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CHAPTER 1 

INTRODUCTION 
 
 

A technological revolution is changing ways that businesses and societies 

communicate; human interactions and communication have, in recent years, become 

increasingly reliant on technology which, in particular, is facilitating faster interaction. 

Indeed, the Internet has become an indispensable technology that has changed the 

working lives of consumers and the way in which they communicate (White, 2012). 

Underscoring this movement, data centers in the United States, such as Comscore (2016), 

eMarketer (2016), and Pew Research Center (2016) have recently reported that nearly 

four trillion people around the world use the Internet (Internet World Stats, 2016) on a 

daily, or regular basis. Although, on average, an Internet user spends16 hours per month 

online, American citizens spend more than 32 hours online. Even more strikingly, 

according to the Electronic Transactions Development Agency (ETDA, 2016), Thai 

people spend more than 120 hours per month on the Internet for chatting, catching up 

with the news, and searching for information (Kemp, 2017). 

1.1 Background and Objective of this study 
 

1.1.1 The Social Media Phenomenon 

Social media is a global consumer phenomenon (Kuss & Griffiths, 2011), and is 

revolutionizing consumer’s behavior. Fundamentally, it is a communication tool powered 

by technology. Importantly, it can make the opinions of some people – people who are 
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considered ‘in the know’– become extremely influential (Pandya, 2013). There has been a 

tremendous increase in the use of social networking sites to connect with peer-groups or 

for sharing information. This is driving a plethora of new social networks that allow the 

dissemination of a diversity of common interests, differing opinions and the sharing of 

information between people. Also, this technology is increasingly the impact on people’s 

working lives in terms of raised productivity and greater convenience. A social network 

is, in this dissertation, considered a type of “Social Media” (White, 2012, p.2). Social 

media has been defined as the use of computer mediated communication tools to connect 

with new people (Boyd & Ellison, 2007).  

The AFP (Agence France-Presse) news agency reported on a study by the 

research firm eMarketer (2013). That study found that approximately 1.61 billion people 

around the world use social media – accounting for roughly 22% of the world’s 

population. Furthermore, the number of people using social media increased by 14.2% 

over the previous years, and is soon expected to increase to a total of 2.33 billion people 

in 2017. With the exception of South Korea, the most widespread use of social media can 

be found in Europe and North America: The Netherlands has the highest rate (63.5%), 

followed by Norway (63.3%), Sweden (56.4%), South Korea (54.4%), Denmark (53.3%), 

United States (51.7%), Finland (51.3%), Canada (51.2%), and England (50.2%). 

Traditional media outlets such as TV, newspapers, magazines, billboards, and 

media are all one-sided, by not allowing the recipient to interact with people at the time 

of receiving the information. Media audiences are active users who have been using the 
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traditional media, but the media are becoming interactive. In the context of media 

exposure, social media has now become a two-way communication source, which can be 

interacting with people who send out information and those who receive it at the same 

time. Nowadays, people can receive the news in a short time while they can send out 

messages to their own groups immediately, in return. As a result, social media is 

becoming very popular around the world. Most people are generally concerned about 

missing out on news stories and social media allows them to talk with friends, colleagues, 

or family concerning contemporary issues. Most people want to be acknowledged and 

recognized in their particular society, which led to the original phrase of the: “Fear of 

missing out.” In 2016, Thailand, social media has reached 41 million active users or 56% 

of penetration, while the Thai population is 68.1 million with 41 million being active 

internet users (ETDA, 2016). 

1.1.2 Thailand’s Social Media Landscape 

About 41 million Thais use the Internet, representing 56% Internet penetration 

(ETDA, 2016). Of these, over 95% use some type of Social Media. Facebook, Twitter, 

YouTube and Instagram are the most visited websites (ETDA, 2016). Thais have 

registered around 44 million accounts on Facebook; some have more than one account. 

More specifically, Thailand remains in the top 10 worldwide for social media statistics on 

network usage and consumer adoption growth in 2017. The number of Instagram users in 

Thailand totaled 11 million as of May 2017. Twitter's active users in Thailand numbered 

9 million. Bangkok also remains the world's biggest city for Facebook users in 2017, with 



4 
 

 
 

27 million users. Broken down by gender, more than half of women, 51%, use Facebook, 

while 49% of men do (Facebook, 2016). This high rate of Internet penetration is driven 

by increasing mobile device usage due to the rollout of fast, nationwide 3G and 4G 

networks, combined with increasing availability and choice of cheaper smart phones and 

tablets. This has led to a rapid expansion of Internet use - especially in urban areas – with 

people living in Nonthaburi province using Facebook more than in any other. 

Consolidating this trend, people of younger working age usually use Social Media at 

work and as part of their weekday routine – in addition to their more sociable, weekend 

one. 

 Facebook (2016) indicates that people who use Social Media see it as an integral 

part of their life. Interestingly however, the most rapid growth in Facebook use is not 

among teenagers, but people aged 30 years and over, who spend, on average, 20 minutes 

per day using it (Facebook, 2016). 

1.1.3 The Pros and Cons of Social Media 

According to Neubauer, Pont, and Strutynski (2013), there are both advantages 

and disadvantages to using social media. Regarding its advantages, social media offers 

new ways to understand and capitalize on demand/supply markets; it is not simply 

another messaging channel (Neubauer et al., 2013). Additionally, social media not only 

opens channels of communication between individuals, but also provides opportunities 

for business. Marketers have determined that social media dovetails well with humans’ 
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innate desires to mingle, share, argue and communicate with one another. For example, 

Lazada or Pamelo use social media to present their market place or products through 

media, such as Facebook, and their success is indicative of how people associate with 

social media. Further exemplifying this, luxury cosmetic brands like Lancôme or Estee 

Lauder engage affluent consumers through social media by offering activities or limited 

products and services on Facebook. It can be seen then, that social media has become an 

essential digital marketing and communications tool for business to reach prospective 

customers.  

Regarding social media’s disadvantages, Wilson (2015) suggested that users who 

are addicted to social media may encounter reduced work performance through spending 

too much time posting, or giving feedback, to friends’ social media pages. Additionally, 

Wilson addressed some further negative outcomes that social media addiction can give 

rise to, specifically highlighting several other areas of Thai society such as education 

(Kuss & Griffiths, 2011) and productivity (Nesbit, 2010), as well as a possible 

deterioration in the quality of human relationships and people’s practical grasp of social 

skills (Wilson, 2015).  

1.2  Statement of problem 

With the introduction and rapid take-up of social media many questions have 

emerged concerning why people use it and, indeed, what happens when they use it too 

much. By comparison, many scholars expended considerable time researching the effects 
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of television (McLeod, Atkin & Chaffee, 1972), newspapers (Herzog, 1944; Debock, 

1980), radio (Berelson, 1949), and other media technologies which were, similarly, new 

at the time. 

 Furthermore, since the introduction and establishment of new media 

technologies, it is generally accepted that people have reduced the time spent on such 

traditional media, switching to new media channels instead (Ferguson & Perse, 2000; 

Ruggiero, 2000; Valkenburg & Soeters, 2001). Uses and Gratification theory posits that 

audiences were active consumers, and that media use influenced consumers’ everyday 

life (Katz, Blumler, & Gurevich, 1973; Ruggiero, 2000). Uses and Gratification theory 

seek to understand how consumers were motivated to use different types of media 

programming to fulfill different needs (Katz, Blumler, & Gurevitch, 1974). People 

selected media to satisfy their specific needed and desired (Pearce, 2009). Increasingly, 

people also feel that they cannot depend on mass media as source of reliable information, 

so they were seeking information from alternative sources instead (Simons, 2016) 

Uses and Gratifications has been used extensively to study social media uses. 

Among uses and gratifications frameworks in this research project focused on Whiting 

and William’s (2013) scale, although alternatives have been produced by Palmgreen and 

Rayburn (1979), Korgaonkar and Wolin (1999), Papacharissi and Rubin’s (2000), and Ko 

et al. (2005). There are ten motives of uses and gratifications theory and the relationship 

to social media in Whiting and William’s understanding: 1) Social Interaction; 2) 

Information seeking; 3) Pass time; 4) Entertainment; 5) Relaxation; 6) Expression of 
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opinions; 7) Communicatory Utility; 8) Convenience utility; 9) Information sharing; and 

10) Surveillance or knowledge about others. Also, five motives for using social media 

have been identified by Nyland et. al (2007): 1) Meeting new people; 2) Entertainment; 

3) Maintaining relationships; 4) Social events; and 5) Media creation. Social media use 

has become a primary source of information among Bangkokians. One of the most 

common activities when using social media on mobile devices is to check news streams 

via Facebook, Instagram and Twitter. Social Media use has become a basic habit and, 

with its dramatic rise in use, so too has the number of people experiencing social media 

addiction.  Specifically, social media addiction is viewed as a psychological and behavior 

craving to use the internet (2010). The number of people addicted to social media has 

increased every year (Kuss & Griffiths, 2011). The primary reasons people become 

addicts are the availability, take-up and use of technology due to its falling price, and the 

increasingly convenient ease of access to the Internet (Kongrach, 2013).  

According to the aforementioned research by Kuss and Griffiths (2011), further 

research is required to study the behavior of working aged people entering into use of 

social media such as Facebook, YouTube, Instagram, Line, WeChat, and Twitter. Also, 

this research attempts to identify the causes of social media addiction and how it affects 

working-aged people in Bangkok. A person is defined as an addict if they spend more 

than five hours per day using social media (Kuss & Griffiths, 2011). This research, then, 

is intended to provide insight into two topics related to social media usage and addiction, 
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and will explore its use by working adults, meaning people 25-44 years old who work in 

Bangkok. 

 There are three reasons for examining uses and gratifications of social media 

addiction among working adults. First, we should investigate the uses and gratifications 

for social media among working adults because this cohort is fast-adopting its use 

(Socialbaker, 2013). Second, most prior research has focused only on youths and 

teenagers rather than older adults. Third, investigating the addiction of older working 

people - who are considered responsible and mature yet seem to spend similar amounts of 

time on social media to teenagers - is a unique and important cross-section of the 

population to study; there is a lack of research on this group. More specifically, whether 

working Thais spend more or less time on social media than other nationalities do, will 

also be useful to determine. 

1.3. Significance of Study 

The goals of this study is to investigate the individual behavior and usage patterns 

of social media among Bangkok’s working population. In addition, this study will 

examine excessive users, at normal, light, medium, and heavy use, to ask whether they 

become social media addicts for the same reasons. This will allow us to understand the 

activities of working adults who have not only grown up in a, basically, non-

technological world, but who are now in the process of adopting the technology world in 

both their work and also their personal lives. Such people may not only be using social 
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media for their entertainment, but also for information empowerment and pathways to 

reach their further personal career success. 

The author of this research project was further studied the gratifications of 

working adults on social media, together with their use and potential overuse of it. For 

example, older generations, who are, broadly, less educated and technologically unaware 

than the younger users, had different social media needed and requirements. 

 This dissertation was also offered information of value to three important 

audience groups. Firstly, marketers were able to determine the appropriate strategies to 

then be able to effectively communicate with the social media users who had addictive 

tendencies. Secondly, academics were able to extend the uses and gratifications theory; 

specifically, through identifying the key influential factors of social media addiction 

towards consumer behavior. Academics were able to combat any long-term, negative 

effects that this may, or may not, have. Thirdly, consumers were benefit because, by 

knowing who was likely to become addicted to social media, consumers could then be 

able to avoid becoming so themselves, and could accordingly advised or mentor their 

friends and families to avoid such overuse, which could lead to any addiction of overuse 

of the various Social Media applications. 

This chapter has served to introduce the general topic of the effects of internet and 

social media on middle-aged working adults who were incorporating it into both their 

personal and professional daily life. The next chapter will look at a theoretical basis for 
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the investigation of how the concept of ‘social media addiction’ can influence working 

adults in Bangkok. 
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CHAPTER 2 

LITERATURE REVIEW 

In this chapter, theories and concepts will be explored and applied as a framework 

to this study. Specifically, the concepts of social media and social media addiction will be 

used in this research, as will the theory of uses and gratifications. Relevant previous 

research will also be reviewed.  

2.1. Social Media Concept 

The aim of this chapter was to offer a background and overview of social media 

technology in the fields of communication and businesses. Social media was comprised 

of online social networking sites that people can globally engage with others in order to 

seek information, share views and offer opinions, and it also serves as a platform for 

business purposes (Whiting & Williams, 2013). Today, social media is crucially engaged 

within Thai businesses. The Economic Intelligence Center (2011) reported that Social 

Media has challenged and compromised the penetration of traditional media such as 

television, newspapers and the radio. Television still leads in this respect; however, the 

regular use of social media was increasing rapidly because of the ease of use and reduced 

costs of Internet access. 

Many businesses have actually started to include social media in their marketing 

strategy in order to capture and involve a more representative and broader group of 

customers, rather than the others sources that are more traditional. For example, many 

universities have social media as a primary channel to promote their institution, and to 
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connect professors with their students on course projects and assignments.  Furthermore, 

hotel and airline businesses frequently use social media as an important communication 

channel to create and maintain relationships with both new and existing hotel customers 

and frequent flyers. Barnes, Lescault, and Wright (2013) found that 362 of Fortune 

Magazine’s 500 top-ranked companies used social media to communicate with 

customers; Facebook was, by far, the most popular channel. Today, social media plays an 

ever-increasing and important role in both business-to-business (B2B) and, more 

importantly, business-to-customer (B2C) connectivity. Acknowledging this, numerous 

businesses were integrating social media into their marketing strategies as an additional 

channel for customer group accessibility. 

Internet access was growing significantly within Thailand, where social media use 

was growing particularly rapidly in the area of mobile technology. Rather than watching 

television, many young people and working adults were spending much more of their free 

time on their smartphones and accessing the Internet; it followed that companies need to 

try to connect and engage such audiences within the Social Media sphere (Kemp, 2017).   

When focusing on Southeast Asian nations specially, Thailand has the highest 

penetration of all its neighboring countries and the greatest number of Facebook users as 

illustrated in the Table 1 (PewResearchCenter, 2016). 
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Table 1: Asia Internet Use, Population Data and Facebook Statistics 

Asia Population 2015 
(Est.) 

Internet Users 
(30 Nov, 2015) 

Penetration 
(%Population) 

Facebook 
15 Nov, 2015 

Cambodia 15,708,756 5,000,000 31.8% 3,300,000 
Laos 6,911,544 985,586 14.3% 960,000 
Myanmar 56,320,206 7,100,00 12.6% 7,100,000 
Thailand 67,976,405 38,000,000 55.9% 38,000,000 
Vietnam 94,348,835 47,300,000 50.1% 35,000,000 

 

Table 2. Time spent on the internet and social media per day (in hours)  

Country Internet Social Media 
Philippines 6.3 3.4 
Thailand 5.5 2.6 
Vietnam 5.2 2.0 

Source: Asia Internet Use. (2015). Retrieved from http://www.go-glove.com/blog/digital-

landscape-asia  

2.2. Uses and Gratification Theory 

During the 1970s, traditional media such as the television, newspaper and others 

sources were examined for their relationship of usage with consumers’ satisfaction.  The 

uses and gratifications theory (UGT), originated by Katz in 1970, stated that people seek 

out the specific content from each media outlet in order to satisfy a particular need. In 

this theoretical perspective, Katz, Blumler and Gurevitch (1974) employed UGT to 

determine whether audiences are active and energetic, and whether they seek out media 

to support their personal needs. This theory has since been used widely within both 

qualitative and quantitative questionnaires to observe individual characteristics of media 

users. Previous research has examined relationships between demographics, media usage, 

and the levels of individual need, motivation, and gratification. The components of the 
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uses and gratifications model are these four specific areas: 1) audience activity; 2) needs 

gratification; 3) choice of media; and, 4) value judgments (Katz, Blumler, &Gurevitch, 

1974).  This theory helps to examine how the use of media sources has changed with 

advanced and sophisticated technological developments. The Uses and Gratifications 

Theory invites one to ask, “What motives do working people who use social media have 

which are similar to - or different from - their motives to use other traditional media - 

such as the television, printed materials, and others sources?” 

Blumer and Katz’s theory seeks to reach an understanding of what the audience 

does for the media, not what the media does for the audience. Their theory also explained 

that audiences generally tend to dictate on how they will benefit through what they are 

purchasing, and whether consumption will fulfill their needs. This approach suggests that 

people use the media to fulfill specific gratifications.  

Uses and Gratifications Theory is an extension of the Needs and Motivation 

Theory developed by Maslow (1998).  Maslow argued that people actively seek to satisfy 

a hierarchy of needs. Once the goals of one level of hierarchy are achieved, people will 

progress onto the next level. For example, when a person’s primary survival needs of 

food, water, and shelter are met, they then seek to achieve the next level of need for 

security and property. The audience is active and its use of media is goal-oriented in a 

similar way. UGT defines the media usage motives of people in both positive and 

negative ways (Katz, Blumler, & Gurevitch, 1974).  
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In response to some unflattering depictions of typical audience members as being 

lazy and controlled by the media, Katz, Blumler, and Gurevitch (1974) presented a 

systematic and comprehensive articulation of audience members’ roles within mass 

communication processes. Uses and Gratifications Theory argues that people actively seek 

out specific media and specific content to obtain specific gratifications or results.   This 

theory views people as being active because they are able to examine and evaluate various 

types of media when seeking to accomplish specific communication goals. Instead of 

asking, “What does the media do to people?” Uses and Gratification researchers ask, “What 

do people do with the media itself?”  

In previous studies that have examined the use of different media and the 

gratifications sought from the media, there are eight widely applied assumptions that have 

become accepted, based on previous research results (McQuail, Blumler, and Brown , 

1972; Rosengren & Windahl, 1972; Katz, Gurvitch, & Hass, 1973): 

1. The audience is active; 

2. The media sources used can be conceived of as being goal directed; 

3. Each medium competes with other sources of need satisfaction; 

4. Major audiences link their needs to a media choice;  

5. Media consumption can fulfill gratifications; 

6. Media content cannot be used to predict patterns of gratification accurately; 

7. Each medium can be gratified in different time frames; 

8. Gratifications obtained can have their origins in exposure to media content, in 

and of itself.  
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People are often found to possess enough self-awareness of their own media use, 

interests, and motives, which allows them to be able to provide researchers with an 

accurate picture of what media they use, and why they use it (West & Turner, 2010). 

Many researchers (Leung & Wei, 2000; Lucas & Sherry, 2004; Sherry et al., 

2006) have argued that the future will determine and change the way people watch 

television, and use media resources in general. Researchers have applied UGT to a 

variety of new media. Leung and Wei (2000) examined the use and gratifications of the 

cellular phone. They found that young women who had less education tended to talk 

longer on their cellular phones. Sherry and her research colleagues (2006) examined the 

use and gratifications of video games. The research results found that such games 

satisfied several motivations for their respondents including these aspects: challenge, 

arousal, diversion, fantasy, competition, and social interaction. The social interaction 

finding is particularly noteworthy, given the regular belief, assumption and perception 

that these media applications tend to isolate individuals who live in solitude, when their 

only perception of the ‘reality’ of friends is who they meet as an Avatar on the game-

playing websites.  

Social media is the center of everything for many people. It is not a passive media 

outlet, as the TV or a newspaper is. It can spread out the news or build social interaction 

in society. Social media is very different from traditional media (Alejandro, 2010). Social 

media was found to be a far more useful tool than the traditional media in a political 

election. It can deliver the mainstream news as quickly as the traditional media system, 

such as newspapers did, but at a far more instant and immediate strike, rather waiting for 



17 
 

 
 

the newspaper to be printed overnight and then sold the next morning (Alejandro, 2010; 

Sauter, 2013) 

Kaye and Johnson (2004) argue that the growth of the internet has created a 

resurgence of interest in uses and gratifications, as researchers look at why people use 

this popular new medium resource. In their own research, Dimmick, Chen, and Li (2004) 

found that, although the Internet is indeed a new medium, it does, in fact, overlap the 

more traditional media forms in terms of uses and gratifications. For example, Lucas and 

Sherry (2004) found that assessing the uses and gratifications enabled researchers to 

understand the differences between young adult men and women on how and why they 

used video games. The research results found that men were more likely to be key game 

players, generally enthusiastic about game playing, and playing for longer hours; whereas 

women played far fewer games, for a much lesser time scale (Lucas & Sherry, 2004). 

Papacharissi and Rubin (2000) found that people who felt valued often used the Internet 

for information gathering, while those who felt less secure tended to use the Internet 

primarily for social motives.  

Applying the Uses and Gratifications Theory to social media use is necessary in 

mass communications research. Some research has been performed in relation to the uses 

and gratifications of Facebook, MySpace, YouTube and Twitter. The factors of the model 

in relation to social media use were confirmed by research undertaken by Eastin (2002), 

Park, Kee and Valenzuela (2009).  Park et al. (2009) found that the major uses and 

gratification factors of social media users were based on socializing, entertainment, self-
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status seeking, and obtaining information. LaRose and Eastin (2004) found similar 

factors, such as a need for information, seeking entertainment, and reaching social needs.  

Johnson and Yang (2009) found that the major gratifications sought and obtained 

by Twitter users were based on social and informational motives. Social motives include 

having fun, being entertained, relaxing, seeing what others people are doing, passing 

time, freely expressing one’s self, keeping in touch with friends and family, ease of 

communication, and the convenience offered by simultaneously communicating with 

many people. Information motives include obtaining and sharing information (facts, 

links, news, knowledge, and ideas), giving or receiving advice, learning interesting 

things, and meeting new people. These factors can be used to construct a theoretical 

framework for social media usage on Twitter, which is primarily used as an information 

source; it is a means to share information. Active Twitter users seem to use technology to 

gratify information needs, to the same extent as they would use, or have used, the 

traditional mass media (Johnson & Yang, 2009).  

          2.2.1 Understanding Working Adults’ activities on Social Media 

Most social media studies have previously been conducted in the United States. 

Such studies have focused mostly on young adults and teenagers (Smith & Kollock, 

1999; Rogers, 2003; and Anderson, 2015). Certainly, it is plausible that, as an individual 

matures and begins to work, their motives for using social media might well change. In a 

study of social media usage patterns in workplaces, Nesbit (2010) found that employees 

under 30 years old used social media as a common part of their daily life; older 

employees, however, were not familiar with Social Media or had simply never used it 
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(Nesbit, 2011). Social media familiarity was strongly associated with its use by both male 

and female respondents.  

There was, however, a difference in the usage pattern among genders on differing 

Social Media platforms. The most used platform was Facebook, followed by Twitter, 

MySpace, Flickr, LinkedIn, and Bebo. Park et al. (2009) found that Facebook users seek 

information in order to participate in societal or civic activities. Otherwise, they 

frequently used Facebook to interact with group members. In addition to this, participants 

who mainly use Facebook Groups for recreational reasons generally tend to be involved 

with more familiar and comfortable types of activities or associations, such as hobby 

clubs or environmental groups. The Facebook Groups user, who uses this medium more 

actively and purposively, tends to engage in off-line civic and political activities.  

Similarly, lower class men seem to be motivated to use Facebook Groups for varying 

purposes, and are more likely to participate in civic and political activities more 

frequently and actively than the more upper class men. This difference may be based on 

the factor that the more upper class men will have far little time on their hands, when 

combined with a far broader and worldly experience with higher stress levels than men of 

a lower social status.  This specific research project could provide an understanding of 

the nature of the trends regarding what social media channels Thai people utilize for their 

use and gratifications, and their social outcomes for most working adults. 

The research topic approach is similar to research undertaken by Dhaha (2013). 

Dhaha discovered that entertainment, social interaction motive positively and 
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significantly predicted the addiction to the social media. On the other hand, this study 

also found that entertainment and relaxation motives did not predict social media 

addiction. This is contrary to previous studies, which found that the entertainment and 

relaxation motive is, in fact, a predictor of social media addiction (Jung et al., 2005; 

Sheldon, 2009).  

The findings of the descriptive analysis indicate that the two most popular social 

media are Facebook and Line.  Moreover, most users are accessing the social media and 

updating their profile on a daily basis. Besides this, a majority of the respondents 

performed the aforementioned activities from their home. In addition, the core highlight 

of uses and gratifications factors on social media have appeared in many of the studies: 1) 

entertainment; 2) companionship; 3) content gratifications; and, 4) escapism. All of these 

appear in many of the previous research projects. These factors are likely to explain what 

may be related to the development of Facebook addiction (Joinson, 2008; Papacharassi & 

Mendelson, 2011). Furthermore, Facebook added the real-time synchronous instant 

messaging application called ‘Chat’ (Wiseman, 2008). This feature may have encouraged 

some Facebook users to spend more time on the site for social purposes, such as chatting 

with their friends and family. Thus, these findings correspond with several research 

results, which have been carried out previously focusing on social media. 

Another study has pointed to significant relationships among content sharing, 

sociability and the privacy of social network sites (Brandtzaeg, Luders & Skjetne, 2010). 

Stelzner (2012) explained that marketers shift their social media use to meet demographic 
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changes. Stelzner’s study investigated more than 3,800 marketers, 57% being based in 

the United States, 9% each in Canada and the United Kingdom, 5% in Australia, and the 

remainder were elsewhere. Stelzner found three significant details. First, younger 

marketers added video production more often than older people did. Second, Facebook is 

the most common entry point into social media marketing when compared to other 

platforms (e.g., Twitter, Google+ and LinkedIn). Third, the amount of time spent using 

social media has increased, and female marketers have in particular increased their use 

more than males (Stelzner, 2012).  

During the same period during which social media use was increasing, Stelzner 

(2012) found businesses were using marketing via non-Social Media channels - such as 

television, radio, print ads, and direct mail, less often (Stelzner, 2012).  Although Stelzner 

addressed the amount of time marketers spend on social media, the research did not 

examine social media use by non-marketing professionals.  

News sharing is one of the top activities in social media use. Lee and Ma (2012) 

studied the impact of news sharing in social media by using gratifications and 

experiential factors for analysis. They found that people like to provide their opinions, 

knowledge, and other content in virtual communities. In addition, they tend to maintain 

relationships with other people who have the same, or similar, needs and thoughts. 

Researchers concluded that social media empowers people to search and share content, 

and communicate with others. They found that people tended to share news information 

in social networks; however, entertainment information was not a significant topic for 

news sharing on social media (Lee & Ma, 2012). Also, in the same study, the researchers 
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did not assess the impact of different types of news - such as political, scientific, 

entertainment, or sports news - for which individuals have different allegiances, 

preferences and which, accordingly, affect their sharing behavior.  

2.3 Psychological Factors and Behavior  

Psychology is concerned with what motivates people, as well as with how people 

are different from one another. Psychology is about mental processes rather than 

predictions. American psychologist J.B. Watson addressed the directly observed patterns 

and measured people on what stimulates their response, which focuses only on behavior. 

Most of the previous research studies were conducted to understand people’s behavior 

(Haynes, 2014). In many areas of behavioral addiction, there has been an active debate 

about whether some excessive behaviors should even be considered as genuine addictions 

(e.g. video games, internet use, sex, regular exercise, Griffiths (2005) has operationally 

defined addictive behavior as any behavior that features what Griffiths believes are the 

six core components of addiction: 1) usage pattern; 2) motivation for use; 3) personality 

of social media usage; 4) negative consequences of social network systems usage; 5) 

potential social network system addiction ; and 6) social networking system addiction 

specificity and comorbidity.  

          2.3.1   Addiction Concept 

          Addiction is a phenomenon where people find that they cannot control themselves 

when doing or using something (Nordqvist, 2009). Eventually, a habit can become an 

addiction. A person may have a habit when that person does something by choice. The 

habitual user can decide to stop, whereas an addicted person is not in control of their 
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choice (Nordqvist, 2009).  According to Medilexicon’s Medical Dictionary: “Addiction is 

habitual psychological or physiologic dependence on a substance or practice that is 

beyond voluntary control” (Medicalnewstoday.com).  

Addiction often invokes the concept of an ‘unstable mind’ (West, 2006). For 

example, those people who cannot balance their thoughts, feelings and actions may be 

addicted. Indeed, whilst it may be true that uncontrollable thought impulses can result in 

uncontrollable behavior (West, 2006), other people may be subject to a physical and/or 

psychological addiction.  

Psychological activities include such negative things, such as compulsive 

gambling, sex, work, fitness, shopping, or eating disorders (Engs, 2014). However, 

physical and psychological attributes can combine to impact on people in either positive 

or negative ways (Cardak, 2013). Addiction is a behavioral expression of a 

motivational/reward system (West, 2006). Similar to physical addiction to drugs or 

alcohol, people appear to readily partake in activities such as compulsive gambling or 

actively perpetuate well-known eating disorders even when they actually know that these 

activities are harmful (Ruth, 2012). However, a few studies have focused on 

psychological symptoms (Adalier & Balkan, 2012; Milosevic-Dordevic & Zezelj, 2014).    

          2.3.2   Internet Addiction 

 Extreme use of the Internet is defined as problematic when excessive time is spent 

on a computer or similar platforms (Adalier & Balkan, 2012). Dr. Ivan Goldberg 

originated the term of “Internet Addiction” pathological gambling compare to Internet 

addiction. It has been studied in the fields of psychology, sociology and communication 
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(Balci & Gulnar, 2009). Many studies found that people are much more familiar with 

(thus more comfortable using) technology today than they were ten years ago (Adalier & 

Balkan, 2012). Thus, the relationship between Internet addiction and behavior have 

become of more interest to researchers (Adalier & Balkan, 2012). A recent study by 

Bayraktar (2001) developed the Internet Addiction Scale (IAS). This scale is reliable; the 

Cronbach’s alpha reliability coefficient is .90. The scale aims to measure Internet 

addiction symptoms with regard to 20 specific items (Kurtaran, 2008). Previous research 

indicated that Facebook addiction is considered as platform of internet addiction 

(Andreassen, Torsheim, Brunborg, & Pallesen, 2012).  That was addressed by Sofiah et.al 

(2011), Facebook addiction has positive correlation with Facebook motives such as 

communication, passing time, social interaction, entertainment, and companionship. 

However, only passing time, entertainment, and communication were found to be the 

predictors of Facebook addiction among university students in Malaysia.  

          2.3.3  Social Media Addiction 

When people spend excessive time on a particular medium that it begins to 

interfere with their life, psychologists call this social media addiction (Wilson, 2015). 

Social media addiction is defined as the compulsion people feel to use more and more 

social media to satisfy their needs (Wilson, 2015). The United Kingdom Public Health 

Analysis (Ablow, 2012) accepted that addiction to social media, such as Facebook and 

Twitter, was a kind of a disease. Researchers (Wilson et al., 2010; Kuss & Griffiths, 

2011a; Wilson, 2015) identified social media as more severe in its potential for habit-
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forming, than even alcohol or smoking cigarettes, and found that it affected a much 

broader age-range of people, from children to adults.  Psychologists define social media 

addiction as spending more than 5 hours per day using social media (Hugskater, 2013). 

The excessive use of social media services somewhat incessantly was creating a need for 

more usage: the term ‘addiction’ was grouped in three levels: non-addicted, people who 

spend between 1-4 hours per day; light-addicted, people who spend between 5-9 hours 

per day; medium-addicted, people who spend between 10-14 hours per day; and, heavy 

addicted, people who spend more than 14 hours per day on Social Media. Psychologists 

also found patterns of addiction so severe that people in advanced stages saw effects on 

their daily life such as untimely eating, going to bed too late, and clocking in or going to 

work/school late (Wilson, 2015). Negative behaviors identified effect on academic 

achievement, efficiency of work, and relationship problems (Kuss & Griffths, 2011).  

Psychologist Kimberly S. Young (1996), first presented the concept of Internet 

addiction. Young’s study established the characteristics of Internet addiction. Young 

found that Internet addicts shared the basic characteristics of gambling addicts and, in 

research thereof, questions about gambling addiction behavior were used to measure 

internet addiction behavior. Results identified people as having internet addiction, when 

at least five of the following eight symptoms are exhibited. The symptoms are: 

1. Feel immersed in the Internet even when they disconnect; 

2. Desire longer Internet usage; 

3. Are unable to control themselves; 
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4. Felt moody with less/restricted use of the Internet; 

5. As ‘loners’, spending time online much more than they intended; 

6. Used the Internet so much that it affected their work, study, and family 

relationships; 

7. Spent less time with family members or friends or, 

8. Withdrew themselves from family and society 

Social media addicts possessed different characteristics according to an 

individual’s different needs. However, some observable indicators for social media 

addiction were identified in Young’s study. There are seven behavioral indicators: The 

first is a disregard for time spent online: The internet was used for longer than intended, 

and when online time was interrupted/curtailed by someone, mood swings arose. The 

second is household routine/chores problems. This included dirty clothing piling up, lack 

of attention to eating routines, and frequent late sleeping. The third is isolation from 

family and friends. In this case societal/communal life faded at the expense of time spent 

online, with little or no regard for external relationships, combined with the thought that 

nobody in real life understands them as much as their online friends do. The fourth is a 

feeling of resistance when Internet was curtailed or restricted: Boredom with incessant 

familial demands on computer use in order to achieve more ‘quality’ family time were 

felt. The fifth is that they often concealed their use of the Internet or lied to family 

members about the time they had spent, or things being done, online. The sixth addiction 

is to experience a euphoric feeling when involved with an online activity; the internet was 

used as a release channel for emotional tension or sadness, and is also used for 
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excitement and sexual satisfaction. The last one, limiting the time spent on the Internet 

was attempted numerous times, but always failed.  

Following Young’s study, other researchers (Cabral, 2011; Sherman, 2011) tried 

to understand the outcomes of Social Media addiction. With regard to Kuss and Griffiths 

(2011), who studied the concepts of addiction to SNS (social networking sites), findings 

indicated that SNS are predominantly used for social purposes. Extroverts use it because 

of self-esteem, some people use SNS for social enhancement, while introverts use it for 

social compensation.  The more usage of SNS, the lower the levels of conscientiousness 

and the higher the levels of narcissism are. Moreover, high use of SNS was negatively 

correlated with real-life social participation and academic achievement.  

In 2011, Kuss and Griffiths performed a comprehensive literature review to 

examine the legitimacy of SNS addiction. In their paper, they focused on six areas 

associated with SNS addiction: 1) usage patterns; 2) motivations for SNS use; 3) 

personalities of SNS users; 4) negative consequences of SNS use; 5) empirical evidence 

of SNS addiction; and 6) co-morbidity. At that time, the authors were only able to locate 

five previous studies of SNS addiction. As a result, they were limited in their ability to 

ascertain the status of this potential disorder. While they were able to recognize that 

excessive use of SNSs can be linked to negative outcomes, they concluded that more 

extensive research was required in order to prove the existence of this as a genuine 

psychological disorder. 



28 
 

 
 

In the root of internet addiction, social media addiction can be considered as being 

a subset of internet addiction (Pooh Cha Cheak et.al. 2012). That is applicable to 

investigate the relationship with social media addiction. Internet addiction can also be 

considered as a type of technological addiction similar to computer addiction, and a 

subset of behavioral addiction just like compulsive gambling (Griffiths, 1999; Chou & 

Hsiao, 2000). 

Based on the past research on Internet consumption, it can be seen that social 

media addiction is a situation when a person tends to logon to their social media at least 

once a day and then spends long hours on social media that makes them neglect their 

daily duties or obligations. 

Decharin (2016) found that people who were excessively addicted to digital 

media changed their life style, thoughts and attitudes toward societal norms. Younger 

people might think and work faster, but Detain found that their capabilities for in-depth 

thought, long concentration, and capability for creative thinking, often decreases. 

Decharin (2016) also studied the social media network usage behavior of teenagers. The 

research results found that they enjoyed using social media and they associated it with 

good times, resulting in ever-increasing usage. Sahroth (2004) found that overuse of 

social media could replace important life activities such as studying, work and family 

interaction. Furthermore, Internet addiction was exhibited by a loss of self-control; 

addicts could only think about their next Internet exploration, and they felt anxious when 

required to power down.  Addicts also spent excessive time on the Internet and would 



29 
 

 
 

often tell lies about their length of time of usage. Social status could be seen as one 

criterion for Facebook addiction (Folarnami, 2013). 

2.4  Related Research Concepts 

In the United States of America (Reimer, 2013), most users who were addicted to 

Facebook were also addicted to other types of Internet use. Facebook addiction was 

considered to be just a symptom of Internet addiction (Kuss & Griffiths, 2011b). 

Facebook use caused feelings of warmth and happiness similar to meeting a friend in real 

life to many users. Also, many Facebook addicts were diagnosed with ADD (Attention 

Deficit Disorder) (Wilson, 2015), fear withdrawal behavior (Cabral, 2011; Wilson, 2015), 

and depression (Wilson, 2015). According to the results from a new study by Lightspeed 

Research for Oxygen Media Group (Parr, 2010), who surveyed Facebook usage behavior 

among women aged between 18-34 years old, in the USA, most respondents 

acknowledged that they spent their daily lives entirely tied up with Facebook. 

Furthermore, one-third of the respondents reported that the first thing they did after 

waking-up was to turn on the computer to view Facebook; they checked Facebook before 

brushing their teeth or answering the call of nature.  In addition, 39% of the respondents 

accepted that they were indeed already addicted to Facebook (Parr, 2010). 

Britain’s National Health Service (NHS) has also studied Social Media addiction. 

The report defined children and adults who spent more than five hours per day on Social 

Media as addicts (Hugskater, 2013). Social Media addiction directly impacts an addict’s 
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daily life. Teenagers seem to feel more confident to create a virtual relationship with 

someone whom they have never met for real, rather than real-life friends (Hugskater, 

2013). Similar to British teenagers, Thai teenagers examined by Sahroth (2004) enjoyed 

spending their time on Social Media sites - to have fun and to relax – far more than they 

actually enjoyed spending time off-line. 

In the United States, Reimer (2010) found that more people have Facebook 

addiction symptoms than have an overall Internet addiction. Kuss (2013) found the same 

pattern. Both Kuss’s and Reimer’s participants said that using Facebook made them feel 

warm and happy, and that Facebook helped them meet friends in the same way as in real 

life.  

2.5  Gender Differences in Social Media Addiction 

Men and women may use technologies for different purposes (Karaiskos, 

Tzavellas, Balta, & Paparrigopoulos, 2010). Karaiskos et al. performed a case study of a 

woman who was a confirmed social media addict. They found that social media had a 

significant and negative impact on both her professional and private life. Because this 

woman used Facebook for at least five hours a day, she was dismissed from her job. 

Similarly, Kuss and Griffiths (2011a) found that women are often seen as having a higher 

risk than men for developing a potential Internet addiction are. Cam and Isbulan (2012) 

found gender and class differences with regard to Facebook Addiction among teacher 

candidates in Turkey. The research found that males were more addicted to the site than 

the females.  
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 Based on reviews of literature on gratifications, this study will extend the existing 

literature by investigating whether or not gender influences Thai working adults’ use of 

social media. Hence, the first research question is this: 

 RQ 1: What is the relationship between gender and Social Media Addiction? 

There are several advantages and disadvantages that people may feel they obtain when 

using social media. Loneliness is a significant factor that has been studied by scholars 

attempting to find a link with user gratification. Similar to people who are addicted to 

online games (Zhou, 2010), people go online for leisure, because they are bored, or are 

lonely. From the Uses and Gratifications perspective, Perse and Rubin (1990) and Canary 

and Spitzberg (1993) found that lonely people are more motivated to watch television than 

to have inter-personal relationships. Moreover, chronically lonely people who are passive 

television users, and non-interactive with other people, have changed their media usage 

patterns in their social interactions.  

Another reason why people might use social media is based on the concept of a 

‘Fear of Missing Out’ (FOMO). This is a new term for what was previously regarded as 

loneliness but is, in reality, more interactive in nature. FOMO is a very real feeling that is 

starting to permeate social relationships (Grohol, 2011). In social media, FOMO has 

become part of online conversation, and helps people stay focused on the content, so that 

they do not miss a moment of experience. 

Finally, people might use social media for information-gathering. 

Kasemchaiyanant (2011) found that working-aged people were concerned that the use of 
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social media might mix their jobs with their private lives – interfering with both. School-

aged friends could also use social media for communication. Participants within 

Kasemchaiyanant’s focus groups stated that they used social media because it easily 

allowed them to have immediate and responsive communication that was both convenient 

and rapid. This convenience and speed could account for people’s increasing use of social 

media.  

Research on the utility of social media addiction has resulted in rather mixed 

findings. Moreover, most of the previous research has mainly focused on teenagers. 

Therefore, this study will extend the previous literature content (Decharin, 2016; Cabral, 

2011) about social media addiction through the study of working adults, in order to 

determine the benefits and problems they experience when using social media. The 

research questions are proposed:  

RQ2: “What uses and gratifications are associated by users with social media? 

2.6 Gratifications of Social Media Use 

The gratifications sought and obtained from the media are concepts that help 

strengthen the foundations of uses and gratification research (O’Donohoe, 1993). 

Littlejohn (1999) explains that, “Individuals are believed to control their media-

consuming behavior according conscious goals. No attention is paid to the ways in which 

media may be consumed mindlessly or ritualistically” (p.353).  LaRose and Eastin (2004) 

asserted that the gratifications sought and obtained are not exactly a counterpart to the 

concept of outcome expectations. LaRose and Eastin addressed gratifications that sought 
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to predict a result; however, they did not obtain outcomes at the time. Although 

comparing gratifications sought with results obtained reflects the outcomes achieved in 

the past, it does not necessarily reflect the likelihood that the same gratifications would 

be satisfied by additional media consumption (Larose & Eastin, 2004).  

Another medium that has been extensively studied with respect to uses and 

gratifications approach is advertising. Advertising can benefit consumers by providing 

product information, additional value from warranty, entertainment, post-buying 

reassurance, sensational experience, and participation (Keterlaar& Van Der Laan, 2009). 

As noted by Keterlaar and Ver Der Laan (2009), these uses of advertising are directly 

related to the goals of marketing. Other uses, for instance, learning topics of conversation 

and surveillance, may or may not be related objectives. As summarized by their study, 

the use of advertising includes: “reconfirmation, inspiration exploration on the 

collaboration, customer contacts supporting, visionary synchronization, frame of 

reference forming, expectation, mediation chances and obtaining professional opinion, 

agenda-setting, and learning” (Keterlaar & Van Der Laan, 2009, p. 157).  

Working people’s gratifications from and motivations for social media usage has 

been a topic of interest for researchers throughout the world, including Thailand. There 

are multiple uses and gratifications typologies that could be used. Lasswell (1948) posed 

four uses in his operational study: 1) surveillance; 2) correlation; 3) entertainment; and 4) 

cultural transmission. McQuail et al. (1972) and Blumer & Katz (1974), found four 

different motivations: 1) diversion; 2) personal relationship; 3) personal identity; and 4) 



34 
 

 
 

surveillance. Rubin (1981) found nine motivations: 1) the passing of time; 2) 

companionship; 3) excitement; 4) escapism; 5) enjoyment; 6) social interaction; 7) 

relaxation; 8) obtaining information; and, 9) learning about a specific content.  

This research project developed a list of uses and gratifications frameworks by 

focusing on ten listed uses and gratifications, developed by Whiting and Williams (2013). 

This study will apply their framework because it looks at uses and gratifications within 

social media.  In addition, their list appears to be the most comprehensive. Whiting and 

Williams (2013) interviewed a range of social media users and explored what keeps them 

coming back to social networks. They identified ten reasons why people use social 

media. First, unsurprisingly, it allows people to be social. Through social media, users 

meet new people and keep in touch with existing friends, acquaintances and family. 

Whiting and Williams call this “Social Interaction.” This includes: Facebook as a place to 

interact and socialize with others; having more contact with people via social media than 

face-to-face; social media gives them a social life; and using it to connect with and keep 

in touch with their family, friends, spouse, co-workers, old and new friends. Second, it 

allows, “information seeking.” This refers to the process of finding information about 

products/services, keeping up to date with social events, and learning new things. Third, 

it can be used for “passing time.” It’s a great ‘Time Killer’ and a cure for boredom 

whether at home, school or in the workplace. Forth it is seen as a kind of “entertainment.” 

zone.  Online games, music and videos can all be accessed through social media. 

Watching a stream of updates from people is also a form of entertainment, whether these 

updates are intentionally humorous or not. Fifth it is used for “Relaxation.” Although 
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some people find others’ updates humorous, they also find them relaxing. Social media 

can be a way to alleviate stress and escape reality. Sixth, it allows the “expression of 

opinions.” Users see social media as a channel for expressing personal thoughts and 

opinions, criticizing others and blowing off steam (either anonymously or otherwise). 

Seventh it provides users with “things to talk about.” Similar to a daily newspaper, Social 

media provides subject matter for people to talk and gossip about with others. Eight it is 

used out of “convenience.” Social media is readily accessible, even more so nowadays, as 

mobile devices have become ubiquitous. Furthermore, people can talk to several people 

at the same time. Ninth it can be used for “sharing information.” People broadcast things 

about themselves. By publishing updates, videos and pictures, people market their own 

personal brand or business. Tenth it allows surveillance or to engage in “knowing about 

others.” Social media allows a window into the lives of others. 

 All of these gratifications identified by Whiting and Williams involve using 

social media tools. Uses and Gratifications see the audience as actively using social 

media to gratify their own needs and purposes.  However, as the author of this research 

project, it would be important to validate and explore further study among the ten uses 

and gratifications, which are associated with social media addiction. In this respect, one 

research questions are proposed; thus: 

RQ 3: Which factors predict Social Media Addiction? 

2.7  Time Spent on Social Media Usage  
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Time spent using social media was perceived to be less problematic for those 

people having ample opportunities for real-life interactions (Nyland, Marvez, and Beck, 

2007). Opposing the findings of  Echeburua and De Corral (2010), they also asserted that 

excessive use of new technology may be particularly addictive to young people.                                                                                                                      

Other research determines that people who spend at least five hours a day on 

social media can be defined as excessive users, and should be or were often dismissed 

from their job (Karaishoes, Tzavellas, and Balta, 2010). Others argue that a person’s 

cognitive and behavioral attributes combine to develop negative traits associated with 

social media usage (Davis, 2001; Kirschner and Karpinski, 2010). 

Also, as a result of lower educational grades and decreased academic 

performance, the time people spend on social media has become the main concern of 

others throughout the world. social media has become part of most people’s daily routine, 

with an addiction to information, sensation, entertainment and satisfaction also resulting 

in people becoming, perhaps, far too overly dependent on the media (Folarani, 2013).  

Thus, this study suggests that there is a significant association between time spent 

on Social Media and Social Media addiction. 

RQ 4: Is time spent using social media associated with social media addiction 

behavior? 
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The uses and gratifications theory is applied in this research to explain why 

working adults choose to communicate via social media, rather than through media 

formats that are more traditional. The next chapter provides the methodology that will be 

used, which has been specifically designed to investigate this dissertation’s research 

questions. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

3.1  Research Objectives 

The purpose of this study is to investigate the factors that influence working 

adults’ addiction behavior in social media usage. In order to understand working adults 

‘motivations for how and why they rely on and sometimes have compulsion on using 

social media, it is also necessary to know how much time they spend using social media 

and why they use it.  

This section will discuss the selected research methodologies, outline the design 

that will be used, and review the statistical procedures that will be employed. In previous 

studies, various methods were used to explore social media uses and gratifications. These 

included mixed methods (Quan-Haase & Young, 2010) and online surveys (Valentine, 

2011; Yuan, 2011; Park, Kee & Valenzuela, 2009; Leung, 2001).  

This study applied quantitative approaches by employing survey research 

analysis. Survey research is one of research methods that allow the researcher flexibility 

in utilizing either quantitative or qualitative methods. According to Becker (1979) noted 

that uses and gratifications would work compatible and be clearly compatible with the 

report received from audience members who can provide information about why they 

attend to a particular medium and how that medium motivate them. 
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3.2  Research Questions and Hypothesis 

This study attempted to examine the relationship between excessive use social 

media and social media addiction with uses and gratifications motives. The main research 

question for this study were as follows: 

RQ 1: What is the relationship between gender and Social Media Addiction? 

RQ2: What uses and gratifications are associated by users with social media? 

RQ 3: Which uses and gratification factors predict social media addiction? 

RQ 4: Is time spent using Social Media associated with Social Media addiction 

behavior? 

The following research hypotheses were investigated: 

H1 Women were more likely to become addicted than men. 

H2 Each use and gratification was associated with addictive use of social media 

H2a Convenience was associated with addictive use of social media 

H2b Entertainment was associated with addictive use of social media 

H2c Surveillance was associated with addictive use of social media 

H2d Social Interaction was associated with addictive use of social media 
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H2e Relaxation was associated with addictive use of social media 

H3 The more gratifications experienced by a person, the more addicted they will 

be. 

H4 Time spent is the definition of addiction, then the extent of addiction leads to 

more negative behaviors. 

3.3  Questionnaire Design and Data Collection 

The population for this study was Thai working adults who were normal users, 

medium users and heavy users of social media. The participants were randomly recruited 

from social media (e.g. Facebook, Youtube, Twitter, etc) in order to capture among 

working Thai people aged 25-44 years old. According to SocialBakers, it was reported 

that almost 7 million people aged between 25-45 years old have become Facebook users 

(SocialBakers, 2012) and more than half of women (52.17 percent) in this age group, use 

Facebook, while 47.31% of men do. 

Popularity of the Internet and Social Media tools (such as Facebook and Twitter) 

can support the consumer survey researchers in an enormous way (Broughton, Foley, 

Ledermaier, & Cox, 2013). For minimal investments, Social Media tools can reach a 

large population of research participants (Broughton et al., 2013). The survey sample can 

be specifically targeted with detailed demographic information available on the social 

media profiles. The researcher will use a network sampling technique by posting to social 

media with a link to the online questionnaire asking social media users to participate in 
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the study. For example, Facebook pages have more than 100 organizations and 

individuals who always access to search for information, jobs applications, and share 

news everyday (Broughton et al., 2013). The survey was conducted over a set six-week 

period.  

Crano and Brewer (2002) argued that it was important for the researcher to 

consider an appropriate sample size because it supported decision-making about selecting 

a credible, sufficient sample. The size of the sample that was needed also depends on the 

amount of the tolerable amount of errors that will be allowed to happen during the entire 

research project. The minimum error was the precision of how the research results are 

obtained. The more precision the research needs, the bigger the sample size must be.  

This research study will use several statistical tools to answer the research 

questions, such as descriptive, correlation, a chi-square test, factor analysis and SEM 

AMOS. Therefore, this research used G Power Software to calculate the minimum 

sample size for this study (Erdfelder, Faul & Buchner, 1996).  

The G Power software shows that the t-test needs at least 176 samples so that 

there will be approximately 95% confidence interval, to be able to reject the null 

hypothesis for the .05 significance level for medium effect size 0.5. For the correlation to 

be sufficiently powerful to detect relationships among the variables, at least 111 

participants are needed, given a 95% confidence interval to be able to reject the null 

hypothesis and a .05 significance level with medium effect sizes of 0.3 to accept the 

hypothesis. The regression consisting of various predictors needs 146 samples, 

approximately 95% of power to reject the null hypothesis for 0.5 significance level for 
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medium effect size 0.15. EFA (Exploratory Factor Analysis) is used to find the smallest 

number of common factors that will account for the correlations (McDonald, 1985). To 

perform a factor analysis, the variables should have at least three variables (Tabachnick 

& Fidell, 2007). A factor with two variables should be considered reliable when the 

variables are highly correlated with each another (r >.70). The recommended sample size 

is at least 300 participants, and the variables that are subjected to factor analysis each 

should have at least 5 to 10 observations (Comrey & Lee, 1992). Normally, a large 

sample size will diminish the error in the data and EFA generally works better with larger 

sample sizes. However, Guadagnoli and Velicer (1988) proposed that if the dataset has 

several high factor loading scores (>.80), then a smaller size (n>150) should be sufficient. 

According to Kline (2002) and Weston and Gore, (2006) they recommended a research 

project to have a minimum sample size of 200 for any SEM analysis. 

Therefore, the researcher will use 300 participants for the most appropriateness 

for this study. Because many online studies are often challenged by the low rates of 

participation, it was determined that the study must over-recruit participants. Anticipating 

a 60% non-response rate to the invitation to participate, the researcher chose to recruit, in 

order to reach the minimum number of participants as statistically needed in order to 

attain a sufficient pool of respondents, to make the results become credible.  

The survey questionnaires and items are adapted from the instruments used by 

many researchers who study uses and gratifications (Whiting and Williams, 2013) and 

social media addiction (Cabral, 2011; Ghohol, 2011; Sherman, 2011). These items are 

applicable to the present study because social media is widely used for business purposes, 
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and similar gratifications have been expecting to motivate their use. These items have 

been used to study uses and gratifications since Rubin and Rubin’s research in 1979. 

These items have been tested in contexts ranging from traditional media to new media 

formats. Hence, this instrument will enable the present study to be compared to 

overarching methods and theories in the field of Social Media and in uses and 

gratifications research.  

The instrument consisted of both Likert Scale questions, which is used to measure 

an individual’s time spent, activities undertaken, behaviors, social media addiction, as 

well as some simple demographic questions and questions about the participant’s media 

use patterns. 

The questionnaire was translated from English into Thai language by the 

researcher and reviewed by a BU (Bangkok University) Assistant Professor to make sure 

that an accurate and appropriate translation of the items was conveyed to all the 

participants. The questionnaire was constructed according to the recommendations of 

Whiting and Williams (2013).  

          Activities: Activities were measured based on twenty items adapted from Leung 

(2011); Quan-Haase & Young (2010); for example, “View/read other people’s data”, 

“Communicate with friends”, “Check my newsfeed for the latest from my friends”, and 

“Update current news information or movement”.  

          Uses and Gratification: As for uses and gratifications, it is measured based on 

Whiting and William (2013). Examples of the adapted forty items are “Have more 
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contact with people via Social Media than face to face”, “Find information about sales, 

deals, or products”, “I use Social Media when I have idle time or when I am bored”.  

          Social Media Addiction: social media addiction is determined by 34 items adapted 

from Cabral (2011); Sherman (2011); for example, “Social Media is necessary for you”, 

“You have incessantly planned to further using Social Media in the future”, “You can 

express your opinion via Social Media”, “You think that you can express your emotion 

via Social Media” “You use Social Media as the means for problem avoidance or 

emotional relief from pressure and desperateness feelings”. The following Table 3 shows 

the measures of the variables used in this study. 

Table 3:  The Measures of the Variables Used  

Variables No.of Items Source of scale Types of scale 
Activities 23 Leung (2011); Quan-Haase and 

Young (2010) 
5-point Likert scale 

Time spent 6 Wilson (2013) 5-point Likert scale 
Uses and Gratifications 40 Whiting and William (2013) 5-point Likert scale 

Social Media Addictions 34 Vagias, 2006;Cabral, 2011; Ghohol, 
2011; Sherman, 2011 

5-point Likert scale 

 

The final survey (Appendix C) contains a four-section questionnaire and will take 

about 15 minutes by each participant to complete.  

Part 1:  Data of demographic characteristics of respondents, consisting of their 

sex, age, education, income and occupation, with checklist as the type of question (Q1-5). 

This part is designed to gather the respondent’s demographic information such as 

sex/gender, age, income and their level of education. 

Part 2:   General behavior of Social Media Usage (Q6-10). This part is designed to 

gather the general Social Media usage, time spent, and frequency of Social Media Use. 



45 
 

 
 

Items are scored on a Likert-type Scale, and each item on the scale will ask the 

respondents to rate their usage, gratification and Social Media addiction (1= strongly 

disagree up to 5 = strongly agree). 

 Social Media Activities: In this section, working adults will be asked to rate how 

frequently and the length of time they use the social media on a daily basis. In addition to 

this, the following list of internet application uses were inquired about, concerning the 

hours spent daily by these devices: Facebook, Twitter, YouTube, Instagram, WeChat, 

others. For these variables, the total number of hours spent using social media site daily 

on a five-point scale: (1) less than 1 hour, (2) from 1-4 hours, (3) from 5-9 hours, (4) 

from 10-14 hours, (5) from 14 hours and above, were calculated in order to provide a 

more detailed and elaborated picture of the overall usage.  

Part 3:   Uses and gratifications on social media (Q11). This part was designed 

with the questions that primarily came from Whiting and William (2013) based on ten 

themes: 1) social interaction (1-6); 2) information seeking (7-11); 3) passing time (12-

15); 4) entertainment (16-19); 5) relaxation (20-23); 6) expression of opinions (24-28); 7) 

things to talk about (29-30); 8) convenience (31-33); 9) sharing information (34-35); 10) 

surveillance or knowing about others (36-40). The forty items were scored on a Likert-

type Scale, and each item on the scale will ask the respondents to rate their uses and 

gratifications on social media (1= strongly disagree up to 5 = strongly agree). Each item 

is addressed such as: Social Interaction i.e. “Have more contact with people via Social 

Media than face to face”, “Social Media gives me a social life”, “Connect and keep in 

touch with family and friends”, and etc. 
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Part 4:   Social Media Psychological and Behavior Addiction (Q12). This part is 

designed from the questions taken from Cabral, (2011); Ghohol, (2011); Sherman, 

(2011), based on Social Media Addiction and Internet Addiction. The author has adapted 

those authors’ questions by asking working adults score on Likert Scale, total thirty-four 

items and each item on the scales will ask the respondents to rate their social media 

addiction (1= strongly disagree up to 5 = strongly agree). The social media addiction 

scales were comprised thirty-four items representing three dimensions, namely behavior 

addiction, anxiety, and preoccupied. Each item is addressed such as “ You feel that you 

are addicted to social media”, “You find that you spend more time than intended on 

Social Media”, “You check your social media sites before something else that you need 

to do”, “You feel your productivity suffers because of social media”, “You try to cut 

down the amount of time you spend online and fail”, “You typically feel stressed out, 

disconnected, or paranoid when you cannot access social media sites”,  “You feel that 

you are addicted to Social Media”, “You feel your productivity suffers because of social 

media”. Following Sherman (2011), the author will adapt the Facebook Addiction 

instrument by rewording to fit with this study. For example, “I feel bad for how much I 

use social media, but I just can’t stop; I feel preoccupied with social media, I feel restless 

when I don’t have access to social media. 

The descriptive statistics will be measured means and standard deviation for 

continuous variables and frequency will be used to divide demographic i.e. gender, age, 

income, occupation, and education variables in the analyses. As such, the reported values 

for males and females are measured the statistical significance of the mean differences by 
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using independent samples t-tests (continuous variables). In order to compare male and 

female differences in social media addiction sites, a Pearson Chi-Square (X2) test will be 

applied. Correlation matrices are used to show the association between gender and each 

social media sites. The Pearson correlation coefficient (r)is used to demonstrate the 

bivariate relationships. The results of this study will be presented in the Chapter 4 and 5.  

3.4  Research Procedures 

 This study applied an online survey tool (Qualtrics) to deliver the survey 

questionnaires in order to fuel the research initiatives used in this study. In comparison to 

paper-based surveys, Croteau, Dyer, and Miguel (2010) had determined the quality of 

responses. The results indicated that the quality was generally the same as across both 

methods. Meanwhile, the accuracy and validity of the results during data collection is 

another advantage in the use of online surveys. Moreover, an online survey was far more 

convenient and easier to complete when compared to the traditional paper-based version 

(Croteau et al, 2010).  The researcher posted onto their social media personal page with a 

link to the online questionnaire asking social media users to participate in the study. 

Facebook pages have more than 100 organizations and community pages, for example 

The Nation Fan Page gained over 2 Million fans or the Mono Fan Page has now reached 

140 K fans. The author posted the link to the online questionnaire onto the Line 

application and also sent it out via emailed, as well.  

3.5  Overview of the Analyses 

This study employed a quantitative approach by using an online survey tool 

(Qualtrics) to deliver the survey questionnaires. The participants were purposively 
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recruited from social media (e.g. Facebook, Youtube, Twitter, etc) in order to capture 

people among the working Thai population aged between 25-44 years old. The researcher 

used a network sampling technique by posting onto social media a link to the online 

questionnaire asking social media users to participate in the study. 

This research study employed several statistical tools to answer the research 

questions, such as correlation, a chi-square, and factor analysis. Therefore, this research 

used G Power Software to calculate the minimum sample size for this study (Erdfelder, 

Faul & Buchner, 1996).  

The minimum sample size required for the study was 200. The G Power software 

shows that the t-test needs at least 176 samples so that there will be approximately 95% 

confidence interval, to be able to reject the null hypothesis for the .05 significance level 

for medium effect size 0.5. For the correlation to be sufficiently powerful to detect 

relationships among the variables, at least 111 participants would be needed, given a 95% 

confidence interval to be able to reject the null hypothesis and a .05 significance level 

with medium effect sizes of 0.3 to accept the hypothesis. The regression consisting of 

various predictors would need 146 samples, approximately 95% of power to reject the 

null hypothesis for 0.5 significance level for medium effect size 0.15. The EFA 

(Exploratory Factor Analysis) was used to find the smallest number of common factors 

that will account for the correlations (McDonald, 1985). Normally, a large sample size 

will diminish the error in the data and EFA generally works better with larger sample 
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sizes. However, Guadagnoli and Velicer (1988) proposed that if the dataset has several 

high factor loading scores (>.80), then a smaller size (n>150) should be sufficient.  

Therefore, the researcher used 300 participants for the most appropriate number 

of participants for this study. Because many online studies are often challenged by the 

low rates of participation, it was determined that the study must over-recruit, in order to 

reach the minimum number of the required participants. Anticipating a 60% non-response 

rate to the invitation to participate, the researcher chose to recruit three times as many 

participants as statistically needed, in order to attain a sufficient pool of respondents, to 

make the results become credible. 

 To examine the hypotheses regarding social media addiction, the participants 

were asked to complete the online survey which contained a four-section questionnaire 

and took about 15 minutes by each participant to complete it.  

The survey was composed of four separate sections, including demographic 

information, general behavior and social activities on social media. Uses and 

Gratifications on social media was adapted from Whiting and Williams (2013), which 

contains 10 themes of 40 self-report items. The measure of social media addiction was 

adapted from scales reported by previous researchers Cabral, (2011); Ghohol, (2011); 

Sherman, (2011), which contains 34 items. The participants were requested to rate on a 5-

point Likert-type scale (1=strongly disagree, to 5=strongly agree). The current study was 

translated into a Thai language version and reviewed by a bilingual Assistant Professor to 

ensure that there was an accurate and appropriate translation of the items to be correctly 

conveyed to the participants. 
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In the analyses, descriptive statistics, Pearson Chi-Square, Pearson correlation 

test, EFA (Exploratory Factor Analysis), and structure equation modeling were used. 

Structural equation modeling was an extensive statistical approach that was used to test 

models which consist of hypotheses about direct and indirect associations between 

observed and latent variables (Hoyle & Panter, 1995).   

3.6 Conceptual Framework 

 This study examined the answers provided in response to the research questions 

and hypotheses on social media usage of the time spent, activities undertaken, and uses 

and gratifications that can predict a user towards Social Media Addiction.  

 Following a literature review, the author has developed the conceptual framework 

based on Whiting and William (2013) and Social Media Addiction (Cabral, 2011; 

Ghohol, 2011; Sherman, 2011). As can be seen below (figure 1), combining these 

concepts helps to elaborate the relationship among the selected variables: 
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Figure 1:  Hypothesized structural model. The rectangles represent observed variables.  

    The oval shapes represent unobserved latent variables 
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CHAPTER 4 

 RESEARCH RESULTS 
 
 

In this study, I investigate working adults who live in Bangkok for their different 

internet usage behavior. This study used a quantitative methodological approach and an 

online survey study. In addition to this, convenience sampling was also applied to reach 

working adults. The SEM-AMOS and SPSS 21 analysis were used to analyses the data. 

The SPSS-AMOS analysis system was used to analyses the description, correlation, 

prediction and mediation effect. 

The questionnaires were distributed online over a period of three months during 

April – to June 2015. Thai was the language used in the questionnaire. Working people 

participants were assured of anonymity and confidentiality, and their participation was 

voluntary.  

4.1 Descriptive Statistics 

          4.1.1  Demographics: Gender, age, income, education, occupation 

The descriptive statistics of this study found that from the information provided in 

Table 4 below, four hundred and two (402) were distributed among working adults, 300 

were chosen in order to exclude any missing data. Working people participants were 

assured of anonymity and confidentiality, and their participation was entirely voluntary. 

A larger number of the respondents were female (67.3% or n=202) than male (32.7% or 

n=98). Most of the respondents were between 25 to 44 years old, and that age range 

accounted for 76% of the total participants. In terms of the different levels of education 
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status, there were 275 people who held a bachelor’s degree or above, which accounted for 

91.7%. There were 187 respondents who worked as an employee of a private company, 

which accounted for 62.3%. With regard to a monthly income, 44% of the total 

respondents received a higher income from 60,000 baht and above; however, 19.7% of 

the total respondents received an income that was below 20,000 baht; 22.7% ranged 

between 20,001 to 40,000 baht and 13.7% ranged between 40,001 to 60,000 baht as an 

income per month. Therefore, the distribution of the respondents had more females, who 

were highly educated, and they were predominately employed by private companies and 

generally wealthy (with a monthly income being higher than 60,000 baht).  

Table 4:  Demographic: Gender, Age, Education, Occupation, Income 

Demo Category Frequency Percentage 

Gender Male 

Female 

98 

202 

32.7 

67.3 

Age Less than 25 

Between 25-29 

Between 30-34 

Between 35-39 

Between 40-44 

45 and above 

54 

74 

73 

48 

33 

18 

18.0 

24.7 

24.3 

16.0 

11.0 

6.0 

Education Below Bachelor’s 

Bachelor’s 

Above 

25 

179 

96 

8.3 

59.7 

32.0 

    

Occupation Teacher 19 6.3 

(Continued) 
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Governor 

Employees of a Private 

company 

Business Owners 

Others 

18 

 

187 

 

27 

49 

6.0 

 

62.3 

 

9.0 

16.3 

Income 

(Thai baht per 

month) 

Below 20,000 

20,001-40,000 

40,001-60,000 

60,0001 and above 

59 

68 

41 

132 

19.7 

22.7 

13.7 

44.0 

    

The respondents noted that they accessed social media at home 84.3% (n= 253), 

followed by those who accessed it at their office 48.7% (n= 146), in a coffee shop 43.6% 

(n= 131), while traveling 42.3% (n= 127), or in a department store 18.6% (n= 56). The 

respondents used different devices for different activities, with the majority of the sample, 

at 79% (n= 237), who used their mobile phone, 8.3% (n= 25) used their PC, 6.67% (n= 20) 

used their Laptop, and 6%( n= 18) used a Tablet (see Table 5 below).  

  

Table 4 (Continued) :  Demographic: Gender, Age, Education, Occupation, Income 
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Table 5:  Devices for Use to Access the Social Media 

 

 Devices: Social Media Usage (Percent) Total 

(N=300)  PC Mobile Phone Tablet Laptop 

Gender Male 3.67 24.33 1.00 3.67 32.67 

Female 4.67 54.67 5.00 3.00 67.33 

Total 8.33 79.0 6.0 6.67 100 

 

The results from the respondents also revealed that 50% (n= 151) reported to use 

social media during the night time hours, between 21.00-24.00 (see Table 6 below). 

Table 6:  Time Period when using Social Media 

Time Period (Percent) Total 
(N=300) 

M S.D 

Morning 06.00-11.59 8.70 26   
Daytime 12.00-13.00 4.0 12   
Afternoon Time 13.01-16.00 8.3 25   
Evening Time 16.01-20.59 27.3 82   
Night Time 21.00-24.00 50.3 151   
After Midnight 00.01-05.50 1.3 4   
   4.11 1.255 

 
The results in Table 7 below, reports that the top five activities of the respondents 

for accessing social media on a daily basis were to communicate with friends 11.3% 

(n=128), check the newsfeed for the latest comments from their friends 10.1% (n= 114), 

view/read other people’s data 9.4% (n= 106), read private messages received from other 

people 9.4% (n=106), and communicate with their family 7.3% (n=83). Obviously, the 

respondents were assessed activity on social media to communicate to the company or 

organization or colleagues only 3.7% (n= 42).  
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Table 7: Top Ten Assessing Activities (variable) on Social Media 

Variables   Frequency Percentage 

Communicate with friends   128 11.3 
Check my newsfeed for the latest 
from my friends 

    114 10.1 

View/read other people’s data  106 9.4 
Read private message received 
from other people 

    106 9.4 

Communicate with family   83 7.3 
Update current news information 
or movement 

    77 6.8 

Comments on others’ statuses 
and photos 

    76 6.7 

Post photos, including mobile     75 6.6 
Post message on other people’s Internet forum 49 4.32 
Correspond to the company or 
organization or colleagues 

    42 3.7 

 

4.2  Research Questions and Hypotheses 
  

4.2.1  Gender and Social Media Addiction 

 RQ1, asked What is the relationship between gender and Social Media Addiction, 

H1 posited that women would be more likely to become social media addicted than men 

were.  The respondents were asked about the total number of hours spent using social media 

site daily on a five-point scale: (1) less than 1 hour, (2) from 1-4 hours, (3) from 5-9 hours, 

(4) from 10-14 hours, (5) from 14 hours and above. Further examination of the variables 

indicated that working adults spent their time normally, or on average below or equal to 

four hours per day. The top three social media sites were Twitter 87% (n= 263), YouTube 

84%(n= 252), and We Chat 73.3%(n= 220). Men and women lightly overspend their time 

in each social media platform for about 5-9 hours per day, specifically on Facebook and 
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YouTube. The medium level of attention was about 10-14 hours per day on Instagram and 

Line, and the heavy level was about 14 and over hours per day on Twitter. On the other 

hand, men spent their time for about 5-9 hours per day on Facebook 14.3% (n= 43), and 

10-14 hours on both Line and Instagram 8.3% (n = 25) equally (see Table 8):  

Table 8:  Gender spending their time on each platform (hour/daily)  

Time 

spend per 

day 

Gender 

(n=300) 

Normal 

<4hrs 

Light 

5-9 hrs 

Medium 

10-14hrs 

Heavy 

14+hrs 

M SD 

Facebook Male 48(16%) 43(14.3%) 4(1.3%) 3(1%) 2.51 .85 

 Female 104(28.3%) 67(22.3%) 20(6.67%) 11(3.67%) 2.55 1.02 

Youtube Male 85(28.3%) 10(3.3%) 1(0.3%) 2(0.6%) 1.79 .82 

 Female 167(55.6&) 17(5.6%) 9(3%) 9(3%) 1.90 1.03 

Twitter Male 87(29%) 2(0.6%) 3(1%) 6(2%) 1.65 1.09 

 Female 176(58.6%) 5(1.6%) 8(2.6%) 13(4.3%) 1.63 1.13 

Instragram Male 65(21.6%) 4(1.3%) 25(8.3%) 4(1.3%) 2.20 1.36 

 Female 140(46.6%) 14(4.6%) 36(12%) 12(4%) 2.16 1.32 

Line Male 54(18%) 13(4.3%) 25(8.3%) 6(2%) 2.47 1.36 

 Female 125(41.6%) 26(8.6%) 40(13.3%) 11(3.6%) 2.34 1.28 

We chat Male 67(22.3%) 24(8%) 1(0.3%) 6(2%) 1.82 1.10 

 Female 153(51%) 34(11.3%) 6(2%) 9(3%) 1.66 1.13 

 
For specification, a Chi-Square Test of independence was calculated comparing 

the time spent of social media sites in men and women (see Table 9): 
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Table 9: A Chi-Square Test between Time Spent of Social Media Sites and Gender 

Social Media Site X2 (4) Asymp.Sig (2-sides) 
Facebook 6.381 .172 
YouTube 3.987 .408 
Twitter 1.786 .775 

Instagram 4.147 .386 
Line 2.523 .641 

WeChat 3.938 .414 

 

Statistically, significant differences that are meaningful, have been presented in 

this research study. A Chi-Square Test was applied to see whether there is a significant 

difference between female and male working adults related to the answers given to the 

time spent on social media sites scale. As a result of a Chi-Square Test that was applied, 

it was found that there was no significant difference between genders in whether they 

became addicted to social media. The value of Facebook X2(4) = (6.381, p =.172), 

YouTube X2 (4) = (3.987, p= .408), Twitter X2 (4) = 1.786, p= .775), Instagram X2 (4) = 

(4.147, p=.386), Line X2 (4) = (2.523, p= .641) and WeChat X2 (4) = (3.938, p=.414) 

which were larger than the alpha value of .05, so that the result is not significant. Hence, 

female and male are not significantly different on social media addiction (see Table 9). 

The results of this research project found neither no support that related to the time spent 

on each social media site, nor the gender who used it, So, hypothesis 1 was not supported.  

The Pearson’s correlation analysis was used to evaluate Hypothesis 1. A positive 

correlation result would indicate a positive relationship between the variables, while a 

negative correlation value would indicate a negative relationship between them (Sekaran, 

2003). The correlation analysis was used to evaluate ‘Hypothesis 1 Women are more likely 

to develop become social media addiction than men. A Pearson product-moment 
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correlation coefficient was computed to assess the relationship between both the gender 

and the time spent on each social media site and the results were these: r=FB (.02), YT 

(.05), TW (-.00), IG (-.01), Line (-.04), and WC (-.06) with p value of .71, .33, .88, .78, 

.41, and .26 respectively (see Table 9). This study found no significant relationship between 

gender and social media addiction.  This means that both the males and females who 

participated in this research project, their results showed that each spent equally the same 

time on using social media. Many previous studies have examined whether women using 

digital technology were at a greater risky than men for excessive use of social media. This 

study found no significant relations between gender and social media addiction. That 

means both men and women are not different to become Social Media Addiction. 

Therefore, based on these results, the hypothesis H1 was not supported.                                                                                                                                      

Table 10:  Pearson Correlation between Gender and Time Spent on Social Media Sites 

Gender 
(N=300) 

Facebook Youtube Twitter Instagram Line We Chat 

r .02 .05 -.00 -.01 -.04 -.06 
p .71 .33 .88 .78 .41 .26 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 
4.2.2  Motives of U&G (Uses and Gratifications) on Social Media  

RQ2: asked “What uses and gratifications are associated by users with social 

media? H2 argued that each use and gratification would be associated with addictive use 

of social media 
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To construct the U&G (Uses and Gratifications) social media scale, this research 

study implemented a considerable overlap between the factors identified by Whiting & 

William (2013) in their study of why people use social media: A uses and gratifications 

approach. Ten factors were specifically identified in this present study, social interaction 

(1-6); information seeking (7-11); passing time (12-15); entertainment (16-19); relaxation 

(20-23); expression of opinions (24-28); things to talk about (29-30); convenience (31-

33); sharing information (34-35); knowing about others (36-40). 

In order to answer the research questions, it was essential to determine the factors 

of uses and gratifications of people when they use social media. The first exploratory 

factor analysis sought to determine the kinds of uses and gratifications that were active. 

In order to determine a strong factor analysis, the Kaiser-Meyer-Olkin (KMO) measure 

of sampling adequacy requires a non-significant Chi-square and Bartlett’s Text Index will 

clearly require values reaching greater than 0.80. Therefore, both tests were met. The 

KMO test was met (Chi-square = 9150.606, df = 780, p < 0.001). The analysis yielded 

five factors with an Eigen value greater than 1.0, explained 54.2% of the variance, and 

the reliability alpha ranged from 0.77-0.90. The EFA (Exploratory Factor Analysis) 

revealed five factors for which gratifications were sought and obtained from using social 

media.  

 
From the information provided in Table 10 below, we find that KMO = 0.906. In 

addition, the Barlett’s test was significant, p=.000, which means that it was appropriate to 

do factor analysis. After undergoing several measures, the factor analysis, using the 
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Maximum Likelihood analysis and the Promax rotation method, five factors emerged 

among Thai working adults’ participants. There were different overlaps than what 

Whiting and William found in the previous research study: 1) “Relaxation”; 2) “Social 

Interaction”; 3) “Convenience”; 4) “Know about others (Surveillances)”; and 5) 

“Entertainment” (see Table 11).  

Table 11: Uses and Gratifications Factor Analysis Results  

Construct Item Items Factor 1 Factor 
2 

Factor 
3 

Factor 
4 

Factor 
5 

Entertainment 
(6) 

EN3 Use for listening to 
music 

1.004     

 EN4 Use for watching 
videos. 

.903     

 RE1 Use for humor and 
comic relief 

.823     

 EN1 Used Social Media as 
source of 
entertainment. 

.568     

 EN2 Use for playing games. .551     
 RE2 Use for listening to 

jokes. 
.540     

Know about 
others/ 
Surveillence (7) 

KAO2 Use for watching what 
others are doing. 

 .942    

 KAO4 Use for creep on 
people. 

 .904    

 KAO1 Use for watching 
people or things. 

 .874    

 KAO3 Use for spy on people.  .658    
 IS2 Find information on 

events, birthdays, and 
parties 

 .562    

 IS4 To get how-to 
instruction 

 .558    

 IS1 Find information about 
sales, deals, or 
products 

 .528    

Convenience 
(3) 

CN2 It is readily available 
and has no time 
restraints. 

  .980   

 CN1 It is convenient and 
accessible anytime and 
anywhere. 

  .928   

(Continued) 
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Table 11 (Continued) : Uses and Gratifications Factor Analysis Results  

 
 
 

CN3 It is being able to 
communicate with a lot 
of people at one time. 

  .821   

Social 
Interaction (3) 

SI4 Interact with people I 
do not regularly see/ 

   1.067  

 SI1 Have more contact 
with people via Social 
Media than face to 
face. 

   .847  

 SI3 Connect and keep in 
touch with family and 
friends. 

   .799  

Relaxing (2) RE3 It is an escape from 
reality 

    .959 

 RE4 It is an escape from the 
real world 

    .804 

*Loading >.50        
Eigenvalues    13.976 2.843 1.763 1.828 1.280 
Total Variance   34.94% 7.11% 4.41% 4.57% 3.2% 
No. of cases   6 7 3 3 2 
Cronbach’s 
Alpha 

  0.87 0.90 0.88 0.82 0.77 

 

The results indicated that Thai working adults were surveillance (M = 2.440, SD = 

.907) scored higher than those with entertainment, social interaction, relaxation and 

convenience. 
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Table 12: Descriptive of Five Uses & Gratifications 

Five U&G M SD 

Entertainment 2.413 1.001 

Surveillance 2.440 0.907 

Convenience 1.933 0.753 

Social Interaction 2.383 0.953 

Relaxation 2.32 0.895 

 

The first most significant factor was “entertainment” on uses and gratifications on 

social media. This factor (Eigenvalue =13.976) explained 34.941% of the variance in the 

data in regarding ways that people use social media. It is comprised of six variables with 

factor loadings ranging from 0.540 to 1.004. The Cronbach’s alpha value of this six-item 

scale was found to be .87, which showed that this scale could be considered as a very 

reliable and credible data collection tool. This factor is comprised of Whiting and 

William’s original ‘entertainment’, ‘relaxation’, and ‘escape’ factors, because these three 

areas seemed to be rather prominent in social media as working people treat it as a form, 

or platform, of entertainment in order to pamper their busy daily routine. 
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Table 13:  Factor Analysis Results & Descriptive Statistics  

Construct Item Items Factor 
loading 

M SD Skewness Kurtosis Cronbach’s 
alpha 

Entertainment 
(6) 

       0.87 

 EN3 Use for listening 
to music 

1.00 2.49 1.11 .70 -.07  

 EN4 Use for 
watching 
videos. 

.90 2.34 .99 .91 .84  

 RE1 Use for humor 
and comic relief 

.82 2.17 .87 .80 1.24  

 EN1 Used Social 
Media as source 
of 
entertainment. 

.56 2.14 .85 .63 .61  

 EN2 Use for playing 

games. 

.55 2.88 1.22 .29 -.89  

 RE2 Use for listening 

to jokes. 

.54 2.46 .97 .73 .63  

*Loading >.50 

The second most significant factor was “surveillance” (see Table 14). This factor 

(Eigenvalue = 2.843) explained 7.107% of the variance in the data. It is comprised of 

seven variables with factor loadings ranging from 0.528 to 0.942. The Cronbach’s alpha 

value of this seven-item scale was found to be .90.  This factor also completely 

overlapped with Whiting and William, by loading the factors of ‘know about 

others/surveillances’ and ‘information seeking’ into a single factor in the present study. 

Table 14 (Continued) :  Factor Analysis Results & Descriptive Statistics  

Construct Item Items Factor 
Loading 

M SD Skewness Kurtosis Cronbach’s 
alpha 

Know about 
others/ 
Surveillance 
(7) 

        
0.90 

 KAO2 Use for 
watching what 
others are 
doing. 

.94 2.49 .91 .58 .03  

 KAO4 Use for 
creeping on 
people. 

.90 2.47 .87 .62 .35  

  
(Continued) 
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 KAO1 Use for 

watching 

people or 

things. 

.87 2.39 .86 .64 .50  

 KAO3 Use for spying 

on people. 

.65 2.69 1.02 .47 -.20  

 IS2 Find 

information 

on events, 

birthdays, and 

parties 

.56 2.49 .91 .60 .14  

 IS4 To get the 

how-to-do 

instructions 

.55 2.26 .88 .41 -.18  

 IS1 Find 

information 

about sales, 

deals, or 

products 

.52 2.29 .90 .77 .80  

*Loading >.50 

The third most significant factor was “convenience.” This factor (Eigenvalue = 

1.763) explained 4.407% of the variance in the data. It is comprised of three variables 

with factor loadings ranging from 0.82 to 0.98 (see Table 15). The Cronbach’s alpha 

value of this three-item scale was found to be .88. This factor did not emerge over any 

other factor. All items were loaded in the same manner as undertaken by the Whiting and 

William’s study in the ‘convenience’ context. 

Table 15:  Factor Analysis Results & Descriptive Statistics  

Construct Item Items Factor 
loading 

M SD Skewness Kurtosis Cronbach’s 
alpha 

Convenience 
(3) 

CN2 It is readily 
available and 
has no time 
restraints. 

.98 1.95 .77 .48 .28 .88 

 CN1 It is 
convenient 
and accessible 
anytime and 
anywhere. 

.92 1.90 .72 .36 -.07  

 CN3 It is being able 
to 

.82 1.95 .77 .38 -.27  

Table 14 (Continued) :  Factor Analysis Results & Descriptive Statistics 

(Continued) 
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communicate 
with a lot of 
people at one 
time. 

*Loading >.50 

The forth most significant factor was “social interaction” (see Table 16 below). 

This factor (Eigenvalue = 1.82) explained 4.57% of the variance in the data. It is 

comprised of three variables with factor loadings ranging from 0.79 to 1.06. The 

Cronbach’s alpha value of this three-item scale was found to be .82. This factor was also 

similar to the Whiting and William’s results in their original research project findings.  

Table 16:   Factor Analysis Results & Descriptive Statistics  

Construct Item Items Factor 
loading 

M SD Skewness Kurtosis Cronbach’s 
alpha 

Social 
Interaction 
(3) 

SI4 Interact with 
people I do 
not regularly 
see/ 

1.06 2.44 .95 .71 .46 .82 

 SI1 Have more 
contact with 
people via 
Social Media 
rather than 
face to face. 

.84 2.33 .94 .60 .26  

 SI3 Connect and 

keep in touch 

with family 

and friends. 

.79 2.38 .97 .71 .33  

*Loading >.50 

The fifth most significant factor was “relaxing”. This factor (Eigenvalue = 1.280) 

explained 3.199% of the variance in the data. It is comprised of two variables with factor 

loading ranging from 0.804 to 0.959. The Cronbach’s alpha value of this two-item scale 

was found to be .77 (see Table 17). All items were loaded in the same manner as 

undertaken by the Whiting and William’s study.   

Table 15 (Continued) :  Factor Analysis Results & Descriptive Statistics 
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These Eigenvalues and factor loadings exceeded the minimum criteria. When 

combined, these five factors explain 54.225% of the variance in the data. The Cronbach’s 

alpha value of this 21-item scale was found to be .92, showing that these scales could be 

considered a reliable data collection tool within the context of this specific research 

study. 

Table 17:  Factor Analysis Results & Descriptive Statistics  

Construct Item Items Factor 
loading 

M SD Skewness Kurtosis Cronbach’s 
alpha 

Relaxing (2) RE3 It is an 
escape from 
reality 

.95 2.35 .90 .83 1.12 .77 

 RE4 It is an 
escape from 
the real 
world 

.80 2.29 .89 .73 .97  

*Loading >.50         

 

The Pearson’s correlation analysis was used to evaluate Hypotheses 2, Each use 

and gratification is associated with addictive use of social media, and five other related 

sub -hypotheses, which are stated below: 

H2a Convenience is associated with addictive use of social media 

H2b Entertainment is associated with addictive use of social media 

H2c Surveillance is associated with addictive use of social media 

H2d Social Interaction is associated with addictive use of social media 

H2e Relaxation is associated with addictive use of social media 
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A positive correlation result indicated a positive relationship between the 

variables while a negative correlation value indicates a negative relationship between 

them (Sekaran, 2003). The correlation results were computed among five uses and 

gratifications scales on data for 300 working adults.  Four of the five original U&G (Uses 

and Gratifications) and social media addiction were strongly positively correlated, which 

were: 1) Entertainment r (300) = .13, p = .02; 2) Surveillance r (300) = .26, p = .000; 3) 

Social Interaction r (300) = .19, p = .001; and finally 4) Relaxation r (300) =.15, p=.00).  

However, Convenience was not correlated with social media addiction, because the result 

was r (300) = -.08, p = .13. Hence, Entertainment, Surveillance, Social Interaction and 

Relaxation were associated with Social Media by the regular users. The strongest 

correlation to social media was Surveillance (see Table 18 below).  

Table 18:  Correlation of Five Uses and Gratification and Social Media Addiction 

Social Media Addiction Entertainment Surveillance Convenience Social 
Interaction 

Relaxation 

R .13* .26** -.08 .19** .15** 
P<.05*, p<.001** .02 .00 .13 .001 .007 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 
Four of the five Uses and Gratifications and Behavior Addiction were strongly 

positively correlated, Entertainment r (300) = .17, p = .002; Surveillance r (300) = .31, p = 

.000; Social Interaction r (300) = .27, p = .000; and Relaxation r (300) =.23, p=.000.  

However, Convenience was not correlated with Behavior Addiction, with a result of r (300) 

= -.04, p = .476. Hence, entertainment, surveillance, social interaction and relaxation were 

positively associated with Behavior Addiction (see Table 19).  
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Table 19:  Correlation of the Five Uses and Gratification and Behavior Addiction 

Behavior Addiction Entertainment Surveillance Convenience Social 
Interaction 

Relaxation 

R .175* .310** -.041 .272** .234** 
P<.05*, p<.001** .002 .000 .476 .000 .000 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 
Correlations were computed among five uses and gratifications scales on data for 

300 working adults.  Four of five Uses and Gratification were strongly positively correlated 

with anxiety: Entertainment r (300) = .13, p = .019, Surveillance r (300) = .18, p = .001, 

Social Interaction r (300) = .15, p = .007, and Relaxation r (300) =.11, p=.046.  The final 

results meant that Convenience was not correlated with Social Media Addiction, r (300) = 

-.051, p = .381. Hence, entertainment, surveillance, social interaction and relaxation were 

associated with Anxiety (see Table 20).  

Table 20:  Correlation Five Uses and Gratification and Anxiety 

Anxiety Entertainment Surveillance Convenience Social 

Interaction 

Relaxation 

R .135* .189**  -.051 .156**  .115* 

P<.05*, p<.001** .019 .001 .381 .007 .046 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

One of the five Uses and Gratifications was strongly negatively correlated with 

preoccupation, Convenience r (300) = -.13, p = .024. Hence, Convenience was negatively 

correlated to the concept of being Preoccupied (see Table 21). 
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Table 21:  Correlation the Five Uses and Gratification and being Preoccupied 

 Entertainment Surveillance Convenience Social 

Interaction 

Relaxation 

R .-.082 .053 -.131* -.052 -.069 

P<.05*, p<.001** .159 .364 .024 .367 .232 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Each factor of uses and gratifications has a different relationship with social media 

addiction. Surveillance is positive associated with behavioral addiction and anxiety, but 

not the preoccupied factor; Social interaction is positively associated with behavioral 

addiction, but not the two emotional factors; Convenience is negatively associated with 

preoccupied factor. Furthermore, Entertainment is positively associated with behavioral 

addiction and anxiety; also Relaxation is positively associated with behavioral addiction 

and anxiety.  

          4.2.3 Psychological and Behavior Social Media Addiction 

 RQ 3: asked What factors predict Social Media Addiction? H3 posited that The 

more gratifications experienced a person, the more addicted they will be. In many areas of 

behavioral addictions, there has been a debate about whether some excessive behavior 

should even be considered as being defined as a genuine addiction (e.g. video games, 

internet use, or sex exercises). Research by Griffiths (2005) has operationally defined 

addictive behavior to be any behavior that features six core components of what would lead 

a person to become ultimately addicted: 1) salience; 2) mood modification; 3) tolerance; 
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4) withdrawal symptoms; 5) conflict; and 6) relapse. In Kuss and Griffiths’ study, they 

found that if a user became addicted to an online relationship, it could lead to their absolute 

neglect of their personal life. It became a mental pre-occupation, or it is used for escapism, 

or for mood modifying experiences, for a person to find tolerance, and ways of concealing 

their addictive behavior, which would clearly indicate to those people who spend their time 

far more on social media, rather than mixing in a genuine, completely physical, social life, 

when talking to other people (Kuss & Griffths, 2011). 

The KMO test was completed with this result = 0.906 (Chi-square = 9150.606, df 

= 780, p < 0.001). The explanatory factor analysis (see Table 22) helped extract the 

Maximum Likelihood of social media addiction. These 28 items comprised three factors 

with Eigen values higher than the ones that were selected (e.g.11.520; 3.677; 1.957). 

These Eigenvalues and factor loadings exceeded the minimum criteria that was required. 

When combined, these three factors explained of 53.61% of the variance in the data.  

Table 22:   Social Media Addiction- Factor Analysis Result 
 
Construct Item Items Factor 1 Factor 2 Factor 3 
Behavioral 
Addiction 
(15) 

SS3 Social Media is necessary for you .785   

 SS4 You can say that you are addicted to 
social media 

.773   

 SS2 You will feel nervous when not 
using social media 

.771   

 PE2 You choose to play social media 
more than doing other things in 
leisure time 

.722   

 SS1 You have incessantly planned to 
further using social media in the 
future 

.718   

 SS6 You will use social media every 
time when you are leisure 

.711   

(Continued) 
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 PE3 You will frequently use social media 
as much as possible 

.704   

 PE5 You can express your opinion .703   
 PE4 You feel like using Internet more in 

time 
.700   

 SS5 You are afraid of using social media .667   
 SEE1 You feel embarrassed for use of 

social media 
.661   

 PE6 You feel anxious each time of social 
media service usage 

.628   

 PE1 You feel depressed when using 
social media 

.626   

 SYA3 You use social media as the means 
for problem avoidance or 
emotional... 

.541   

 SEE4 You can express your opinion .533   
Anxiety(10) PEA4 You feel nervous and confused when 

using social media 
 .978  

 PEA3 You feel anxious each time of social 
media service usage 

 .962  

 PEA5 You feel depressed when using 
social media 

 .909  

 PEA2 You feel embarrassed for use of 
social media 

 .888  

 PEA1 You are afraid of using social media  .819  
 PEA6 You think that you can express your 

emotion 
 .785  

 SYA5 You must tell a lie or conceal your 
family, friends or surrounding... 

 .649  

 SYA4 You lose social relation, job, or 
opportunity 

 .620  

 SYA6 You use social media as the means 
for problem avoidance or 
emotional... 

 .583  

 SYA1 You feel disappointed, angry, 
furious, and feel pressured and 
nervous... 

 .525  

Preoccupied 
(3) 

SOI2 People who are influential in the use 
of your social media are other 
service users 

  .885 

 SOI1 You are found of displaying various 
data for other 's awareness 

  .877 

 SOI3 You try to cut down the amount of 
time you spend on social media and 
fail 

  .676 

*Loading>.50      

Eigenvalues    11.520 3.677 1.957 

Total 
Variance 

  36% 11.49% 6.11% 

No. of cases   15 10 3 

Table 22 (Continued) :   Social Media Addiction- Factor Analysis Result 
 

(Continued) 
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Cronbach’s 
Alpha 

  .93 .93 .87 

 

The results indicated that Thai working adults have anxiety (M=3.596, SD = 

1.110) more than behavioral and preoccupied (see Table 23) 

Table 23: Descriptive Social Media Addiction 

Social Media Addiction M SD 

Behavioral Addiction 2.652 1.071 

Anxiety 3.596 1.110 

Preoccupied 3.350 0.937 

 

These 28 items were distributed under three factors. The first factor, namely 

“behavior addiction,” was comprised of 15 items. These included ‘Social media is 

necessary for you’, or ‘You can say that you are addicted to social media’, or ‘You will 

feel nervous when not using social media’, or ‘You choose to play social media more than 

doing other things in leisure time’, or ‘You have incessantly planned to further using social 

media in the future’, or ‘You will use social media every time when you are leisure’, or 

‘You will frequently use social media as much as possible’, and finally, ‘You can express 

your own, personal, opinion’. The first factor was “behavior addiction” on social media 

addiction. This factor (Eigenvalue =11.520) reached 36% of the variance in the overall 

data, regarding the ways that people use social media in contemporary times. It is 

comprised of fifteen variables with factor loadings ranging from 0.533 to .785. The 

Cronbach’s alpha value of this 15-item scale was found to be .93 which showed that this 

Table 22 (Continued) :   Social Media Addiction- Factor Analysis Result 
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scale could be considered as a very reliable and credible data collection tool within the 

context of the present research study (see Table 24). 

Table 24:   Behavioral Addiction- Factor Analysis Result 
 

Construct Item Items Factor 
Loading 

M SD Skewness Kurtosis Cronbach’s 
alpha 

Behavioral 
Addiction 
(15) 

SS3 Social Media is 
necessary for 
you 

.785 2.89 1.142 .224 -.768 .93 

 SS4 You can say 
that you are 
addicted to 
social media 

.773 2.74 1.066 .234 -.502  

 SS2 You will feel 
nervous when 
not using social 
media 

.771 2.51 1.010 .619 -.155  

 PE2 You choose to 
play social 
media more 
than doing 
other things in 
leisure time 

.722 3.60 1.124 -.514 -.554  

 SS1 You have 
incessantly 
planned to 
further using 
social media in 
the future 

.718 2.83 1.05 .059 -.380  

 SS6 You will use 
social media 
every time 
when you are 
leisure 

.711 2.33 1.312 .850 -.468  

 PE3 You will 
frequently use 
social media as 
much as 
possible 

.704 2.48 1.083 .481 -.467  

 PE5 You can 
express your 
opinion 

.703 2.64 1.147 .290 -.915  

 PE4 You feel like 
using Internet 
more in time 

.700 2.89 1.157 -.025 -.955  

 SS5 You are afraid 
of using social 
media 

.667 2.48 1.266 .763 -.497  

(Continued) 
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 SEE1 You feel 
embarrassed for 
use of social 
media 

.661 2.00 .747 .721 1.015  

 PE6 You feel 
anxious each 
time of social 
media service 
usage 

.628 3.41 1.113 -.445 -.512  

 PE1 You feel 
depressed when 
using social 
media 

.626 2.00 .824 .656 .260  

 SYA3 You use social 
media as the 
means for 
problem 
avoidance or 
emotional... 

.541 2.84 1.193 .175 -.920  

 SEE4 You can 
express your 
opinion 

.533 2.14 .845 .741 .684  

 

The second factor called “Anxiety” which included ‘You are afraid of using social 

media’, ‘You feel embarrassed for use of social media’; ‘You feel anxious each time of 

social media service usage’, ‘You feel depressed when using social media’ or ‘You use 

social media as the means for problem avoidance or emotional’. The second significant 

factor was “anxiety”. This factor (Eigenvalue = 3.677) valued at 11.49% of the variance 

in the data. It is comprised of seven variables with factor loadings ranging from 0.525 to 

0.978. The Cronbach’s alpha value of this seven-item scale were found to be .93 (see 

Table 25 below) 

Table 25:   Anxiety Factor Analysis Results 

Construct Item Items Factor 
Loading 

M SD Skewness Kurtosis Cronbach’s 
alpha 

Anxiety 
(10) 

PEA4 You feel 
nervous and 
confused when 

.978 3.71 1.066 -.634 -.243 .93 

Table 24 (Continued) :   Behavioral Addiction- Factor Analysis Result 
 

(Continued) 
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using social 
media 

 PEA3 You feel anxious 

each time of 

using social 

media service 

usage 

.962 3.64 1.059 -.483 -.500  

 PEA5 You feel 

depressed when 

using social 

media 

.909 3.78 1.054 -.631 -.332  

 PEA2 You feel 

embarrassed for 

using of social 

media 

.888 3.60 1.124 -.514 -.554  

 PEA1 You are afraid of 

using social 

media 

.819 3.44 1.136 -.319 -.693  

 PEA6 You think that 

you can express 

your own 

emotions 

.785 3.35 .957 -.328 -.353  

 SYA5 You must tell a 

lie or conceal 

your family, 

friends or 

surroundings. 

.649 3.80 1.168 -.758 -.350  

 SYA4 You lose social 

relationship, 

your job, or 

opportunities 

.620 3.59 1.157 -.533 -.575  

 SYA6 You use social 

media as the 

means for 

problem 

avoidance or 

emotional 

issues. 

.583 3.54 1.222 -.451 -.759  

 SYA1 You feel 

disappointed, 

angry, furious, 

and feel 

pressured and 

nervous... 

.525 3.51 1.158 -.468 -.698  

 

The third factor, namely “Preoccupied” which included ‘People who are 

influential in the use of your social media are other service users’; ‘You are found of 

displaying various data for other’s awareness’; and ‘You try to cut down the amount of 

Table 25 (Continued) :   Anxiety Factor Analysis Results 



77 
 

 
 

time you spend on social media and fail’. This factor (Eigenvalue = 1.957) explained 

6.11% of the variance in the data. It is comprised of three variables with factor loadings 

ranging from 0.676 to 0.885. The Cronbach’s alpha value of this 3-item scale were found 

to be .87 (see Table 26). 

As a result of the factor analysis, social media addiction is grouped mainly under 

three factors, namely; “Behavior addiction”, “Anxiety”, and “Preoccupied”. 

Table 26:  Preoccupied Factor Analysis Results 

Construct Item Items Factor 
Loading 

M SD Skewness Kurtosis Cronbach’s 
alpha 

Preoccupied 
(3) 

SOI2 People who are 

influential in 

the use of your 

social media 

are other 

service users 

.885 3.23 .915 -.807 .383 .87 

 SOI1 You are fond of 

displaying 

various data for 

other 's 

awareness 

.877 3.45 .896 -1.62 1.89  

 SOI3 You try to cut 

down the 

amount of time 

you spend on 

social media 

and fail 

.676 3.37 1.00 -.815 .404  

*Loading>.50  

 

 

       

          4.2.3.1 Structural Equation Modelling (SEM) 

The current study determined the predictors of social media addiction from uses 

and gratifications factors. By employing SEM, the study hypothesized that which of the 

five motives of uses and gratification will be positively or negatively predicting the 

addiction of usage. Figure 2 shows the results of the hypothesized structural model test, 
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including the variance explained (R2 value) of the dependent variables, estimated path 

coefficients with significant paths.  

          4.2.3.2 Validity and Reliability of Measurement Model 
  

The overall fit indices were assessed for the measurement model by using four 

common measures: Normed X2 (ratio of chi-square divided by the degrees of freedom), 

Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), and ROOT Mean Square Error 

of Approximation (RMSEA). Reliability was assessed by using coefficient alpha for the 

factor hypothesized. The AMOS program allows researchers to create a diagram of the 

proposed model and analyze the relationships among variables in the model (Reinard, 

2006). AMOS is appropriate for use in theory-testing models, such as the current study, 

rather than as a theory exploration tool (Reinard, 2006). The details of reliability and 

validity of the model. The reliability of the variables of the model was assessed in terms 

of composite reliability (CR). CR should be greater than .70 in order to obtain internal 

consistency (Hair et.al. 2010).  

The model achieved good fit and all the tolerance levels were met. A model is 

considered to be an acceptable fit if the NFI, GFI, and CFI are within acceptable limits 

(Byrne, 2010). Marsh and Hocevar (1985) suggest a chi square ratio less than five is 

acceptable; therefore, the Chi-square analysis indicated a good fit for the data X2/df = 

1.675. The overall goodness-of-fit indices provide additional support for model fit. The 

values of RMSEA, GFI, AGFI, NFI, TLI, and CFI all indicate an acceptable fit for the 

data (see Table 26). The modification index did not reveal any methods for improving the 
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paths in the model. Byrne (2010) suggests the model is a good fit if the NFI, GFI, and 

CFI are within the acceptable limits; therefore, the model is considered to be a good fit.  

The data revealed of Structural equation modeling (SEM) analysis factor of five 

uses and gratifications associated with social media addiction among working adults in 

Bangkok. Result found acceptable threshold levels and consistent with the concept Hair et 

al. (1998); Bollen (1989); Sorbon (1996) by Chi – Square = 730.496, df =436, Sig. = .000 

< 0.05, CMIN/df. = 1.675 < 5.0.  

 

Figure 2: SEM Time spend, Five Uses and Gratifications, Social Media Addiction 
 

An examination of the R2 values demonstrated that the current research model 

explains an amount of variance in the outcome variables. In this model is explained 47% 

of variance in surveillance motive. Surveillance, Social Interaction, Relaxation and 

Entertainment are significant factors determining addictive use of social media with 
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surveillance (β = .35), social interaction (β =.30), Relaxation (β =.33), and entertainment 

(β =.24) (see Table 27). 
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Table 27:  Model the structural equation modeling analysis factor of Surveillance,  

Convenience, Social Interaction, Entertainment, and Relaxation associated 

with social media addiction among working adults in Bangkok. 

Variable Path Variable 
Coefficients

S.E. p. 

 
R2 

 Standardized  

Social Media Addiction <--- Surveillance  .34 .043 *** 9.1% 

Social Media Addiction <--- Convenience  -.10 .037 .248 12.1% 

Social Media Addiction <--- Social Interaction  .30 .047 .014** 17.5% 

Social Media Addiction <--- Entertainment  .24 . 037 .034** 32.9% 

Social Media Addiction <--- Relaxation  .33 .044 .015** 37.4% 

        

      *Significance at 0.001, ** Significance at 0.05 
 

Assessing the model fit, the hypothetical model of this study assumed that there 

were significant correlations among social media addiction, surveillance, and time spent. 

The resulting fit values were CMIN/DF 1.675, p = .000, GFI = .874, CFI = .959, RMSEA 

= .048, which were good fit results. The standard regression coefficients among the 

variables showed that surveillance could significantly predict Social Media Addiction 

(.348), and that time spent (.302) could significantly predict social addiction as shown in 

Figure 3. 
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Figure 3: Time Spent, Surveillance and Social Media Addiction Model 
 

The size of the direct effects in this research model were as follows (see Figure 4) 

Surveillance had the greatest direct effect on Social addiction (0.348), followed by the 

direct effect of Time spent on Surveillance (0.302), the direct effect of Time spent on Social 

addiction (-.040). The sizes of the indirect effects in this research model was Time spent 

on Social addiction, which was 0.105. This study further examined the correlations among 

Time Spent, Surveillance, and Social Media Addiction finding that there were significant 

direct effects between Time Spent and Surveillance (c = .302, p < .001) and between 

Surveillance and Social Media addiction (c = .348, p < .001). These results showed that 

Surveillances had a complete mediating effect between Time Spent and Social Media 

Addiction. 
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Figure 4 : The mediation effect of Surveillance between Time spend and Social Media  

     Addiction. 

Note: Time spent � Surveillance, DE = .302, Total effect = .302, p= .001 (two tailed) 
Time spent � Social Media Addiction, DE= -.040, IE=.105, total effect = .019, p= .44 
Surveillance � Social Media Addiction, DE= .348, total effect = .348, p= .001 (two tailed) 
Time spent � SMA = .019 
 

Assessing the model fit, the hypothetical model of this study assumed that there 

were significant correlations among social media addiction, convenience, and time spend. 

The resulting fit values were CMIN/DF 1.362, p = .001, GFI = .932, CFI = .985, RMSEA 

= .035, which were good fit results. The standard regression coefficients among the 

variables showed that convenience could significantly predict Social Media Addiction        

(-.10), and that time spent (.347) could significantly predict social addiction as shown in 

Figure. 5. 

 

Time 
spend 

Social Media 
Addiction .019 c 

Time 
spend 

Surveillances 

Social Media 
Addiction 
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Figure 5 Time Spent, Convenience and Social Media Addiction Model 

 

The size of the direct effects in this research model were as follows (see Figure 6): 

Convenience had the greatest direct effect on Social addiction (0.347), followed by the 

direct effect of Time spent on Social Media Addiction (0.107), the direct effect of 

Convenience on Social addiction (-.100). The size of the indirect effects in this research 

model was Time spent on Social addiction, which was -.035. This study further examined 

the correlations among Time Spent, Convenience, and Social Media Addiction finding 

that there were significant direct effects between Time Spent and Convenience (c = .347, 

p < .001) and between Convenience and Social Media addiction (c = -.100, p > .05). 

These results shown that Convenience had not a complete mediating effect between Time 

spend and Social Media addiction.  
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Figure 6:  The mediation effect of Convenience between Time spend and Social  

     Media Addiction. 

 
Time spent � Convenience, DE = .347, Total effect = .347, p= .001 (two tailed) 
Time spent � Social Media Addiction, DE= -.100, IE=-.035, total effect = .072, p= .150 
Convenience � Social Media Addiction, DE= .348, total effect = .348, p= .248  
Time spent � Social Media Addiction = .072 
 

Assessing the model fit, the hypothetical model of this study assumed that there 

were significant correlations among social media addiction, social interaction, and time 

spent. The resulting fit values were CMIN/DF 1.287, p = .006, GFI = .936, CFI = .989, 

RMSEA = .031, the index showed that the goodness of fit for the proposed model were 

well. The standard regression coefficients among the variables showed that social 

interaction could significantly predict Social Media Addiction (.418), and that time spend 

(-.060) could significantly predict social addiction as shown in Figure. 7. 
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Figure 7: Time Spent, Social Interaction and Social Media Addiction Model 

The size of the direct effects in this research model were as follows (see Figure 

8): Time spend had the greatest direct effect on Social Interaction (0.418), followed by 

the direct effect of Social Interaction on Social Media Addiction (.301), the direct effect 

of Time spent on Social addiction (-.060). The size of the indirect effects in this research 

model was Time spent on Social addiction, which was 0.126. This study further 

examined the correlations among Time Spent, Social Interaction, and Social Media 

Addiction finding that there were significant direct effects between Time Spent and 

Social Interaction (c = .418, p < .001) and between Social Interaction and Social Media 

addiction (c = .301, p < .001). These results showed that Social Interaction had a 

complete mediating effect between Time spent and Social Media addiction.  
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Figure 8:  The mediation effect of Social Interaction between Time spend and 

Social Media Addiction. 

Note: Time spent � SOI, DE = .418, Total effect = .418, p= .001 (one tailed) 
Time spent � Social Media Addiction, DE= -.060, IE=.126, total effect = .066, p= .150 
SOI � Social Media Addiction, DE= .301, total effect = .301, p= .014 (two tailed) 
Time spent � SMA = .066 
 

Assessing the model fit, the hypothetical model of this study assumed that there 

were significant correlations among social media addiction, relaxation, and time spent. 

The resulting fit values were CMIN/DF 1.595, p = .000, GFI = .927, CFI = .977, RMSEA 

= .045, the index showed that the goodness of fit for the proposed model were well. The 

standard regression coefficients among the variables showed that relaxation could 

significantly predict social media addiction (.335), and that time spend (-.12) could 

significantly predict social addiction as shown in Figure. 9. 
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Figure 9: Time Spent, Relaxation and Social Media Addiction Model 
 

The size of the direct effects in this research model were as follows (see Figure 10): 

Time spend had the greatest direct effect on relaxation (0.611), followed by the direct effect 

of relaxation on social media addiction (.335), the direct effect of time spent on social 

media addiction (-.12). The size of the indirect effects in this research model was time spent 

on social media addiction, which was 0.205. This study further examined the correlations 

among time spent, relaxation, and social media addiction finding that there were not 

significant direct effects between Time Spent and Relaxation (c = .611) and between 

Relaxation and Social Media addiction (c = .335, p < .05). These results showed that 

Relaxation had a complete mediating effect between Time spent and Social Media 

addiction. 
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Figure 10:  The mediation effect of Relaxation between Time spend and Social   

                   Media Addiction. 

Note: Time spent � Relaxation, DE = .611, Total effect = .611,  
Time spent � Social Media Addiction, DE= -.115, IE=.205, total effect = .090, p= .189 
Relaxation � Social Media Addiction, DE= .335, total effect = .335, p= .015 (two tailed) 
Time spent � Social Media Addiction = .090 
 

Assessing the model fit, the hypothetical model of this study assumed that there 

were significant correlations among social media addiction, entertainment, and time 

spent. The resulting fit values were CMIN/DF 1.537, p = .000, GFI = .929, CFI = .979, 

RMSEA = .042, the index showed that the goodness of fit for the proposed model were 

well. The standard regression coefficients among the variables showed that entertainment 

could significantly predict Social Media Addiction (.24), and that time spend (-.060) 

could significantly predict social addiction as shown in Figure. 11 
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Figure 11: Time Spent, Entertainment and Social Media Addiction Model 
 

The size of the direct effects in this research model were as follows (see Figure 12): 

Time spend had the greatest direct effect on Entertainment (0.574), followed by the direct 

effect of entertainment on social media addiction (.241), the direct effect of Time spent on 

Social addiction (-.064). The size of the indirect effects in this research model was Time 

spent on social media addiction, which was 0.138. This study further examined the 

correlations among time spent, entertainment, and social media addiction finding that there 

were significant direct effects between Time Spent and Entertainment (c = .574) and 

between entertainment and social media addiction (c = .241, p<.05). These results showed 

that entertainment had a complete mediating effect between Time spent and Social Media 

addiction.  
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Figure 12:  The mediation effect of Entertainment between Time spend and Social  

         Media Addiction. 

 
 
Note: Time spent � Entertainment, DE = .574, Total effect = .574,  
Time spent � Social Media Addiction, DE= -.064, IE=.138, total effect = .074, p= .413 
Entertainment � Social Media Addiction, DE= .241, total effect = .241, p= .034 (two tailed) 
Time spent � Social Media Addiction = .074 
 

The model suggested that surveillance (β = .35), social interaction (β =.30), 

Relaxation (β =.33), and entertainment (β =.24) motives had statistically significant effects 

on social media addiction. This suggesting that four motives were supported except 

Convenience. However, Surveillance motive was the best predictor of Social Media 

Addiction (p <.001). Contrary to the expectation, convenience motive had no positive and 

significant effect on social media addiction so H3 was partial supported. However, 

surveillance motive was the best predictor of Social Media Addiction (p=.000).  
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Time spend, in itself, does not appear to have a direct effect on social media 

addiction. Rather, the relationship between time spend and social media addiction was 

always completely mediated by a use or gratification. The current study finds, then, that 

social media addiction occurs not because of time spend, but because that time spend 

accesses a use or gratification that leads to addiction. 

          4.2.3.3 Goodness-of-Fit 

Before examining hypotheses associated with the model, the goodness-of-fit 

between the model and the data must be determined (Byrne, 2010). AMOS offers several 

options for determining fit for the model. The chi-square goodness-of-fit statistic is used 

to determine the fit of the model. A good fit is indicated by a nonsignificant chi-square 

value (Ki &Hon, 2007). Two commonly reported fit indexes include root mean square 

error (RMSEA) and standardized root mean square residual (SRMR) (Ki & Hon, 2007). 

A model is considered a good fit if the RMSEA is less than .60 and SRMR is less than 

.09 (Ki & Hon, 2007).  

 Goodness-of-fit, adjusted goodness-of-fit and baseline comparisons also indicate 

the model reasonably fits to the data. The goodness-of-fit-index (GFI) is a measure of the 

amount of variance and covariance in a sample and adjusted goodness-of-fit (AGFI) 

adjusts for the degrees of freedom specified in the model (Byrne, 2010; Schumacker & 

Lomax, 1996). A model is considered to be a good fit when these values are close to 

1.00. Baseline comparisons compare the model to a baseline (Reinard, 2006). Baseline 

comparison includes the commonly used Normed Fit Index (NFI), Tucker-Lewis Index 

(TLI), and Comparative Fit Index (CFI). For a model to be considered to have a good fit 
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the NFI, TLI, and CFI should have values above.90, where a value of 1 indicates a 

perfect fit (Reinard, 2006; Schumacker & Lomax, 1996).  

Table 28:  Model Fit Indices for Five Model Evaluation Fit Measure  

 Fit Statistics 
(Recommended) 

Surveillances Convenience Social 
Interaction 

Entertainment Relaxation 

CMIN/df <5.0 1.366 1.362 1.287 1.537 1.595 
X2  270.453 246.455 230.404 250.506 259.918 
df - 198 181 179 163 163 
X2 significance <.05 P=.000 P=.001 P=.006 P=.000 P=.000 
CFI >.90 .985 .985 .989 .979 .977 
NFI >.90 .948 .948 .953 .943 .941 
IFI >.90 .985 .986 .989 .979 .977 
AGFI >.90 .900 .905 .910 .899 .896 
GFI >.90 .928 .932 .936 .929 .927 
RMR <.02 .060 .061 .062 .086 .081 
RMSEA <.05 .035 .035 .031 .042 .045 
RFI >.90 .933 .934 .939 .927 .984 
TLI <1 .981 .981 .985 .973 .970 
SRMR <.09 .053 .057 .056 .065 .063 
PClose             .746 .995 .993 .999 .889 .807 

Note: *p<.05, **p<.001 
 
 
All the fit indices for Surveillance also indicated a good fit of the data to the 

hypothesized model. The chi-square was significant and other fit indices were reported. 

The GFI was .92, the AGFI was.90, The SRMR was.05, and the RMSEA was .035. 

Similarly, the fit indices indicated a good fit for Surveillance.  

All the fit indices for Convenience also indicated a good fit of the data to the 

hypothesized model. The chi-square was significant and other fit indices were reported. 

The GFI was .928, the AGFI was.90, the SRMR was.057, and the RMSEA was .035. 

Similarly, the fit indices indicated a good fit for Convenience. 

All the fit indices for Social Interaction also indicated a good fit of the data to the 

hypothesized model. The chi-square was significant and other fit indices were reported. 

The GFI was .936, the AGFI was.910, The SRMR was.0569, and the RMSEA was .031. 

Similarly, the fit indices indicated a good fit for Social Interaction.  
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All the fit indices for Entertainment also indicated a good fit of the data to the 

hypothesized model. The chi-square was significant and other fit indices were reported. 

The GFI was .929, the AGFI was.899, The SRMR was.0658, and the RMSEA was .042. 

Similarly, the fit indices indicated a good fit for Entertainment.  

All the fit indices for Relaxation also indicated a good fit of the data to the 

hypothesized model. The chi-square was significant and other fit indices were reported. 

The GFI was .927, the AGFI was.896, The SRMR was.063, and the RMSEA was .045. 

Similarly, the fit indices indicated a good fit for Relaxation.  

The variance of surveillance =.474 or 47.4%, social interaction = .444 or 44.4%, 

convenience = .402 or 40.2%, relaxation = .259 or 25.9%, and entertainment = .250 or 

25%., these results suggest that model is accepted.  

          4.2.4 Time spent using Social Media Sites 

In response to Q 4: Is time spent using Social Media associated with Social 

Media addiction behavior? H4 Time spent is the definition of addiction, then the extent of 

addiction leads to more negative behaviors. Respondents were asked to provide a Likert 

Scale response about the time they spent using Social Media on a daily basis by each 

platform on a five-point scale 1) More than 14 hours per day 2) 10-14 hours per day 3) 5-

9 hours per day 4) 1-4 hours per day 5) Less than 1 hour per day. 

The Pearson’s correlation analysis was used to evaluate Hypothesis 4. A positive 

correlation result indicates a positive relationship between the variables while a negative 

correlation value indicates a negative relationship between them (Sekaran, 2003). The 
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correlation analysis that is used to evaluate ‘Hypothesis 4: Time spent is the definition of 

addiction, then the extent of addiction leads to more negative behaviors. The variables 

included in the correlation were time spent in each social media site and Social Media 

Addiction. The information in Table 29 provides the Pearson’s correlation between time 

spent on YouTube, Twitter, and behavior addiction, which were: r=.186-.200, p=.001; 

Facebook was r= .169, p = .003 and We Chat was r=.125, p=.031 which are a positive 

correlation.  However, the Pearson’s correlation between the time spent on Instagram, 

Line, and We Chat was r=-.115 to -.148, p=.010-.047.  which are a negative correlation 

with Preoccupied factor. With all things being considered, then the hypothetical model of 

this study is worthy of some further analysis.  

Table 29:  Correlation between social media site and Three Social Media Addictions 

Variable Facebook Youtube Twitter Instagram Line We Chat 
Behavior 
Addiction 

r=.169*, 
p=.003 

r=.186***, 
p=.001 

r=.200***, 
p=.001 

R=.090, 
p=.120 

R=.050, 
p=.387 

R=.125*, 
p=.031 

Anxiety r=.066, 
p=.257 

r=-.001 
p=.989 

r=.036 
p=.529 

R=-.027 
p=.637 

R=.029, 
p=.616 

R=-.018, 
p=.760 

Preoccupied r=-.021 
p=.723 

r=.045, 
p=.438 

r=-.037, 
p=.522 

R=-.148*, 
p=.010 

R=-.115*, 
p=.047 

R=-.142*, 
p=.014 
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*. Correlation is significant at the 0.05 level (2-tailed). 

 
The result was positively correlated with Time spent using social media sites and all 

three social media addictions. Time spent using some forms of social media (Facebook, 

YouTube, Twitter, and We Chat) is positively correlated with the behavior addiction 

factor. On the other hand, Time spent using other forms of social media (Line, 

Instagram, and We Chat) is negatively correlated with the preoccupied factor. Line and 

WeChat are aggressively growing up due to mobile internet expansion in Thailand 

market. Furthermore, messaging apps is accounted for 50% of their time spent (Leesa-

Ngudansuk, 2014), followed by email, shopping, games and content downloads. On the 

other hand, Instagram is simple and provide seamless shopping experience to Instagram 

users (Hutchinson, 2016). 

This result means, overall, working people were likely to spend their time more on a social 

media site. The more time spent using social media, the more likely they will exhibit 

symptoms of social media addiction, hence the hypothesis 4 was partially supported.  

In summary of research hypotheses results are stated in Table 30. 
 

Table 30: Research Hypotheses and Comparison of Results 

Hypotheses Definition of Hypotheses β P<.001, 

P<.05 

H1 Women were more likely to become addicted than 

men. 

N - 

H2 Each use and gratification was associated with 

addictive use of social media 

S ***,* 

(Continued) 
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H3 The more gratifications experienced by a person, the 

more addicted they will be. 

PS ***,* 

H4 Time spent is the definition of addiction, then the extent 

of addiction leads to more negative behaviors. 

PS ***,* 

Note. S= Supported; NS = Not Supported; PS= Partial Supported ***the path is significant 

 
 
 

 

 

  

Table 30 (Continued) : Research Hypotheses and Comparison of Results 
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CHAPTER 5 

 CONCLUSIONS AND DISCUSSIONS 

 

5.1 Summary of the Findings and Discussion 

In this decade, the development of technologies for communicating on social media 

are processing large quantities of information (Martin, 1993). In 2017, social media has 

reached 41 million active users or 56% penetration, while the Thai population is 68.1 

million and 41 million active internet users (Social Baker, 2017). 

The goals of this study were to (1) investigate the individual behavior and usage 

patterns of Social Media among Bangkok’s working population; (2) examine social media 

addiction users’ goals and motives for using social media; and (3) further study the 

gratifications of working adults on Social Media, together with their use and overuse of 

such.  

Data from 300 participants who completed the survey were used. Most of the 

respondents were females, aged between age 25 and 44. These respondents were of a 

high income of 60,000 baht and above per month and had a high education. Based on the 

sample size recommendations by Guadagnoli and Velicer (1988), because the dataset has 

several high factor loading scores (>.80), then a smaller size (n>150) should be sufficient. 

According to Kline (2005) and Weston & Gore, (2006) it was recommended to have a 

minimum sample size of 200 for any SEM analysis. The Cronbach’s alpha coefficient 

value for the variables in this study were all above the recommended value of 0.70 

proposed by Numally (1978), with social media addiction (Cronbach’s alpha = 0.943), 
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Uses and Gratification (Cronbach’s alpha = 0.928), and Time Spent (Cronbach’s alpha = 

0.883). 

 This final chapter summarizes the results of the study and discusses the important 

findings. This chapter also presents how these findings link to the previous research 

regarding gender different, uses and gratifications, time spent, and social media 

addiction. In addition, limitations of this study, and recommendations for future studies 

are presented.   

Discussion of the Gender different and Uses and Gratifications  

Based on the results it can be concluded that, in contrary to the first hypothesis, 

women are not more likely to become addicted than men.  A Pearson chi-square was 

applied to test whether women are more likely to become addicted than men. The finding 

suggests that Bangkok working females are not different from men in using social media. 

Results showed no significant relationship between gender and social media use. These 

results appeared to be opposite to the results found in a previous study undertaken by 

Cam and Isbulan (2012), which showed that males scored significantly higher than 

females on the Facebook addiction scale (FAS). This research project found that the male 

scores were not significantly higher than the females. Gender differences were a major 

part of this specific research theme. Women and men have different levels of stress; their 

use of digital technologies varies; and the impact of their technology use is rather 

different (Pew Research Center, 2015). 

The genders are not different, men and women have a narrowed gap for social 

media usage (Pew Research Center, 2015). However, some gender differences have been 
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found on one specific platform. The genders are different in the time they consume in 

certain particular social media sites. Women spend their time more than five hours per day 

which falls in light with addiction on social media on a particular platform, such as 

Facebook, Line, and Instagram. The association between gender and uses and gratifications 

of Social Media in literature review included work by Teppers et al., 2014; Spiliotopoulos 

& Oakley; 2013; Hunt, Atkin & Krishnan,  2012; Sheldon, 2009; Joinson, 2008. In all of                                  

has changed since Sheldon’s study was published, a recent study by Spiliotopoulos and 

Oakley (2013) also found that men prefer to use Facebook to engage in social network 

browsing. The present study investigated uses and gratifications motives that influence 

individuals’ social media addiction among Thai working adults. The results of the study 

did not support the first hypothesis, to determine whether women are more likely to become 

addicted to social media than men. Statistically, significant differences that are meaningful, 

have been presented in this research study. The Pearson Chi-Square was applied to see 

whether there is a significant difference among female and male working adults related to 

the answers given to the social media addiction scale. As a result, it was found that there 

was no significant difference between women and men more likely to become addicted. 

The results showed that female working adults are not significantly (p> .05) more 

addicted to social media than male working adults. These results appeared to be opposite 

to the results found in a previous study undertaken by Cam and Isbulan (2012), which 

showed that males scored significantly higher than females on the Facebook addiction scale 

(FAS). Hence, hypothesized 1 was not supported.  
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Discussion of Social Media Sites and Uses and Gratifications 

The most visited social media sites of the respondents were Facebook, Line, 

YouTube, Instagram, Twitter and WeChat. Besides that, 253 respondents accessed the 

Social Media from home which was the highest, followed by accessing from work. The 

finding found that Twitter, YouTube, and We Chat were considerably accessed on average 

for less than 4 hours per day among the working adults. However, Facebook and YouTube 

were used considerably more, with access between 5 hours to 9 hours per day.  Line and 

Instagram were used considerably more, with access of between 10 hours to 14 hours. 

Twitter was used considerably more, with access of more than 14 hours per day. Working 

adults are gratified their needs to engage in both their working and daily life.  

The basic hypotheses of U&G (Uses and Gratifications) theory is that people seek 

for the media that meets their needs and will enhance their satisfaction. The factor analysis 

from 300 working adults, five motives emerged: entertainment, social interaction, 

surveillance, relaxation, and convenience. These motives were correlated with social media 

addiction. Results showed that entertainment motive was significantly and positively 

predicted Social Media Addiction. This is consistent with previous studies (Al-Menayes, 

2015) that found entertainment to be a predictor of internet and Facebook respectively. 

Moreover, the study suggested that social interaction motive positively and significantly 

predicted the addiction to the Facebook. The study revealed that the surveillance motive 

was significantly and positively predicted to social media addiction. This is consistent with 

previous studies (Lee & Kim, 2014) that found surveillance to be a predictor of internet 

and Facebook, and Twitter respectively. Moreover, the study suggested that the social 
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interaction motive positively and significantly predicted the addiction to the Social Media 

Addiction. This is consistent with previous studies (Christy et al., 2013; Dhaha, 2013) 

which found that social interaction becomes an important role in determining the 

compulsive use of Facebook. The findings suggest that the affordance of feature tools of 

Social Media may, in fact, facilitate the convenient use among working adults with free 

access for both personal use and business use. This is contrary with Sofiah et.al (2011) who 

found that this motive did not predict FB addiction among female students in Malaysia. 

This is contrary to a previous study, which found that Thai people used social media 

because it allows immediate and responsive communication that was both convenient and 

rapid. This convenience and speed could account for people’s increasing use of social 

media (Kasemchaiyanant, 2011). 

Of the five motives significantly related to social media use, only the motivations 

labeled surveillance, social interaction, entertainment, and social interaction were 

significant predictors of social media use. In reference to the review of literature, the uses 

and gratifications theory assesses how audiences use media in fulfillment of their needs. In 

studying uses and gratifications, an audience’s social and psychological motivations are 

used to measure their media use. Researcher assume that most people are motivated to 

employ media when the media provides gratification opportunities matching the user’s 

needs (Rodgers & Sheldon, 2002). Therefore, one reason the surveillance, social 

interaction, entertainment, and relaxation motives are significant predictors of social media 

may be due to the fact that working adult’s participants strongly believe social media 

provides them over all other motives, the opportunity to the surveillance of others through 
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the use of the site. To clarify, this is not to say that social media does not provide 

opportunities for gratifying needs related to other motivations. It is obvious that the nature 

of social media’s features provides opportunities for users to gratify their needs related to 

the other motivations, such as spying on other people, using it to watch other people or 

things, or watching what others are doing. By employing SEM, the study hypothesized that 

Entertainment, Relaxation, Surveillance, Social Interaction, and Convenience motives for 

using social media will be positively predicting the addiction to the site. The study 

employed SEM to validate the measurement and full-fledged structural models.  

 Surveillance is the strongest predictor because Thai working people preferred to 

observe or spy or know about other people by using social media. This is consistent with 

findings by Sheldon (2009), Johnson, 2008, Jung (2007), and Leung (2001) who asserted 

that relaxation and entertainment purposes led the user to spend a lot of time on social 

media.  This was opposite to Huang (2012), who found that the entertainment was the 

strongest predictor of SNS addiction among 1,549 adolescents. It seems that Thai 

working adults use social media to observe other people who they may know or who are 

unknown, rather than talking to them face-to-face. The results of this study show that 

surveillance, social interaction, entertainment and relaxation are used by all social media 

users to other research studies (Chen, 2011; Boyd & Ellison, 2007).  

 Social Interaction also is a predictor of social media addiction in this research 

project. In contrary with Sofiah et.al (2011) who found that social interaction did not 

predict Facebook addiction among female students in Malaysia. Wilson (2015) argued 

that lonely people using social media are likely to be social interaction users. They prefer 
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the internet over personal relationships because they might lack a real social life that 

cause them a little lonely. A previous study by Christy, Zach, and Matthew (2013) and 

Dhaha (2013) found that social interaction has become an important role in determining 

the compulsive use of Facebook.  

 This study revealed that entertainment was a predictor of social media addiction. 

This is consistent with previous studies (Dhaha, 2013; Sofiah et.al, 2011; Kim & Haridakis, 

2008) found that entertainment was a predictor of internet and Facebook respectively. 

Entertainment significantly affects Facebook usage. Filipinos use Facebook for the 

entertainment purpose. Dhaha (2013) revealed that the entertainment motive is 

significantly and positively predicted Facebook addiction. This is in contrary with Sofiah 

et.al (2011) who found that this motive did not predict FB addiction among female students 

in Malaysia. Entertainment was found to positively influence social media interactivity 

(Hsu, Chang, Lin, & Lin, 2015), and can affect the decision to use social media (Lee & Ma 

2012). Khan (2017) added the knowledge in the field by informing that users can seek 

entertainment by not only viewing video but also reading comments. Additionally, 

entertainment is also sought by liking / disliking content. Another interesting insight from 

these findings is that users were reading comments for entertainment but did not write for 

the same purpose.  

 Relaxation was a predictor of social media addiction. Similar to Leung (2001), 

and Leung (2002), found that college students used ICQ as chatting instrumental motives 

to seek relaxation gratification since last ten years ago. Cheuk and Chan (2007), Huang 
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(2008) and Hwang (2009) found that IM was the relaxation chatting instrument among 

teenagers.   

Discussion on Social Media Addiction 

Addiction is a habit or behavior cause some kind of pleasurable sensation. 

Behavioral addiction is any action a person continues to perform despite negative 

consequences. People who spend so much time on social media sites that it begins to 

interfere with their lives. Social Media Addiction is similar to drug addiction, it anticipates 

leading to in inability to abstain, impairment in behavior control, anxiety on mental illness, 

and preoccupied can interfere normal function. This study on social media addiction among 

working adults in Bangkok found that 30%-55% of respondents were likely predict to 

become addicted to social media. The majority social media site that Thai working adults 

tended to use more: Facebook which showed that 55% of respondents spent their time over 

5 hours per day, followed by Line 40%, Instagram 32%, We Chat 27%, YouTube 15% and 

Twitter 13%.   The research found three addiction symptoms. The first is Behavior 

Addiction, or a person who spends at least five hours a day on Social Media. The behavioral 

addict is defined as an excessive user, and such people who overuse should be, or were, 

often dismissed from their job (Karaiskos, Tzavellas, Balta & Paparrigopoulos ,2010). 

Others argued that a person’s cognitive and behavioral attributes combined to develop 

negative traits associated with social media usage (Davis, 2001; Kirschner & Karpinski, 

2010). The second kind of addiction was stress or anxiety (Haynes, 2014; Koc & Gulyagci, 

2013). Stress can be harmful to the action of the body’s immune system, which can lead to 

an infection, or a serious illness. The findings indicated that entertainment, surveillance, 
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convenience, and social interaction can influence the stress of using social media. The third 

form of addiction was preoccupation. A person who is preoccupied with behavior or 

salience is likely to spend a lot of time playing online games or even gambling.  

Discussion of Time spent on Social Media  

Thai working adults spend an average of 4 hours on social media each day. The 

variables included in the correlation were time spent in each social media site and Social 

Media Addiction. Results to answer H4 indicated that working adults overuse their time on 

social media. This finding was similar to Hart (2011), who discovered that using Facebook 

for entertainment and relationship maintenance significantly contributed to a model 

predicting the amount of time spent on Facebook per day. Al-Menayes (2015) studied the 

dimensions of social media addiction among university students in Kuwait. The results 

showed that the amount of time spent on social media correlates to the symptoms of social 

media addiction. Echebrua & Coral (2010) also asserted that excessive use of new 

technology may be particularly addictive to young people. 

In most research studies, correlation design was used to investigate the relationship. 

The majority of the studies demonstrated a negative relationship between the time spent on 

social media and uses and gratification and social media addiction. In this present study, 

the negative impact of time spent on social media and social media addiction was not 

statistically significant among the Thai working adults who were selected as the sample of 

participations. Another interesting finding was the hours of daily time spent on social 

media on average; 60-80% of the respondents spent less than 4 hours per day, while 20 % 

of the respondent’s extended their time spent to more than 5 hours per day. Therefore, the 
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extensive amount of time spent on social media may be due to the fact that technology is 

now widespread and is very easy to access anywhere at any time.  

 Addiction is the change of behaviors from habits into obligatory behavior, it can 

be drugs addiction, computer gaming addiction, sport addiction, and so on. Peele & 

Brodsky (1979) were created the idea of the absence of psychotropic drugs or behavioral 

addictions. The term of addiction has been used to refer to an excessive behavior, such as 

sports and physical exercise (Morgan, 1979), gaming (Keepers 1990; Sadeghian, 2006), 

compulsive behavior (Widyanto & Griffiths, 2006). Researchers implicated that a 

diagnosis of behavioral addiction must be present at work or in social relationship 

(Widyanto & Griffiths, 2006).  

Growth of smartphones users in Thailand are pointed to concern of this present 

study. The finding suggest that people accessed social media via their own mobile phone 

over 70%. The results indicated that Thai working adults are likely to increase number of 

social media addiction users due to smartphone give them the ability to connect easily 

with friends and family to application, websites, blogs, social media and more in their 

daily life.  

Based on the results of this present study, the findings suggest that the increased 

level of social media addiction is related with those who become addicted to the social 

media use. Likewise, Lu (2008) inferred that Internet dependents are not only using the 

Internet for information-search but also to carry out deceptive behaviors to fulfill their 

needs. Seay and Kraut (2007), Kim et al. (2006), and Bradley (1990) conceived that 
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Internet dependency is a behavioral addiction. Likewise, Internet addiction is a subset of 

behavioral addiction (Chou & Hsiao, 2000; Griffiths, 1999).  In summary, this shows that 

the variables were validated with evidence from the result of this research and found in 

other previous literature results.  

5.2 Conclusion 

Technology is simple, which makes it is very easy to access across nationwide 

due to the development of technology and telecommunication. People can access social 

media easily and conveniently. The finding of this study has extended the existing 

knowledge on uses and gratifications and social media addiction in several ways. First, 

the results suggested that uses and gratification is applicable to the context of social 

media addiction among working adults in Bangkok. Second, the study validated three 

hypotheses and rejected another. Third, the study found that any overuse of time spent 

with uses and gratifications motive are indirectly positive to social media addiction. 

Fourth, the uses and gratifications on social media could predict the symptoms that could 

lead on to the social media addiction behavior. Finally, the results of the study suggested 

that time spent online is the definition of addiction, then the extent of addiction leads to 

more negative behaviors. Instagram, Line, and We Chat were a negative correlation with 

Preoccupied, which can lead people to establish a negative interference in their social life 

and their career or occupation (Varma, 2016).  

Previous research has normally focused on the factors that influence internet 

addiction in the context of gaming addiction and not on social networking addiction in 

Thailand. In this specific research project, two factors which are behavior 
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addiction/anxiety and five uses and gratifications motives were analyzed and the findings 

showed that both factors do correlate with Social Media Addiction among working adults 

in Bangkok. 

The ten social media gratifications adapted from Whiting & William were 

identified in this study and can be categorized into these separate areas: entertainment, 

surveillance, social interaction, convenience, and relaxation. The study found that 

motives for using social media could predict the addiction to the site. The results of the 

study suggested that surveillance, social interaction, entertainment and relaxation were 

predictors of social media addiction, thus supporting previous studies. Among these, 

surveillance had the most power to predict social media addiction, while relaxation and 

entertainment were the least likely to lead to addiction. In a uses and gratifications 

context, surveillance fits in quite well with the Thai culture specifically, to observe, spy, 

and know about what others people are doing.  

5.3. Implications 

This study is useful to help raise all three of consumers, scholars, and marketer’s 

awareness of the dark side of social media usage. With the growth of technologies as well 

as the exponential growth of smartphone usage, people can access social media anytime 

and anywhere. When they are not able to access through social media easily, they may 

suffer from the social media addiction. This study is helpful to consumers who want to 

break their addiction by getting away from a social media site to meet real people. An 

educational training program on social media addiction could help to improve the 

satisfaction and cohesion with social media usage. According to Boyd (2012), a 
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suggestion could be a digital sabbatical for consumers to stay away from connecting or 

less focused by engaging with social media while choosing which messages to respond 

to.  

Further advanced scholarship with four dimensions of addiction would offer a 

new contribution in a novel population: surveillance, social interaction, entertainment and 

relaxation which this study is the first to look at working adults in Bangkok while the 

most studies are done of young people or college students.    

This study will also be beneficial to marketers to understand how people use and 

become addicted to social media. So, the marketers of each social media sites should 

focus on privacy or time-alert or a shutdown icon that could pop-up as a warning when a 

person is over-using social media for many hours at a time. This could be an opportunity 

for people to adopt actions for more sustainable living that can help them to reduce or 

control their time on using social media each day.   

5.4 Limitation and Recommendation 

The findings of this study should be considered in light of the study limitations. 

Prior research normally focused on the factors that influence Social Media addiction. In 

this specific research project, the three factors of gender, uses and gratifications, and the 

time spent online were analyzed. Although the findings show that all the factors do 

correlate with social media addiction among working adults in Bangkok Metropolitan, a 

future study should also include upcountry users from another working adults group as 

well. In addition to this, the author of the study had chosen to target social media users 

aged between 25 and 44 in this present study. As online social media is becoming 
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increasingly popular nowadays and is a trend among users of all ages, the developed 

instrument can be further improved by targeting respondents from different age groups, 

such as senior, more elderly people.  

There are some limitations and recommendations for the study. The study was 

done by only focusing on working adults in Bangkok who were mostly are office workers 

who were also easily able to access internet more than others, hence, there are limitation 

of the sample selection. Additionally, there is some further limitation on the proportion of 

the sample by age and income. In addition to this, a limitation on Thai translation of 

survey questionnaire that led to misinterpretation. The studied was not able to be 

completely precise in measuring people’s social media use. Furthermore, this research 

demonstrates the usefulness of uses and gratifications theory associated with social media 

addiction research. It helps explain the reasons why consumers can become addicted to 

social media. The findings from the study can help businesses to more effectively 

communicate with the existing and potential customers and prevent further social media 

addiction users.  

The findings show that both factors do correlate with social media addiction 

among working adults in Bangkok, so a future study should also include other urban 

cities as well. On the other hand, the study had chosen to target social media users aged 

between 25 and 44 in the present study sample. As online social media is becoming 

increasingly popular nowadays, then the developed instrument can be further improved 

by targeting respondents to higher aging group.  Based on Uses and Gratifications theory, 

many variables would affect the social media addiction, here in this research, the author 
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only covered demographic, activities, time spent, uses and gratifications. In fact, there are 

many other various factor that can be further discussed. Due to the limited work force, 

this research only covered 300 convenient respondents and focused on working adults in 

Bangkok so, for the future research it would be recommended to increase the sample size 

and probability sampling in order to generalize the representative population. Using SEM 

as a data analytic strategy in examine the hypotheses would be beneficial. In future 

studies, more advanced statistical methods can be used to explore the hypothesized 

relationship. The growth of smartphones users in Bangkok and upcountry are indicated 

for smartphone addiction by accessing to social media. According to the above 

limitations, the suggestions are listed as follow: Future researchers can expand their 

studies on other variables which may affect the gratifications as well. With the growing 

awareness of social media addiction, future researchers can extend their studies to others 

provinces in Thailand, or even choose another country in order to see the difference of 

cultures which can cause users to develop social media addiction. The future research 

would be recommended to add the frequency of smartphone usage i.e. frequency of 

touching smartphone, time spend, and etc. Much has changed, with different generations 

also approaching communication, information, help-seeking, entertainment and 

socialization differently, so future studies should consider the gender ratio of the 

Bangkok sample, with 70% of females that had a ratio of 2:1, so this might also limit the 

generalizability of the findings. The future research survey should make the research 

questionnaire clear that would help to measure people’s social media use precisely. In 

conclusion, the study was to examine how the ‘uses and gratifications’ motives affected 



113 
 

 
 

social media addiction among Thai working adults. The findings have fulfilled the 

objectives and contribute to the field of uses and gratifications and social media addiction 

studies. Further to this, the finding broadens the understanding of uses and gratifications 

and social media addiction among working adults through the study of a non-Western 

contexts.  
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Appendix A: Ohio University Online Consent Form 
Title of Research: Uses and Gratifications Associated with Social Media Addiction Among Working Adults in Bangkok 
      
Researchers: Miss Napaphat Limvarakul     
  
 

You are being asked to participate in this research For you to be able to decide whether you want to participate in 
this project, you should understand what the project is about, as well as the possible risks and benefits in order to 
make an informed decision. This process is known as informed consent.  This form describes the purpose, 
procedures, possible benefits, and risks.  It also explains how your personal information will be used and protected.  
Once you have read this form and your questions about the study are answered, you will be asked to click the “I 
Agree to Particiapte” button.  This will allow your participation in this study.  You should print or save a copy of this 
document.   

 
Explanation of Study 

I am interested in how and why Thai people use social media. Because you have identified yourself as being a social 
media user, I think you will be able to contribute useful insights into how and why you use social media in your 
normal life. 
 
If you agree to participate, you will be asked to complete a 15-minute online survey about your social media use and 
your opinions about social media. 

 
Risks and Discomforts 

 
It is not anticipated that there will be any risks associated with participation in this study; however, you do not have 
to answer any question or take part in the online survey if you feel the question(s) are too personal or if talking about 
them makes you uncomfortable  

Benefits 

 
You participation is likely to benefit the wider academic community, marketers and public consumers by helping us 
understand what factors influence the social media use and predict who is likely to become addicted to Social Media. 

Confidentiality and Records 

Your participation in this survey is anonymous. Although the information that will be collected from this research 
project will be used in my published PhD Dissertation and may also be used in future for academic conferences and 
in academic journal articles, there will be no way to associate your answers with you. 
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If you participate, I encourage you to take the survey in a private location. And, when you are done, please clear 
your browser cache to protect your anonymity.  
 

Additionally, while every effort will be made to keep your study-related information confidential, there may be 
circumstances where this information must be shared with: 
  * Federal agencies, for example the Office of Human Research Protections, whose responsibility is to protect 

human subjects in research; 
  * Representatives of Ohio University (OU), including the Institutional Review Board, a committee that oversees 

the research at OU; 
  *Representatives of Bangkok University (BU), including the Institutional Review Board, a committee that oversees 

the research at BU; 
Contact Information 

If you have any questions regarding this study, please contact Napaphat Limvarakul at nlimvarakul@gmail.com , Tel. 
+66818992340. Or or Dr.Benjamin R. Bates at batesb@ohio.edu, 740593-4828. 
     If you have any questions regarding your rights as a research participant, please contact Dr. Chris Hayhow, Director of 

Research Compliance, Ohio University, (740)593-0664 or hayhow@ohio.edu. 

By clicking the “I agree” button below, you are agreeing that: 
• you have read this consent form (or it has been read to you) and have been given the opportunity to ask 

questions and have them answered 
• you have been informed of potential risks and they have been explained to your satisfaction.  
• you understand Ohio University has no funds set aside for any injuries you might receive as a result of 

participating in this study  
• you are 18 years of age or older  
• your participation in this research is completely voluntary  
• you may leave the study at any time.  If you decide to stop participating in the study, there will be no 

penalty to you and you will not lose any benefits to which you are otherwise entitled.    
 
{  I Agree to Participate } 
 
{ I Do Not Agree to Participate } 
                    
   Version Date: 02/23/2015 
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Appendix A: หนังสือแสดงเจตนายนิยอมเข้าร่วมงานวจัิยดยได้รับการบอกกล่าวและเต็มใจ 
 

หวัข้องานวจัิย: การวเิคราะห์ความสัมพนัธ์การใชสื้iอสังคมออนไลน์และความพงึพอใจทีiมีผลต่อการเสพติดสืiอสังคมออนไลน์ในกลุ่ม
คนวยัทํางานในเขตกรุงเทพมหานคร 

ผู้วจัิย: นางสาว นปภชั ลิsมวรากุล     
  
       

ท่านได้ถูกบอกกล่าวเพืiอเข้าร่วมงานวจัิยชิsนนีs สําหรับท่านทีiสามารถตัดสินใจว่าต้องการทีiจะเข้าร่วมงานวจัิยชิsนนีsหรือไม่ ท่าน
ควรจะเข้าใจว่าโครงการวจัิยนีsกําลังศึกษาด้านไหน เช่นเดียวกับความเสีiยงหรือผลประโยชน์ทีiอาจจะเกิดขึsนเพืiอใหท่้านได้
ตัดสินใจก่อน ขั sนตอนนีsเป็นการแจ้งหนังสือแสดงเจตนายนิยอมเพืiอเข้าร่วมงานวจัิย การทําหนังสือแจ้งฉบบันีsเพืiอแจ้งถงึ
วตัถุประสงค์ ขั sนตอนการดําเนินการ ผลประโยชน์ทีiมี และ ความเสีiยงทีiจะเกิดขึsน เอกสารฉบบันีsจะอธิบายถงึขอ้มูลของท่านจะ
ถูกนําไปใชแ้ละจะถูกเก็บรักษาเป็นความลับอย่างไร เมืiอท่านได้อ่านเอกสารฉบบันีsและเมืiอคําถามของท่านได้ถูกตอบเรียบร้อย
แล้ว ท่านจะถูกขอใหค้ลิyกทีiปุ่มข้อความ “ฉันยนิดีเข้าร่วม” เพืiอนําไปสู่การเข้าร่วมงานวจัิยชิsนนีsต่อไป ท่านสามารถพมิพห์รือเก็บ
สําเนาข้อมูลไว้ได้ด้วยเช่นกัน  

 
อธิบายโครงการวจัิย 

 
ผู้วจัิยได้สนใจศึกษาถงึประเด็นว่าทําไมคนไทยถงึนิยมหนัมาใชสื้iอสังคมออนไลน์ และใชอ้ย่างไร เนืiองจากท่านได้ถูกให้ข้อมูลว่า
ปัจจุบนัท่านเป็นคนทีiใชง้านสืiอสังคมออนไลน์ ผู้วจัิยจึงได้คํานึงว่าท่านเป็นผู้ทีiสามารถช่วยใหข้้อมูลเพืiอเป็นประโยชน์ถึงเหตุ
และผลทีiท่านเลือกใชสื้iอสังคมออนไลน์ในชวีติประจําวนัของท่าน ถ้าท่านตกลงยินยอมเข้าร่วมงานวิจัยนีs ท่านจะถูกขอใหช่้วย
ตอบแบบสอบถามซึiงใชเ้วลาประมาณ 15 นาที โดยเป็นการตอบและเก็บข้อมูลผ่านทางออนไลน์ โดยคําถามจะเกีiยวกับการใช้
สืiอสังคมออนไลน์และความคิดเหน็เกีiยวกับสืiอสังคมออนไลน์ 
 

ความเสีiยงและความไม่สะดวก 
 
งานวจัิยชิsนนีsไม่ได้มีความเสีiยงใด ทีๆiจะเกีiยวพนัถงึผู้เข้าร่วมวจัิย อย่างไรก็ตาม ท่านมีสิทธิ }ทีiจะไม่ใหคํ้าตอบหรือไม่เข้าร่วมใน
งานวจัิยออนไลน์นีs ถ้าท่านรู้สึกว่าคําถามเป็นการถามถงึข้อมูลส่วนตัวมากเกินไปหรือถ้าคําถามหรือ คําตอบบางข้อจะทําให้
ท่านรู้สึกไม่สบายใจทีiจะตอบ 

 
ประโยชน์ของการเข้าร่วม 

 
การเข้าร่วมของคุณจะนํามาซึiงประโยชน์ต่อวงการวชิาการโดยกว้าง รวมถึง การตลาดและ ประชาชนทั iวไป โดยช่วยให้ผู้วจัิยได้
เข้าใจถงึปัจจัยทีiมีผลกระทบต่อพฤติกรรมการใชสื้iอสังคมออนไลน์ และ คาดการณ์ว่าใครทีiมีพฤติกรรมทีiจะเสพติดสืiอสังคม
ออนไลน์ 

 
การบนัทึกและเก็บรักษาความลับของข้อมูล 
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การเข้าร่วมของท่านในงานวิจัยจะไม่ถูกเปิดเผยเป็นรายบุคคล ถึงแม้ว่าข้อมูลต่าง ทๆีiจะถูกเก็บเพืiอใชใ้นการตีพมิพใ์น
วทิยานิพนธ์ดุษฏบีณัฑติ อาจจะถูกนํามาใชใ้นงานประชุมวขิาการและการนําไปใชอ้้างอิงในวารสารวชิาการ จะไม่มีการแสดง
ข้อมูลทีiจะเกีiยวข้องกับท่านแต่อย่างใด 
ถ้าท่านเข้าร่วมงานวจัิยนีs ผู้วจัิยขอแนะนําใหท่้านตอบแบบสอบถามในเพืsนทีiๆ เป็นส่วนบุคคล และเมืiอท่านได้ตอบแบบสอบถาม
ครบถ้วนแล้ว โปรดลบบราวเซอร์ของท่านออกจากระบบเพืiอเป็นการช่วยปกป้องตัวตนของคุณ  
เพิiมเติม ขณะทีiได้มีการรวบรวมข้อมูลวจัิยทีiเกีiยวข้องกับท่านจะถูกเก็บด้วยความระมัดระวงัเป็นความลับอย่างยิiง อาจมีเพยีง
เนืsอหาบางส่วนทีiจะถูกเผยแพร่ใหกั้บ  

*หน่วยงานรัฐบาลกลางทีiเกีiยวข้อง ยกตัวอย่างเช่น สํานักงานคณะกรรมการพทิกัษ์สิทธิมนุษย์ ทีiมีความรับผดิชอบคือการ
ปกป้องผลกระทบต่าง ทๆีiจะเกิดขึsนในการวจัิยต่อมนุษย์  
 *ผู้แทนของมหาวทิยาลัยโอไฮโอ OU  (รวมทั sงคณะกรรมการสถาบนั ,คณะกรรมการทีiดูแลการวจัิยทีi OU; 
 *ผู้แทนของมหาวทิยาลัยกรุงเทพ )BU  (รวมทั sงคณะ กรรมการสถาบนั,คณะกรรมการทีiดูแลการวิจัยทีi BU  

 
ข้อมูลสําหรับติดต่อ  
 
ถ้าท่านมีคําถามอืiน เๆพิiมเติมเกีiยวกับงานวจัิยฉบับนีs กรุณาติดต่อได้ทีi นางสาว นปภชั ลิsมวรากุล ทีi  
nlimvarakul@gmail.com , Tel. +66818992340. หรือ ดร.เบนจามิน อาร์ เบทส์ ทีi batesb@ohio.edu, 740593-4828 
ถ้าท่านมีคําถามอืiน เๆพิiมเติมเกีiยวกับสิทธิของคุณในฐานะผู้เข้าร่วมงานวจัิย กรุณาติดต่อได้ทีi โจ แอลเลน เชอร์โรว์ ผูอํ้านวยการฝ่าย
ปฏบิติัการงานวจัิย, มหาวทิยาลัยโอไฮโอ , (740)593-0664. 
 

โดยการกดปุ่มคลิyกด้านล่าง “ฉันยนิดี” , ท่านกําลังยนิยอมปฏบิติัตามนีs: 
 

• ท่านได้อ่านหนังสือแสดงเจตนายนิยอมนีs )หรือจะ ถูกได้รับการอ่านใหคุ้ณฟัง (และได้รับโอกาสทีiจะถามคําถามและ
คําอธิบายจากทางผู้วจัิย 

• ท่านได้รับการแจ้งใหท้ราบถงึความเสีiยงทีiอาจเกิดขึsนและผู้วจัิยได้ใหก้ารอธิบายชีsแจงเพืiอใหท่้านเกิดความพงึพอใจ 
• ท่านเข้าใจได้ว่ามหาวทิยาลัยโอไฮโอไม่มีการตัsงงบสํารองสําหรับการบาดเจ็บใด  ๆทีiคุณอาจได้รับซึiงเกิดจากมีส่วน

ร่วมในการศึกษานีs 
• คุณมีอายุครบ  18 ปีบริบูรณ์  
• การมีส่วนร่วมในการวจัิยครัsงนีsถอืเป็นความสมัครใจอย่างสมบูรณ์ 
• ท่านอาจจะถอนตัวหรืองดการเข้าร่วมการวจัิยได้ทุกเมืiอ โดยจะไม่มีผลกระทบใด ต่ๆอท่านทีiจะได้รับในการทําวจัิย

ครัsงนีs จะไม่มีการลงโทษใด กัๆบท่านและทําใหท่้านต้องสูยเสียผลประโยชน์ใด  ๆ
 
{ฉันยนิดีเข้าร่วม } 
 
{ ฉันไม่ยินดีเข้าร่วม  } 

                  
   Version Date: 02/23/2015 
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Appendix B:  Recruit Text 
 

This study will recruit working adults who living in Bangkok by sending out the link in Facebook, Twitter and Youtube of 
Organizational Page i.e. The Nation. The statement will be shown as following: 
 
Hello, my name is Napaphat Limvarakul and I am a graduate student at Bangkok-Ohio University. I am doing work to 
understand how and why working adults use Social Media. I am in interested in working adults 25-44 years of age use.  
 
Your participation is greatly appreciated. The online survey should take about 15 minutes in the main application of your 
time. 
 
No personally identifiable information is collected in the survey. The results will be provided to the researcher as raw data 
and will not include any information that would identify you as a respondent. 
 
If you would like to participate, please click here: https://az1.qualtrics.com/Social Media Use  
 

งานวจัิยชิsนนีsต้องการจะเชญิคนวยัทํางานซึiงอาศัยอยู่ในเขตกรุงเทพมหานคร โดยการส่งลิงค์ผ่านทางเฟซบุ๊ค, ทวติเตอร์, และ ยูทู้ป 

บนหน้าเพจขององค์กร อาทเิช่น เนชั iน โดยข้อความจะถูกโชว์บนหน้าเพจดังต่อไปนีs 

 

สวสัดีค่ะ ดิฉันชืiอ นางสาวนปภชั ลิsมวรากุล และ เป็นนักศึกษาปริญญาเอก สาขานิเทศศาสตร์ โครงการศึกษาร่วมระหว่าง

มหาวทิยาลัยกรุงเทพกับมหาวทิยาลัยโอไฮโอ (สหรัฐอเมริกา) ขณะนีsดิฉันกําลังจัดทํางานวจัิยเพืiอทําความเข้าใจถงึพฤติกรรมการใช้

สืiอสังคมออนไลน์ ทําไมถงึใชสื้iอสังคมออนไลน์และใช้อย่างไร ดิฉันสนใจทีiจะศึกษากลุ่มคนวยัทํางานทีiมีอายุระหว่าง 25-44 ปี  

 

ขอขอบคุณเป็นอย่างสูงในการตอบรับเข้าร่วมงานวจัิยครัsงนีsของคุณ การทําวจัิยทางออนไลน์ท่านจะใชเ้วลาไม่เกิน 15 นาทใีนหน้า

หลัก  

 

ในการทําวจัิยครัsงนีsไม่มีการแสดงข้อมูลส่วนบุคคลของท่านแต่อย่างใด ข้อมูลจะถูกรายงานเป็นข้อมูลส่วนรวมถงึผูวิ้จัยซึiงจะใช้เฉพาะ

ข้อมูลดิบทีiเก็บรวบรวมมา และจะไม่มีการแสดงระบุข้อมูลใด ทๆีiระบุถงึท่านในฐานะผู้เข้าร่วมวจัิยเลย  

 

ถ้าท่านต้องการเข้าร่วมงานวจัิยนีs กรุณาคลิyกทีiนีi:  
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APPENDIX C: SURVEY INSTRUMENT 
 

Please complete the survey by selecting the correct choice to answer  

Part 1 Questionnaire about Demographic Characteristics 

1. Gender  Male  [  ]       Female [ ] 
2. Age 

Less than 25 years     [ ] stop interview between 25 - 29 years old  [ ]     between 30 - 34 years old  [ ]   
  between 35 - 39 years old  [ ]   between 40-44 years [ ]       45 years and above [ ]   

3. Household Income (per month ). 
Less than 10,000 BAHT          [ ]      between 10,000 - 20,000 Baht  [ ]    
Between 20,001 - 30,000 BAHT  [ ]     between 30,001 - 40,000 Baht  [ ]    
Between 40,001 - 50,000 BAHT  [ ]     between 50,001 - 60,000 Baht  [ ]    
More than 60,000 Baht            []    

4. Education 
Below Bachelor    [ ]   Bachelor [ ]     Above Bachelor   [ ]   

5. Occupation 
Teacher/ officer  [ ]    Governor Officer [ ]    Employees of private companies [ ]     
  Business Owners [ ]    
Others [ ] ____________ 
 

Part2 General Behavior of Social Media usage. 

6. Usually, how often do you use Social Media in each place? 

Usability Place 5 

Extremely 

4 

Very 

3 

Moderately 

2 

Low 

1 

Least 

1. Home      

2. Office      

3. During travel      

4. Department Store      

5. Restaurant/Coffee Shop      

6. Other, please specify…..      

7. Do you ultimately enter for Social Media usage through devices select single answer? 

Personal Computer (PC)  ]    ]  Mobile Phone [   ] 

Tablet [   ]    Laptop   [   ] 
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Others [  ] 

8. Normally, which period of time do you mostly use Social Media (Select  single answer) 

Morning Time 06.00-11.59 [   ]    Day Time 12.00-13.00   [  ]         Afternoon Time 13.01-16.00 [   ]  

Evening Time 16.01-20.59  [  ]  Night Time between 21.00 – 24.00 hrs.(  [   ]   After Midnight 00.01 – 

05.59  [   ] 

9. How often do you access the activities on these Social Media? 

 

 

Activities on Social Media  5 

Everyday  

4 

Week 

3 

  Month 

2 

Sometimes 

1 

Never 

1. View/read other people’s data      

2. Communicate with friends      

3. Communicate with family      

4. Post photos, including mobile      

5. Post message on other people’s 
Internet forum 

     

6. Read private message received 
from other people 

     

7. Comments on others’ statuses and 
photoes 

     

8. Check my newsfeed for the latest 
from my friends 

     

9. Browse through my friends’ profile 
pages 

     

10. Add or reduce number of friends      

11. Update current news information or 
movement 

     

12. View video link      

13. Make new friends      

14. Check for friends ‘birthdays or other 
information’ 
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15. Create activity event and send for 
invitation 

     

16. Collect data from other people      

17. Tell my friends about my new 
purchases or finds 

     

18. Open to view the corporate or 
organizational data 

     

19. Correspond to the company or 
organization or colleagues. 

     

20. Correspond to customer      

 

10. Total time do you spend using Social Media Sites 

 

Types of Social Media Less than 1 hour 

per day 

(5) 

1-4 hours per 

day 

(4) 

5-9 hours per day 

(3) 

10-14 hours per 

day 

(2) 

More than14 hours 

per day 

(1) 

1. Facebook      

2. YouTube      

3. Twitter      

4. Instagram      

5. Line      

6. WeChat      

7. Others, please specify      

 
Part 3 Uses & Gratification on Social Media  

11. Please indicate how much you agree with the following statements about Uses & Gratification on Social Media 

 U&G on Social Media 5 

Strongly 
Agree 

4 

Agree 

3 

Neither 
agree or 
disagree 

2 

Disagree 

1 

Strongly 
disagree 
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Social 
Interaction 

1. Have more contact with 
people via Social Media 
than face to face. 

2. Social Media gives me a 
social life. 

3. Connect and keep in 
touch with family and 
friends. 

4. Interact with people I do 
not regularly see/ 

5. Chat with old 
acquaintances 

6. Meet new friends 

     

Information 
seeking 

7. Find information about 
sales, deals, or products 

8. Find information on 
events, birthdays, and 
parties 

9. Look at information about 
businesses. 

10. To get how-to instruction 
11. To learn new things 

     

Passing Time 12. I use Social Media when I 
have idle time or when I 
am bored  

13. I want something to do. 
14. I use Social Media when 

bored at work 
15. I use Social Media during 

class to pass the time 

     

Entertainment 
 
 
 
 
 
 
 
 
 

16. Used Social Media as 
source of entertainment. 

17. Use for playing games. 
18. Use for listening to music 
19. Use for watching videos. 
20. Use for humor and comic 

relief 
21. Use for listening to jokes. 
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Relaxation 22. Use for reading 
comments and stuff 
makes me laugh 

23. Use for watching the 
crazies on Social Media 
provide entertainment to 
me. 

 24. It is relaxing to go through 
profiles. 

25. Looking on Social Media 
does not take any thought 

26. It is an escape from 
reality 

27. It is an escape from the 
real world 

     

Expression of 
opinions 

28. Express thoughts and 
opinions. 

     

Things to talk 
about 

29. Give something to talk 
about with friends. 

30. Social Media like 
Facebook or Twitter gives 
them things to gossip 
about. 

     

Convenience 31. It is convenient and 
accessible anytime and 
anywhere. 

32. It is readily available and 
has no time restraints. 

33. It is being able to 
communicate with a lot of 
people at one time.  

     

Sharing 
information 

34. I like to post updates and 
share pictures. 

35.  Information sharing and 
allow consumers to 
communicate each 
others. 

     

Knowing about 
others 

36. Use for watching people 
or things. 
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37. Use for watching what 
others are doing. 

38. Use for spy on people. 
39. Use for creep on people. 
40. Use for looking at stuff 

about others without them 
knowing about it. 
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Part 4 Social Media Addiction Psychological and Behavior 

12. Please indicate how much you agree with the following statements about Social Media Addiction Psychological 

and Behavior 

Psychological and Behavior 5 

Strongly 

Agree 

4 

Agree 

3 

Neither agree 

or disagree 

2 

Disagree 

1 

Strongly 

disagree 

1. Social Media is necessary for 
you. 

     

2. It is difficult to stop using Social 
Media. 

     

3. You can say that you are 
addicted to Social Media. 

     

4. You will feel nervous when not 
using Social Media.  

     

5. You choose to play Social 
Media more than doing other 
things in leisure time.  

     

6. You will feel bored, under stress 
and irritable when Social Media 
cannot be used.  

     

7. You have incessantly planned 
to further using Social Media in 
the future. 

     

8. You will use Social Media every 
time when you are leisure. 

     

9. You will frequently use Social 
Media as much as possible.  

     

10. You will spend more time with 
Social Media.  

     

11. You are often cautious when 
somebody asks to be friend 
through Social Media.  

     

12. You will not immediately accept 
the invitation to join the groups 
when acceptance. 
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13. Social Media makes you joyful.       

14. Social Media eases you up.      

15. You think that your friends are 
involved in, causing you using 
Social Media. 

     

16. You can express your opinion 
via Social Media. 

     

17. You think that Social Media can 
make you confident for show-
off.  

     

18. You are afraid of using Social 
Media. 

     

19. You feel embarrassed for use of 
Social Media. 

     

20. You feel anxious each time of 
Social Media service usage.  

     

21. You feel nervous and confused 
when using Social Media. 

     

22. You feel depressed when using 
Social Media. 

     

23. You think that you can express 
your emotion via Social Media. 

     

24. You are fond of displaying 
various data for others’ 
awareness via Social Media. 

     

25. People who are influential in the 
use of your Social Media are 
other service users. 

     

26. You try to cut down the amount 
of time you spend on social 
media and fail 

     

27. You feel disappointed, angry, 
furious, and feel pressured and 
nervous when you must stop 
the use of Social Media. 

     

28. You cannot often control your 
usage behavior or stop the use 
of Social Media. 
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29. You feel like using Internet 
more in time.  

     

30. You lose social relation, job or 
opportunity because of the use 
of Social Media. 

     

31. You must tell a lie or conceal 
your family, friends or 
surrounding people around you 
about usage behavior of Social 
Media. 

     

32. You use Social Media as the 
means for problem avoidance 
or emotional relief from 
pressure and desperateness 
feelings. 

     

33. It happens to me that I sleep 
much less than usually because 
I stay longer with SM 

     

34. I have better time with people 
that I have met over the internet 
than with those that I know in 
person 
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APPENDIX C: SURVEY INSTRUMENT (Thai Version) 
 

สวัสดีค่ะ ดิฉันชืiอ นางสาวนปภัช ลิsมวรากุล นักศึกษาปริญญาเอก สาขานิเทศศาสตร์โครงการศึกษาร่วมระหว่าง
มหาวทิยาลัยกรุงเทพกับมหาวทิยาลัยโอไฮโอ (สหรัฐอเมริกา) ขณะนีsดิฉันกําลังจัดทํางานวจัิยทีiมีวตัถุประสงค์เพืiอทําความเข้าใจว่า
คนวยัทํางานทีiมีอายุระหว่าง 25-44 ปี มีพฤติกรรมการใชสื้iอสังคมออนไลน์อย่างไร และมีความพงึพอใจต่อสืiอดังกล่าวเพยีงใด จึงใคร่
ขอความอนุเคราะห์จากท่านในการตอบแบบสอบถามนีs ซึiงคาดว่าจะใชเ้วลาไม่เกิน 15 นาท ีขอเรียนใหท้ราบเบืsองต้นว่า ในการทํา
แบบสอบถามนีsไม่มีการเก็บข้อมูลทีiเกีiยวข้องกับประวติัส่วนตัว นักวจัิยจะใชเ้ฉพาะข้อมูลดิบทีiเก็บรวบรวมมาได้ เพืiอนําไปวเิคราะห์
ข้อมูลต่อไป และจะไม่มีการระบุใด  ๆทั sงสิsนถงึผู้ตอบแบบสอบถาม  
 

ผลทีiได้จากการวจัิยนีsจะเป็นประโยชน์ทางด้านวชิาการเกีiยวกับกลุ่มผู้บริโภคทีiหนัมาใชส้ืiอสังคมออนไลน์มากขึsนใน
ปัจจุบัน และใชค้าดการณ์ถงึพฤติกรรมการเสพติดสืiอสังคมออนไลน์นอกจากนีsข้อมูลทีiได้ยงัจะเป็นประโยชน์ต่อนักการตลาดและ
องค์กรทีiดําเนินธุรกิจด้านสืiอโฆษณา ซึiงจะทําใหเ้กดิความเขา้ใจกลุ่มเป้าหมายอายุ 25-44 ปีได้ดียิiงขึsน อันจะนําไปสู่การวางแผน
การตลาดได้อย่างเหมาะสมกับกลุ่มเป้าหมายกลุ่มนีs  

 
ถ้าท่านมีข้อสงสัยประการใด รบกวนสอบถามโดยตรงกับผู้วิจัยทีi nlimvarakul@gmail.com , +6681899-2340 หรือ 

Dr.Benjamin R. Bates ทีi batesb@ohio.edu, 740593-4828. ท่านไม่จําเป็นต้องเข้าร่วมการวจัิยนีs การปฏเิสธการเขา้ร่วมหรือการ
ตัดสินใจถอนตัวจากการวจัิยจะไม่มีบทลงโทษหรือทําใหคุ้ณสูญเสียประโยชน์ใด  ๆ ผู้เก็บข้อมูลอาจเลือกทีiจะหยุดการทําวจัิยร่วมกับ
ท่านเวลาใดก็ได้ 
 

ก่อนตอบแบบสอบถามนีs ท่านรับทราบว่าได้อ่านและเหน็ด้วยกับข้อมูลดังกล่าวข้างต้น เข้าใจสิทธิ }ในฐานะผู้ร่วมการวจัิย 
และยนิยอมโดยสมัครใจทีiจะเข้าร่วมการวจัิยนีs ท่านสามารถเริiมการเข้าร่วมงานวจัิยโดยการคลิyกทีiนีi:  
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แบบสอบถาม 
ส่วนทีi 1 ลักษณะทางประชากรศาสตร์ 
คําแนะนํา: กรุณาตอบแบบสอบถาม โดยเลือกตัวเลือกทีiตรงกับคําตอบและความคิดเห็นของท่านมากทีiสุด 

1. เพศ ชาย  [  ]       หญงิ [ ] 
2. อายุ 

น้อยกว่า 25 ปี     [ ] หยุดการตอบแบบสอบถาม ระหว่างอายุ 25 - 29 ปี  [ ]      
ระหว่างอายุ 30 - 34 ปี  [ ]      ระหว่างอายุ 35 - 39 ปี  [ ]   
ระหว่างอายุ 40-44 ปี [ ]        มากกว่า 45 ปีขึsนไป [ ]   

3. รายได้ครอบครัวต่อเดือน  
น้อยกว่า 10,000 บาท          [ ]      ระหว่าง 10,000 - 20,000 บาท  [ ]    
ระหว่าง 20,001 - 30,000 บาท  [ ]     ระหว่าง 30,001 - 40,000 บาท  [ ]    
ระหว่าง 40,001 - 50,000 บาท  [ ]     ระหว่าง 50,001 - 60,000 บาท  [ ]    
มากกว่า 60,000 บาท  []    

4. การศึกษา 
ตํiากว่าปริญญาตรี    [ ]   ปริญญาตรี  [ ]     สูงกว่าปริญญาตรี   [ ]   

5. อาชพี 
อาจารย์    [ ]      ข้าราชการ/พนักงานรัฐวสิาหกจิ [ ]     
พนักงานบริษทัเอกชน [ ]     เจ้าของธุรกิจ [ ]    
อืiน  ๆ[ ] ____________ 
 

ส่วนทีi 2  พฤติกรรมทั iวไป กับการใชสื้iอสังคมออนไลน์ 

6. โดยปกติ คุณมักจะใชสื้iอสังคมออนไลน์ในแต่ละสถานทีiบ่อยเพยีงใด   

สถานทีiใช้งาน 5 

มากทีiสุด 

4 

มาก 

3 

ปานกลาง 

2 

น้อย 

1 

น้อยทีiสุด 

�.� บ้าน      

�.� ทีiทํางาน      

6.3 ระหว่างการเดินทาง      

6.4 ทีiห้างสรรพสินค้า      

6.5 ทีiร้านอาหารหรือร้านกาแฟ      

6.6 อืiน  ๆโปรดระบุ _________      

 

7. คุณเข้าใชสื้iอสังคมออนไลน์ผ่านอุปกรณ์ใดมากทีiสุด  เลือกคําตอบเดียว 

คอมพวิเตอร์ตัsงโต๊ะ [ ]   โทรศัพท์มือถอื [   ] 
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แท็บเล็ต [   ]    คอมพวิเตอร์โน้ตบุ้ค   [   ] 

อืiน  ๆ [  ] 

8. โดยปกติคุณใชง้านสืiอสังคมออนไลน์ในช่วงเวลาใดมากทีiสุด (เลือกคําตอบเดียว) 
ช่วงเช้า 06.00 - 11.59 น. [   ]    ช่วงกลางวนั 12.00 - 13.00 น.  [  ]     

ช่วงบ่าย 13.01 - 16.00 น. [   ]  ช่วงเย็น 16.01 - 20.59 น. [  ]  

ช่วงคํiา  21.00 - 24.00 น. [   ]         ช่วงดึก 00.01 - 05.59 น. [   ] 

9. ท่านเข้าถงึกิจกรรมบนสืiอสังคมออนไลน์เหล่านีsบ่อยเพยีงใด 
กิจกรรมบนชุมชนออนไลน์  5 

ทุกวนั  

4 

สัปดาห์ 

3 

  เดือน 

2 

บางครัsง 

1 

ไม่เคย 

9.1 ดู/อ่าน ข้อมูลของคนอืiน      

9.2 สืiอสารกับเพืiอน      

9.3 สืiอสารกับครอบครัว      

9.4 โพสต์ภาพถ่ายผ่านทางมือถือ      

9.5 โพสต์ข้อความบนฟอรัมทาง
อินเตอร์เน็ตของคนอืiน 

     

9.6 อ่านข้อความส่วนตัวทีiได้รับจากคนอืiน      

9.7 เขยีนความคิดเหน็บนภาพถ่ายและ
สถานะของคนอืiน 

     

9.8 ตรวจเชค็ข่าวล่าสุดจากบรรดาเพืiอน  ๆ
ของฉัน  

     

9.9 สํารวจข้อมูลหน้าประวติัส่วนตัวของ
เพืiอน 

     

9.10 เพิiมหรือลดจํานวนเพืiอน      

9.11 อัพเดทข้อมูลข่าวใหม่  ๆหรือการ
เคลืiอนไหวต่าง  ๆ 

     

9.12 ดูวดีิโอลิงค์      

9.13 หาเพืiอนใหม่      

9.14 เชค็วนัเกิดของเพืiอนหรือข้อมูลอืiน  ๆ      

9.15 สร้างกิจกรรมและส่งคําเชญิ      

9.16 รวบรวมข้อมูลจากคนอืiน  ๆ      
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9.17 บอกเพืiอนของฉันเวลาซืsอของชิsนใหม่
หรือเจออะไรแปลกใหม่ 

     

9.18 เปิดดูข้อมูลทีiเกีiยวข้องกบับริษทัหรือ
องค์กร 

     

9.19 โต้ตอบกับบริษทั องค์กร หรือ เพืiอน
ร่วมงาน 

     

9.20 โต้ตอบกับลูกค้า      

 

10. ท่านใชง้านสืiอสังคมออนไลน์ต่อไปนีsมากน้อยเพยีงใด (ชั iวโมงต่อสัปดาห)์ 
 

ชนิดของสืiอออนไลน์ น้อยกว่า  1 

ชั iวโมงต่อวนั 

(5) 

1-4 ชั iวโมงต่อ

วนั 

(4) 

5-9 ชั iวโมงต่อวนั 

(3) 

10-14 ชั iวโมงต่อวนั 

 (2) 

มากกว่า 14 ชั iวโมง

ต่อวนั  (1) 

��.� เฟซบุ้ค        

��.� ยูทู้บ        

��.� ทวติเตอร์        

��.� อินสตาแกรม       

��.� ไลน์        

��.� วแีชท        

��.� อืiน  ๆ  (โปรดระบุ)      

 

ส่วนทีi 3  การใชป้ระโยชน์และความพงึพอใจจากสืiอสังคมออนไลน์  

11. โปรดเลือกข้อความเกีiยวกับการใชป้ระโยชน์และความพงึพอใจจากสืiอสังคมออนไลน์  

 ข้อความ 5 

เหน็ด้วย
อย่างยิiง 

4 

เห็น
ด้วย 

3 

ไม่
แน่ใจ 

2 

ไม่เหน็
ด้วย 

1 

ไม่เห็น
ด้วย

อย่างยิiง 
การติดต่อ
ในชุมชน
ออนไลน์ 

��.� มีการติดต่อกบัผู้คนหลากหลายผ่านทาง
ชุมชมออนไลน์มากกว่าการพบปะแบบต่อหน้า 
��.� ชุมชนออนไลน์ช่วยให้ฉันมีชวีติทางสังคม  
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��.� ติดต่อและคอยส่งข่าวกบัครอบครัวและ
เพืiอน 
��.� ปฏสัิมพนัธ์กับผูค้นทีiฉันไม่ได้ติดต่อ
สมํiาเสมอ 
��.� พดูคุยกับคนรู้จักเก่า  ๆ
��.� พบเพืiอนใหม่  ๆ 

การค้นหา
ข้อมูล 

��.� หาข้อมูลเกีiยวกับการซืsอขาย การเจรจา 
หรือ สินค้า 
��.� หาข้อมูลเกีiยวกับกจิกรรม วนัเกิด และ
งานปาร์ตีs 
��.� มองหาข้อมูลเกีiยวกับธุรกิจ  
��.�� เพืiอค้นหา 
��.�� เพืiอเรียนรู้สิiงใหม่  ๆ 

     

การฆ่าเวลา ��.�� ฉันใชชุ้มชนออนไลน์เมืiอฉันมีเวลาว่าง
หรือรู้สึกเบืiอ  
��.�� ฉันต้องการหาอะไร บางอย่างทํา  
��.�� ฉันใชชุ้มชนออนไลน์เมืiอรู้สึกเบืiองาน  
��.�� ฉันใชชุ้มชนออนไลน์ระหว่างเรียนเพืiอ
ฆ่าเวลา  

     

เพืiอความ
บนัเทงิ 

��.�� ใช้ชุมชนออนไลน์เพืiอเป็นแหล่งข้อมูล
ด้านบนัเทงิ 
��.�� ใช้สําหรับการเล่นเกมส์ 
��.�� ใช้สําหรับการฟังเพลง  
��.�� ใช้สําหรับการดูวดีิโอ  

     

เพืiอผ่อน
คลาย 

��.�� ใช้เมืiอต้องการอารมณ์ขนัและผ่อนคลาย 
��.�� ใช้เพืiอฟังเรืiองตลก 
��.�� ใช้เพืiออ่านความคิดเหน็และข้อความทีi
ทําใหฉั้นขบขัน  
��.�� ฉันมักใชเ้พืiอดูเรืiองราวแปลก  ๆบน
ชุมชนออนไลน์เพืiอความบนัเทงิ 

     

 ��.�� ให้ความรู้สึกผ่อนคลาย 
��.�� ดูเรืiองราวบนชุมชนออนไลน์ไม่ต้องคิด
อะไรมาก  
��.�� เป็นการหลีกหนีจากชวิีตจริง  
��.�� เป็นการหลีกหนีจากโลกแห่งความเป็น
จริง  

     

แสดงความ
คิดเหน็ 

��.�� การแสดงความคิดและความคิดเหน็อืiน  ๆ      
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 ��.�� มีเรืiองมาคุยกับเพืiอน 
��.�� ชุมชนออนไลน์ เช่น เฟซบุ้ค หรือ ทวติ
เตอร์ช่วยให้มีเรืiองไปพดูคุยในกลุ่มได้  

     

สะดวก ��.�� สะดวกและเข้าถึงได้ตลอดเวลาและทุกทีi  
��.�� ค่อนข้างสะดวกและไม่ถูกจํากัดเรืiองเวลา 
��.�� มีความสามารถทีiจะสืiอสารกับคนหมู่มาก
ในครัsงเดียว  

     

แชร์ข้อมูล ��.�� ฉันชอบโพสต์ข้อความล่าสุดและแชร์
รูปภาพ  
��.�� เป็นการแชร์ข้อมูลและยนิยอมใหลู้กค้า
เข้ามาสนทนาระหว่างกัน 

     

รู้เรืiองของ
คนอืiน 

��.�� ใช้สําหรับการเฝ้าดูผู้คนหรือเรืiองต่าง  ๆ
��.�� ใช้สําหรับเฝ้าดูว่าคนอืiนกําลังทําอะไรกัน
อยู่ 
��.�� ใช้สําหรับสืบหรือติดตามบุคคลอืiน  
��.�� ใช้เพราะเหน็คนใชเ้พิiมขึsน  
��.�� ใช้เพืiอหาข้อมูลต่าง  ๆทีiคนอืiน  ๆไม่มี
ความรู้  

     

      
ส่วนทีi 4 พฤติกรรมการเสพติดสืiอสังคมออนไลน์  

12. โปรดระบุความคิดเหน็เกีiยวกับพฤติกรรมการเสพติดสืiอสังคมออนไลน์ ตามข้อความด้านล่าง 

พฤติกรรมการใช้ 5 

เหน็ด้วยอย่างยิiง  

4 

เหน็ด้วย 

3 

ไม่แน่ใจ 

2 

ไม่เหน็

ด้วย 

1 

ไม่เห็นด้วย

อย่างยิiง  

��.� สืiอสังคมออนไลน์เป็นสิiงจําเป็นสําหรับคุณ      

��.� มันเป็นเรืiองยากทีiจะหยุดการใชง้านสืiอสังคม
ออนไลน์  

     

��.� คุณสามารถพดูได้ว่าคุณได้เสพติดสืiอสังคม
ออนไลน์  

     

��.� คุณจะรู้สึกกระสบักระส่ายเมืiอไม่สามารถใชสื้iอ
สังคมออนไลน์  

     

��.� คุณเลือกทีiจะใชสื้iอสังคมออนไลน์มากกว่าการ
ทําสิiงอืiน  ๆในช่วงเวลาพกัผ่อน  

     

��.� คุณจะรู้สึกเบืiอหน่าย ตึงเครียดและโมโห
ฉุนเฉียวเมืiอไม่สามารถใชสื้iอสังคมออนไลน์ 
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��.� คุณมีแผนทีiจะใชสื้iอสังคมออนไลน์เพิiมขึsนอย่าง
ต่อเนืiองในอนาคต  

     

��.� คุณจะใช้สืiอสงัคมออนไลน์ทุกครัsงทีiคุณอยู่
ในช่วงพกัผ่อน 

     

��.� คุณจะใช้สืiอสงัคมออนไลน์บ่อยมากทีiสุดเท่าทีi
จะเป็นเป็นไปได้  

     

��.�� คุณจะใช้เวลากับสืiอสังคมออนไลน์มากขึsน       

��.�� คุณมักจะระแวดระวงัเมืiอมีคนมาขอเป็นเพืiอน
ผ่านทางสืiอสังคมออนไลน์  

     

��.�� คุณจะไม่ตอบรับทนัทเีมืiอมีคนมาเชืsอเชญิให้
เข้าร่วมกลุ่ม  

     

��.�� สืiอสังคมออนไลน์ช่วยใหคุ้ณสนุกสนาน
เพลิดเพลิน  

     

��.�� สืiอสังคมออนไลน์ช่วยใหคุ้ณสะดวกขึsน      

��.�� คุณคิดว่าเพืiอนมีส่วนเกีiยวข้องในการทําให้
คุณใชส้ืiอสังคมออนไลน์ 

     

��.�� คุณสามารถแสดงออกทางด้านความคิดเห็น
ผ่านทางสืiอสังคมออนไลน์  

     

��.�� คุณคิดว่าสืiอสังคมออนไลน์สามารถทําให้คุณ
มั iนใจทีiจะแสดงออก 

     

��.�� คุณกลัวการใชสื้iอสังคมออนไลน์       

��.�� คุณรู้สึกเก้อเขนิเมืiอใชสื้iอสังคมออนไลน์       

��.�� คุณรู้สึกเป็นกังวลทุกครัsงเมืiอใชง้านสืiอสงัคม
ออนไลน์  

     

��.�� คุณรู้สึกตืiนเต้นและสับสนในขณะทีiใชสื้iอสังคม
ออนไลน์  

     

��.�� คุณรู้สึกหดหู่ใจในขณะทีiใชสื้iอสงัคมออนไลน์       

��.�� คุณคิดว่าคุณสามารถแสดงออกถงึความรู้สึก
ส่วนตัวผ่านทางสืiอสังคมออนไลน์  

     

��.�� คุณชืiนชอบการนําเสนอข้อมูลทีiมีความ
หลากหลาย เพืiอใหเ้กิดการรับรู้ผ่านทางสืiอสังคม
ออนไลน์ 

     

��.�� บุคคลซึiงมีอิทธิพลต่อการใชสื้iอสังคมออนไลน์
คือคนทีiใชบ้ริการด้านอืiน  ๆด้วย  

     

��.�� คุณพยายามลดเวลาทีiคุณใชบ้นสืiอสังคม
ออนไลน์แต่ไม่สําเร็จ 
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��.�� คุณรู้สึกผดิหวงั โกรธ เคียดแค้น ถูกกดดัน 
และวติกกังวลเมืiอถูกขอให้หยุดใชง้านสืiอสังคม
ออนไลน์ 

     

��.�� บ่อยครัsงทีiคุณไม่สามารถทีiจะควบคุม
พฤติกรรมการใช้หรือหยุดการใชสื้iอสังคมออนไลน์ 

     

��.�� คุณรู้สึกอยากจะใชอิ้นเตอร์เน็ตมากขึsน       

��.�� คุณสูญเสียสายสัมพนัธ์ทางสังคม หน้าทีiการ
งาน หรือ โอกาสทีiจะเข้ามาในชวีติเนืiองจากการใช้
สืiอสังคมออนไลน์ 

     

��.�� คุณต้องโกหกหรือปกปิดบางอย่างกบั
ครอบครัว เพืiอน และคนรอบข้างของคุณเกีiยวกับ
การใชง้านสืiอสังคมออนไลน์ 

     

��.�� คุณใชสื้iอสังคมออนไลน์เพราะต้องการ
หลีกเลีiยงปัญหาหรือผ่อนคลายจากแรงกดดันและ
ความรู้สึกสิsนหวงั 

     

 
ขอบคุณทีiกรุณาตอบแบบสอบถาม 
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Appendix H: Copies of Human Subjects Research Training Certificates 
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