iligkisi ele alinarak, hem
Olclim araclarinin gegerlik glivenirlik analizleri desteklenmis, hem de kullanim ve

doyum yaklasiminin ortaya koymak istedigi biitiinsel iligkiler rapor edilmistir.

Arastirma Sorulari
AS-1: Facebook kullanimu ile ilgili benlik-odakli doyumlar 5 boyutta ayristirilabilir
mi?
AS-2: Benlik odakli doyumlar Facebook kullanimini yordama giiciine sahip mi?
AS-3: lgili bireysel farklilik degiskenleri benlik odakli doyumlari anlamli bigimde
yorduyor mu?
3.2 Yontem
Arastirma sorularina uygun bi¢imde Olglim araglar1 igeren ve ¢evirimici
doldurulan bir anket paketi hazirlanmistir. ODTU IAEK Etik onay1 alindiktan sonra
Qualtrics bilimsel anket servisinde yayina sokulmustur. Yaz okulu ve sonbahar
doneminde bonus karsiligi ya da gekilis sonucu kitapevi ¢eki kazanma sansi ile
Ogrenciler ankete cagirilmistir.
Katilimcilar
%90°1 lisans 6grencisi olan toplam 629 katilimci anketi doldurmustur. Ancak veri
temizligi yapildiktan sonraki son katilimct sayist 355°tir. (%69 kadin, %31 erkek,
Yas ort=22.9)
Olgiim araglari
a.Demografik Bilgiler (Appendix D, Blok1)
b. Facebook kullanimina iliskin degiskenler (Appendix D, Blok2)
c. Facebook kullanim bigimleri 6lgegi (Appendix D, Blok2)
Alt1 faktorli bir yapist olan bu dlgegin gegerlik giivenirlik skorlart ve maddeleri
Tablo 7°de sunulmustur (s.46)
d. Benlik odakli doyumlar 6l¢egi (Appendix D, Blok2)

105



Bes faktorli bir yapisi olan bu 6l¢egin gegerlik- giivenirlik skorlari ve maddeleri
Tablo 8’de sunulmustur (s.49-51)
e. Facebook’a iliskin tutumlar 6lgegi (Kaynak-Malatyal1 & Hasta, 2013)(Appendix
D, Blok5)
Bu 9 maddelik dlgegin i¢ tutarlilik katsayisi .88 olarak bulunmustur.
f. Bireysel farkliliklarla ilgili degiskenler (Narsistik Kisilik, Oz-saygi, Benlik farki)
Benlik farki icin Higgins’in (1997) “Benlikler Olgegi” bu calismaya adapte
edilmistir. Katilimcilar yonergedeki tanimlar1 dikkate alarak kendileriyle ilgili 6nem
verdikleri 7 6zelligi listeleyecek her birine 51i Likert skalada mevcut benlikleri ve
ideal benlikleri icin degerlendirme yapacaklardir. Ideal benlik skorundan mevcut
benlik skorunun ¢ikarilmasiyla elde edilen mutlak deger “benlik farki” degiskeni
olarak adlandirilmistir.
Narsistik Kisilik Ozellikleri i¢in Atay’in (2009) Tiirkge’ye adapte etmis oldugu 16
maddelik kisaltilmis Narsisitik Kisilik Envanteri kullanilmistir. I¢ tutarlilik katsayis
Atay tarafindan .63, bu ¢alismada ise .68 bulunmustur.
Rosenberg Benlik Saygist Olgegi Cuhadaroglu (1986, Gokben-Kaya, 2007 akt.)
tarafindan Tiirkgeye adapte edilmistir.10 maddelik bu o6lg¢egin alpha degeri bu
calismada .77 ¢ikmustir.

3.3 Bulgular

a. Betimleyici istatistikler

Katilimeilarin  (N=355) %77’si bes veya daha fazla sosyal medya kanali
kullandigini, %85°1 5 yildan fazla siiredir Facebook hesabi oldugunu belirtmistir.
%83 oraninda katilimc1 Facebook’u giinde en az bir kez ziyaret ettigini belirtmistir.
Giin i¢inde ziyaret sayisi1 6 ya da daha fazla olanlarin orani ise %35’dir. Facebook’u
her ziyaret ettiklerinde ortalama ne kadar vakit gecirdikleri sorusuna ¢ogunlukla “15
dakikadan az” olarak yanit verilmistir (%70). Her bir ziyaretinin siiresi ortalama
yarim saat ya da daha fazla olanlarin yiizdesi yalmzca 8’dir. Katilimecilarin

Facebook’ta ekledikleri arkadas sayis1 degiskenlik gostermektedir. Yaklasik beste
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biri, 100-250 arkadas sayisi, iigte biri 250-400 arkadas sayisi, ticte biri de 400-750
arkadas sayist rapor etmistir. 750’den fazla arkadasi olan katilimcilar toplamda
%14lik biro ran olusturmakta iken, 100’den az arkadasi olanlarin orani ise yalnizca
6’dir. (Bkz. Tablo 9).

b. Arastirma sorularinin test edilmesi
AS-1: Facebook kullanimi ile ilgili benlik-odakli doyumlar 5 boyutta ayristirtlabilir
mi?

Bu arastirma sorusunu cevaplamak iizere toplam 60 maddelik benlik odakli
doyumlar 6lcegi gelistirilmis ve faktor analizi uygulanmistir. ilk analizler sonras1 40
maddeye indirilen bu Olgegin beklenen bes boyutta dagilim gostermesi Onerilen
yapiy1 desteklemistir. Sf.49-52deki tabloda faktor analizi sonuglar ve i¢ tutarlilik
katsayilar1 rapor edilmistir.

AS-2: Ayrisan benlik odakli doyum boyutlart Facebook Kullanimini yorduyor
mu?

Bu soru icin ii¢ ayr1 hiyerasik regresyon analizi yapilmistir. Buna gore, ilk
asamada yas ve cinsiyet control edildikten sonra tiim benlik odakli doyum boyutlar
aynt basamakta analize sokulmus ve varyans aciklama giicleri incelenmistir.
Bulgulara gore 6z-ylikseltme hari¢ diger tiim boyutlar benlikle alakali paylagim
sikligim1 anlamli bicimde yordamistir (fotograf paylasmak, profili yonetmek, statii

giincellemek vb. kullanim bigimleri).

4.4. Tartiyma

Betimleyici istatistiklere bakildiginda katilimcilarin ¢ogunlukla Facebook’u her
giin, stk ama kisa sureli olarak kullandiklar1 sdylenebilir. Arkadas sayilarinda
degisken araliklara yayilan bir dagilim gosteren yapr da kisisel farkliliklarin
olabilecegi izlenimini vermektedir. Katilimeilarin ¢ogunun 5 yildan uzun siiredir
Facebook kullanicisi olmasi da bu medya aracina sadakati ve potansiyel doyumlarin
giiciinii diislindiirmektedir. Nitekim arastirma sorularini test etmek iizere yapilan
analizlerde ve Facebook’ta benlik odakli doyumlar 6l¢egi ile elde edilen sonuglara

gore de potansiyel doyumlarin varligi desteklenmistir.
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Beklenmeyen bulgulardan biri 6z-ylikseltmenin benlikle alakali kullanim
bicimlerini anlamli olarak yordamamasiydi. Bunun sebebi 6z-ylikseltmenin pek ¢ok
farkli kaynagi olmasi olabilir. Benlik sunumu kadar, digerlerinden gelen yorum ve
degerlendirmeler, sosyal kiyas vb. benlik odakli olmayan Facebook fonksiyonlar1 da
0z-yiikseltme ihtiyacini karsilayabilir. Nitekim 6z-yiikseltmenin Facebook’a iligkin
olumlu tutumlar (hayatimizdaki 6nemi, yoklugunun 6nemi vb.) anlaml bir sekilde

yordamasi da bu goriisii destekler niteliktedir.

4. GENEL TARTISMA

Bu arastirmanin en temel amaci facebook’ta benlik odakli kullanim ve
doyumlarin kavramsal olarak ayristirilmastydi. Sonuglarin biiyiik 6l¢iide bu amaci
gerceklestridigi rahatlikla soylenebilir. Bazi kisitliliklar olsa da, literatiirde daha 6nce
iletisim kurma, iliski gelistirme, eglence/kacis gibi genel doyumlarin yaninda
yeterince ayristirilamayan benlik odakli doyumlarin farkli niteliklerde olabilecegi
anlasilmigtir. Bir medya aracinin yogun ve siirekli kullanimi, o aracin yeniden ve
yeniden, alternatiflerin arasindan secilmesi, o aracin kullaniciya ihtiyaclar
dogrultusunda tatmin saglayabiliyor olmasi ile alakalidir. Facebook kullanimi i¢in de
stirekli, diizenli kullanim ve alternatiflerin arasindan se¢ilme orani diisiiniildiiglinde,
onemli doyumlarla iligkili denebilir. Ancak bu doyumlarin neler oldugunu ayirt
etmek i¢in derinlemesine arastirmalar ve sistematik testler gereklidir. Bu arastirma
biitiinclil bir yaklasimla bunu yapmayi1 hedeflemistir. Benlik odakli doyumlari
anlamak i¢in Oncelikle medya/iletisim araglarinda karsilanabilecek benlik
motivasyonlarin1 diistinmek gerekir. Literatiir bu konuda yardimci olacak bazi
bulgular saglamistir ve bu bulgular 1s181nda 6z-yiikseltme, 6z-sunum, kendini ifade
etme ve ideal benligin icrasi boyutlar1 daha derinlemesine arastirilmak {izere ele
alimmistir. Birinci arastirmada bu boyutlar ve olasi baska boyutlarin da varligini

tespit edebilmek icin nitel bir yontem kullanilmistir (odak grup goriismeleri).
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Katilimcilarin sagladigi veri ile yukarida bahsedilen boyutlara ek olarak bir de 6z-
abartma boyutu ortaya ¢ikmuistir.

Oz-abartma kuramsal olarak 6z-yiikseltme temasi altinda, belki daha yogun
yasanan bir sekli olarak bekleniyordu, ancak katilimcilarin bu temay: tutarl bigimde
ayni Ozelliklerden bahsederek diger boyutlardan ayristirdig goriildii. Bu 6zellikler,
Facebook’taki 0z-abartma deneyiminin sagliksiz, gergekdisi (asirt olumlu),
benmerkezcil, sisirilmis bir 6z-degerlendirme ile ilgili olmasi olarak 6zetlenebilir.
Ancak sunu sdylemeden gegmemek gerekir ki, bu temadan bahsedilis sekli hep diger
kullanicilarin deneyimleri iizerinedir. Kisiler bundan kendi deneyimleri olarak
bahsetmek yerine bagka insanlarin deneyimlerini yansitarak agiklamiglardir. Bunun
bir sebebi goriigmelerin grup seklinde yapilmis olmast ve bu temanin olumsuz
tarafinin sosyal istenirlik kaygilarma yol agmis olmasi olarak goriilebilir. Ileriki
calismalarda grup goriismeleri verisi bireysel goriismelerle desteklenebilir.

Ikinci arastirmada bu boyutlar1 nicel ydntemle desteklemek miimkiin olmustur.
Faktor analizi sonuglarinda benlik odakli ihtiyaglarin beklenen dogrultulda ayristig:
gbézlemlenmistir. Buna ek olarak, bu ihtiyaglarin kullanim sikligt ve bi¢imi
tizerindeki etkiler de arastirilmigtir. Yapilan regresyon analizlerinin ¢ogunda
beklenen yonde anlamli yordayici iligkiler bulunmustur. Ancak bazi boyutlar igin

kullanim siklig1 ve kullanim bigimi iliskisi anlamli bulunmamustir. Ornegin

Kisithiklar

Yalnizca iiniversite 6grencisi katilimcilarin olmasi en temel simirliliklardan
biridir. Facebook son yillarda pek ¢ok yas grubuna erismis bir aragtir ve farkli yas ya
da meslek gruplari, sosyo ekonomik gruplar daha zengin bilgi saglayabilir.

Psikolojide yeni kullanilmaya baslanan bazi gorsel-nitel yontemler (Bkz. Reavey,
2011) bu tarz goriismelerle birlestirilerek, ileriki arastirmalarda daha zengin bir veri
elde edilmesi saglanabilir. Ornegin, “fotograftan ¢ikarma” ydntemiyle (bkz. Reavey,
2011) katilimcilardan goriigme esansinda profilleri gezmeleri istenebilir ya da sorular
1s1¢inda profillerinden  hesaplarindan  kesitler — paylasarak  anlatimlarim

derinlestirebilirler.
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Implikasyonlar
Kullanim ve doyum kurami c¢ergevesinde psikolojik yaklasimla arastirma
yaptiginizda insan duygu, diislince ve davranisina dair bilgiler elde edilir. Ancak bu
kuramin iletisim ve sosyoloji gibi baska disiplinler tarafindan da kullanilmas1 gibi,
bu kuramdan yola ¢ikarak elde edilen bilgilerin implikasyonlar1 da pek ¢ok alanda
gortlebilir. Psikolojik bir acidan degerlendiririsek, Facebook kullanimi ve
doyumlarini anlamak bagimlilik ya da kétiiye kullanma gibi adaptif olmayan medya
davraniglarin1 ve tutumlarini anlamamiza ve 6nlememize yardimci olabilir. Ayrica,
teknolojik agidan bakacak olursak, medya araglar1 gelistiricileri detaylandirilmis ve
kavramsal olarak iyi ayirt edilmis ihtiya¢ ve doyumlar1 yeni iiriinler gelistirirken goz
ontinde bulundurabilirler.
Bu konunun sagladigi bilgi olumlu olabildigi olumsuz olarak da kullanilabilir.
Otorite kurumlarinin gozetleme ve kontrol i¢in bu ihtiyaglar1 ve doyumlari
sOmiirmesi miimkiin olabilir. Fakat yine ayni bilgi ile kullanic1 farkindaligi saglanirsa

olumsuz etkilerin azaltilmas1 saglanabilir.

Oneriler

Bu arastirmada kullanilmayan ancak benlik odaklt doyum ve medya kullanimi ile
ilgili olabilecek baska bir degisken de benlikle ilgili duygulardir. Ilk arastirmada
yeterince sik bahsedilmedigi i¢in ayr1 bir tema olarak ele alinmamis olsa da Braun ve
Clarke’n (2006) “esnek tema olusturma” prensibi ile deginmeye deger bir boyuttur.
Baz1 katilimcilar profillerine baktiklarinda “gurur” hissettiklerini ya da gurur
hissettiren yasam olaylarim1 Facebook’ta paylasmak i¢in istek duyduklarini
belirtmislerdir. Okullari, basarilar1 bunlara 6rnek olarak siralanabilir. Tersi bir
sekilde baz1 katilimcilar da Facebook profilleri lizerinden olumsuz benlik-duygulari
icerisinde olabildiklerini anlatmistir. Ornegin yasca daha kiiciikken yaptig
paylasimlardan utanma gibi. Bu gibi ornekler ve benlikle ilgili duygu literatiiriiniin
kullanim ve doyum kurami ¢ercevesinde ele alinmasi medya kullanimi anlayisimizi

zenginlestirecektir. Olumlu duygularin doyumlar: arttirmasi gibi olumsuz duygularin
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da kullanim ve doyumlar1 engelleyici rolii olabilir. Siber-zorbalik, taciz gibi olumsuz
deneyimler ya da olumsuz kendilik algisi gibi bireysel degiskenler bdyle bir
arastirmada 6nciil degiskenler olarak diisiiniilebilir. Ileride yapilacak arastirmalarin

bunlar1 goz 6niinde bulundurmasi faydali olacaktir.
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