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MODAL ANTECEDENTS OF SOCIAL MEDIA
USAGE MOTIVATIONS
FOR GENERATION Z IN KAZAKHSTAN

The phenomenon of social media and consequent transformations of our life and work represent a
research interest in the area of people’s online behavior, which increasingly impacts marketing science
and practice. Prior studies investigated motivational factors of social media usage. This research aims
to reveal these factors’ antecedents such as different online content formats or virtual experience types.
The study’s output contributes to the enhancement of social media theory. The sample includes 103
KIMEP University’s bachelor students as representatives of generation Z in Kazakhstan. Factor analysis
and structural equation modeling were performed to process the data with the application of SPSS 19.0
and WarpPLS 6.0 programs. Based on the research’s results we suggest three modal antecedents includ-
ing verbal-based, pictorial-based, and animated-based virtual experience types, which affect socializing,
entertainment and self-status seeking motivations to use social media. Application of the specific online
content formats to the particular social media gratification is supposed to improve the effectiveness and
efficiency of elaboration and implementation of consumer communication programs and customer rela-
tionship strategy in achieving marketing and sales targets.

Key words: generation Z, media richness, social media usage motivations, virtual experience, modal
antecedents.
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KasakcTaHaa Z OyblHbl YLUiH
SAEYMETTIK XKeAirepAi KOAAQHYADI
bIHTAAQHADBIPATbIH MOAAAbAT AHTELLEAEHTTEP

OAEYMETTIK MeAMaHbIH, (heHOMeHI Bi3AiH eMipiMi3 BeH ic-opeKeTiMi3AIH e3repyiHe biKMnaA eTeAi.
ByA npouectep MapKeTHHI caAacbiHAAFbl FbIAbIM MEH MpakTrKara Kebipek acep eTeTiH FaAaMTOPAAFbl
aAaM  MiHE3-KYAKbl CaAaCblHAAFbl 3epTTeYLIiAEpPAl KbI3bIKTbIPaAbl. AAAbIHFbI FbIAbIMM eHbBeKTep
SAEYMETTIK MEAMAHDI MalAAAAHYAbIH MOTUBALMAABIK, (hakTOPAAPbIH 3epTTeAi. byA 3epTTeyaiH MakcaTbl
— MHTEpHEeTTEri Ma3MyHHbIH 8PTYPAI hopMaTTapbl HEMECE BUPTYaAAbl TOXKiPUOEHIH TYPAEpi CUSKTbI
0oCbl (haKTOPAAPABIH, aHTELLEAEHTTEPIH aHblkTay. OCbl 3epTTeyAiH HOTUXXEAepi SAEYMETTIK Meama
TEOPUACBIHbIH, AaMyblHa YyAeC Kocaabl. Ocbl 3epTTeyaiH ipiktemeci KasakcrtaHaarbl Z yprarFbiHbIH,
ekinaepi petiHae KMM3I YHuBepcuTeTiHiH, 103 cTyaeHTIH kamTuabl. SPSS 19.0 xeHe WarpPLS 6.0
KOMEriMeH AepeKkTepAl eHAeY YLWiH (hakKTOPAbIK TaAAQYy >XXOHE KYPbIAbIMABIK, TEHAEYAI MOAEAbAEY
BAICTEPI KOAAAHBIAABI. YCbIHbIAFAH 3EpPTTEYAIH HOTMXKeAepi OOMbiHWA BUPTYaAAbl TaXipUOEHiH
BepOaAbAbl, TPadMKaAbIK, XKOHE aHUMALMSIAbIK, TYPAEPIHE HEri3AEAreH YL MOAAAbAI aHTELEAEHTTEp
YCbIHbIAFaH. ByA MOAQAbAT @aHTELLEAEHTTED BAEYMETTEHY, OMbIH-CaybIK, XXBHE ToyeACi3 MapTebeHi izaey
CUAKTbl DAEYMETTIK MeAMAHbI NMalAQAAQHYAbIH MOTMBALMSAbLIK, (DaKTOpAApbIHA 8cep eTeAl. OAEYMETTIK
MeAMaHbl KOAAQHYAbIH, OeAriai 6ip cebernTepi HGOMbIHILA OHAANH Ma3MyHbIHbIH HaKTbl popmaTTapbIH
naMaaAaHy TYTbiHYLbIAAPMEH OGalAaHbIC GaraapAaMarapblH >Kacay MeH iCKe acbIpyAblH TUIMAIAIM MeH
TUIMAIAITIH apTTbIpyFa, COHAQ-AK, MaPKETUHT MEH CaTy MakKcaTTapblHA KOA XXETKi3yAe TYTbIHYLIbIAQPMEH
KapbIM-KaTbIHAC CTPATErusICbIH >Kacayfa biKMaA eTeTiH 60AaAbl Aer GOAXKAHAAbI.

Tyiin ce3saep: Z ypnarbl, MEAMA MYMKIHAIKTED TEOPMSICbl, BAEYMETTIK MeAMaHbl ManAaAaHy
MOTMBALMSIChI, BUPTYaAAbl TOXKipnOe, MOAAAbAbI aHTELLEAEHTTEP.
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MoaaAbHble aHTeleAeHTbl MOTUBALLMiA UICMOAb30BaHUS
COLLMAAbHBIX ceTeH
AAf nokoAeHus Z B KasaxctaHe

(MDeHOMEH CoLMaAbHbIX MeAMA COCOBCTBYET TPAHC(HOPMALIMOHHbBIM NMEPEMEHAM B HaLLIEN >KM3HU U
AESITEABHOCTU. ITW MPOLLECCHI MPEACTABASIIOT MHTEPEC AASl UCCAEAOBATEAEH B 06AACTH YEAOBEUECKOIO
NMOBEAEHMS B PEXKMME OHAANH, KOTOPOE BCe GOAbLLIE BAMSIET HA HAYKY M MPaKTUKY B 00AACTU MapKeTUHra.
B npeAluecTBylowmX HayuHbix paboTax OblAM M3yueHbl MOTMBALMOHHbIE (DAKTOPbI MCMOAb30OBaHMS
COUMaAbHbIX MeaMa. LleAblo AQHHOMO MCCAEAOBAHWMS SIBASETCS BbISIBAEHWE aHTELEAEHTOB 3TUX
(hakTOpOB, TakMX Kak pa3HoOoOpasHble hopMaTbl OHAAMH KOHTEHTA MAM TWIMbl BUPTYAAbHOrO OMbITa.
Pe3yAbTaTbl 3TOr0 UCCAEAOBAHUS NMPEACTABASIOT COO0I BKAQA B Pa3BUTUE TEOPUU COLIMAAbHBIX MEAMA.
Bbibopka aaHHOroO nccaepoBaHusi BkAlovaeT 103 cTtyaeHTa 6akanaBpuata YHusepcutetra KMMITM B
KayecTBe npeacTaBuTeAer nokoaeHns Z B KasaxctaHe. MeToabl (hakTOPHOro aHaAn3a M MOAEAMPOBAHUS
CTPYKTYPHbIMWN ypaBHEHUSMM BbIAM MCMOAb30BaHbI AAS 06PaBOTKM AQHHbBIX C MOMOLLbIO Mporpamm SPSS
19.0 n WarpPLS 6.0. OcHOBbIBagCb Ha pe3yAbTaTax NpPeACTaBAEHHOrO MCCAEAOBaHUS, Mbl MPeAAaraem
TPY MOAAAbHbIX aHTeLleAeHTa Ha OCHOBE BepOaAbHOro, M300Pa3UTEABHOIO M aHUMALLMOHHOIO TUMOB
BUMPTYaAbHOIO OMbiTa. DTU MOAAAbHbIE aHTELEAEHTbl BAMSIIOT Ha TakMe MOTMBALMOHHble (haKTOpbl
MCMOABb30BaHMSI COLIMAAbHBIX MEeAMa, KakK COLMaAM3aLMs, pa3BAeUYeHMe M MOUCK CaMOCTOSITEAbHOrO
ctatyca. [lpeanoaaraeTcsl, 4YTO MpPUMEHEHWe KOHKPETHbIX (DOPMATOB OHAAMH-KOHTEHTA AAS
OMPEAEAEHHbIX MPUYMH MCMOAb30BaHMS COLMAAbHbIX MEAMA MOXKEeT CrocoOCTBOBATb YAyYLLEHMIO
3(ppeKTMBHOCTN U PE3YABTATUBHOCTM PaspaboTKM M BHEAPEHMSI MPOrpamMm KOMMYHMKALMK C
NoTPEBGUTEASMM, @ TaKXKe CTPATerMnm B3aMMOOTHOLLEHUI C NOTPEOUTEAIMMN B AOCTUXKEHUU LIEAER MO

MapKeTUHTY U MPOoAAXKaM.

KAtoueBble cAOBa: TMOKOAeHMe Z,

Teopus

6oraTtcTBa MEAMABO3MOXXHOCTEN, MOTUBALMK

MCMOAb30BaHUA COUMAAbHbBIX MEAUNQ, BVIpTya/\beIl;l onbIT, MOAAAbHbIE aHTELLEAEHTbI.

Introduction

Active social media (SM) users’ number grew
on 23% to 7.14 million this year in Kazakhstan,
which is in line with the trend in the world, where
the number of SM users increased on 9% to 2.48
billion people for the same year (Kemp, 2019: 221).
Despite the impressive rise of the SM usage figure,
SM penetration in Kazakhstan is still lower (38.5%)
than the average worldwide indicator of 45%, while
the penetration indicator is more than 70% in 15
countries (Kemp, 2019: 221). Based on the above
data, it could be supposed that swiftly evolving SM
still have a big potential for further saturation in
Kazakhstan.

However, there is an insufficient number of
statistics and scientific papers regarding SM users’
behavior in the country. For example, regarding
motivations to use SM, available data show three
main types of SM activities in Kazakhstan including
comments of others posts (24.81%), search and
acquiring new people (21.9%), and discussions
(12.44%) in 2018 (zakon.kz, 2019: 1). These
activities reflect the only socializing motivation of
people to use SM while existing studies suggest
several factors, which we apply to test motivations
of SM usage in Kazakhstan.
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Furthermore, our scientific interest extends to the
exploration of a new avenue for SM theory in terms
of a differential effect of various modal antecedents
on SM usage motivations. Knowledge of these
associations not only contributes to the extension of
SM theory but also gives marketers additional tools
for planning consumer communications and related
activities in SM in more productive ways. Prediction
of consumer behavior in SM may help to manage
the consumer buying decision process with a higher
output. The actuality of the problem is based on
the fact that 39% of people in Kazakhstan consider
advertising in SM the most effective, as reported
by the Elim Institute of marketing and sociological
researches in 2018.

We ground the research on uses and gratification
and media richness theories to build a framework
for the investigation of forming consumers’
motivations to use SM based on people’s needs and
preferences in various virtual experience forms. The
study focuses on Z generation in Kazakhstan as the
biggest age group among SM users in the country,
e.g. young people aged from 18 to 29 mostly
represent user’s base in the biggest country’s SM
platform VKontakte (67%), also in Instagram (62%)
and Facebook (54%) (Irgaliyev, 2017: 1). Factor
analysis and structural equation modeling were used



D. Sadyk, M.Y. Hyun

as statistical methods in this study in order to define
a model of associations of modal antecedents with
SM usage motivations. The main purpose of this
study is to extend the current theoretical background
of SM usage since there is a limited number of global
quantitative papers and scarce local statistics data.

Literature review

The role of social media

One of the most used extant definitions of SM
is suggested by Kaplan and Haenlein (Kaplan,
2010: 10) as “a group of Internet-based applications
that build on the ideological and technological
foundations of Web 2.0, and that allow the creation
and exchange of User Generated Content” (p. 61).
Contemporary online technologies give people
opportunities to consume and generate information
simultaneously, whilst exchanging various contents
with each other in different formats, mostly for free
of charge. Easy access, affordability, and availability
provide favorable conditions for rapid growth and
further development of SM in the world.

There are many spreading online forms of
SM such as social networks (e.g., Facebook or
VKonakte), business networks (e.g., LinkedIn),
video sharing platforms (e.g., YouTube), photo
sharing site (e.g., Pinterest), and many other
examples. The phenomenon of SM, conditioned
by technological innovations and its development,
leads to inevitable changes in consumer behavior,
and consequent adoption of new ways of customer
relationship management by businesses, or in
other words “digital transformation of marketing”
(Lamberton, 2016: 146). So, companies should
thoroughly elaborate on an explicit strategy for the
active involvement of their customers in SM, which
noticeably extends opportunities to hear voices of
customers, and even impact their discussions (Bruhn,
2012: 21). Also, SM has been granting additional
powerful channel for brand communications with
a component consumer engagement as Gomez et
al. (Gomez, 2018: 11) stated that “social media
brand engagement explains 63.6% and social media
brand relationship quality 48.9% of Facebook
followers’ intention” (p. 19). Moreover, some
studies explored a decisive role of recommendations
of other consumers rather than opinion leaders
in online purchases, indicating that companies
need to encourage users to share their feedback
about their offers in SM influencing purchasing by
other consumers in the future (Forbes, 2013: 107).
Overall, it is noted that “for executives, social media
platforms can facilitate business transformation in

terms of managing customer relationships, brand
assets, and business processes” (Luo, 2013: 146).

Grounded Theories

The role of mass communications has been
increasing in marketing science during SM
evolution when marketers should know not only
individual customer psychological needs but also
socio-psychological gratifications due to the social
character of SM, which reflects one of the main
differences of contemporary digital marketing from
traditional marketing (Bruhn, 2012: 21). Uses and
gratification as a social-psychological theory may
explain the attraction and attachment of consumers
to distinct media addressing specific users’ needs
(Xu, 2012: 18).

Moreover, some authors suggest uses and
gratification concept as an integral part of mass
communication theory for the researches of
computer-mediated communications like the theory
was used for investigations of traditional media
such as newspaper, radio, or television for the last
century (Ruggiero, 2000: 35; Xu, 2012: 18; Whiting,
2013: 8). Analysis of numerous aspects of mass
communications with the application of increasingly
comprehensive analytical techniques may help
to answer the main question “Why do people
become involved in one particular type of mediated
communication or another, and what gratifications
do they receive from it?” (Ruggiero, 2000: 29). The
goal of our study is to contribute to answering this
question employing uses and gratification theory.

The second ground theory for our research is
media richness, which states that diverse media have
different potential capacities in terms of complexity
and number of informational cues to transmit from
sender to receiver as well as the speed of getting
feedback from the receiver to the sender. Russ, Draft,
and Lenger (Russ, 1990: 25) named this capacity as
media richness that ranges from the highest to the
lowest level. Many authors consider that the main
factor for media selection with the best appropriate
capacity for a particular task is the ambiguity of
communicated information (Daft, 1986: 18; Daft,
1981: 18; Weick, 1979: 5). For example, a more
ambiguous message requires the richer medium
with a higher capacity to be transferred, e.g. the
medium with more sophisticated features. Media
richness theory explains that correspondence
between characteristics of communication medium
and communication task defines the effectiveness
of communication (Daft, 1984: 12). Initially,
Daft and Lengel (Daft, 1986: 18) suggested the
theory for corporate communications, arguing
that there are two interdependent factors such as
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uncertainty and equivocality, or ambiguity, which
impact information flow within organizations. The
authors consider an organization as an open social
system. This fact justifies the purpose of the theory
application for SM researches.

Contemporary researches

Based on the analysis of attraction of virtual
communities, Ridings and Gefen (Ridings, 2004:
29) suggested marketers pay special attention to
social support and friendship as important factors of
online network successes, in addition to information
exchange as the first popular reason to join the virtual
communities. More gratifications such as “pastime,
affection, fashion, share problems, sociability, and
social information” were proposed in the research
among users of Facebook and Instant Messaging
(Quan-Haase & Young, 2010: 350). Other motives
of SM usage were exposed by Xu et al. (Xu, 2012:
18) during their analysis of data about the usage of
social networking sites among young generation
representatives. The authors divided the reported
motivations into two groups, utilitarian and hedonic.
The former included coordination and immediate
access, and the latter were affection and leisure.
Assuming that SM users may simultaneously
represent customer and employee, the scholars
concluded that firms need to utilize their online
networking platforms for both external and internal
communications.

H.-F. Lin (Lin, 2006: 8) examined online
consumer behavior, and defined that attitude and
perceived behavioral control impact intentions
of people to join virtual networks. The author
adopted measurement items proposed by Taylor
and Todd (Taylor, 1995: 33) for the investigation of
information technology usage. All measures, except
subjective norms and Internet self-efficacy, were
found as statistically significant factors of people’
joining online networks. It was proved that users’
attitude is composed of three behavioral aspects such
as perceived usefulness, ease of use, and trust; while
perceived behavioral control depends on facilitating
conditions or available resources.

Park, Kee, and Valenzuela (Park, 2009: 5)
analyzed relationships between SM gratifications
and offline political and civic activities among
college students who use Facebook. In the
research, despite some variations among different
demographic groups, SM usage motivations such as
socializing, entertainment, self-status seeking, and
information seeking were tested as significant factors
for all participants. Also, the authors found that
information-need factor prevails in associations with
civic and political actions rather than recreational
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gratifications. They suggested revealing Facebook
usage reasons in different contexts and communities
to get a deeper insight into the nature of Facebook
trends and its impact on social and political events.

Analogue research compared Facebook
with another online platform Pinterest regarding
interrelationships between personality features,
gratifications, and emotional consequences, where
measures of Park et al. (Park, 2009: 5) were adapted
with additional three items about inspiration, new
ideas and projects within the information-seeking
motivation (Lin, 2017: 9). Repeatedly, four reasons
for SM usage, including socializing, entertainment,
self-status seeking, and information seeking, were
proved as meaningful predictors examined across
two social media types. The authors recommended
measuring these motivations in different countries,
and go beyond the suggested list of four motivations
exploring more gratifications and ways of utilization
of other SM platforms.

Regarding content types, varied formats of
information representation are adopted by firms to
influence users of the virtual world via different
human perception systems creating several types
of virtual experience. Hyun, Lee, and Hu (Hyun,
2009: 16) suggested that “the typology of virtual
experience can be explained by two dimensions:
vividness and interactivity” (p. 149). Accordingly,
the authors define the five types of virtual experience
(VE) that range from the least vivid and interactive
verbal-based VE to the most vivid and interactive
animated-based VE, also vivid pictorial-based
VE and non-interactive 3D VE that have low
interactivity, and vivid interactive-based 2D/3D VE
with medium interactivity.

Methodology

Measures

One of our survey’s objectives is to measure
existing SM usage motivational factors in
Kazakhstan. So, the first research question is about
the gratification of SM users’ needs in the country.

RQ 1: What SM-usage motivations are in
Kazakhstan?

The second research question is to reveal
possible modal antecedents of SM usage motivations
and create a model of these relationships.

RQ 2: What modal formats of information
representation associated with distinct SM usage
factors?

The measures for the research model’s
constructs were adapted from the extant literature,
subtly modified for ensuring their appropriateness
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to social media in general rather than to the specific
type of social networks like Facebook or Instagram.

Five items were employed to measure the
socializing motivation, asking about social motives
to use SM including getting peer support, meeting
and connecting with other people, feeling belonging
to a community, and talking with others (Park, 2009:
5). Three items used to measure the entertainment
motivation asked whether SM are entertaining, funny,
or exciting (Park, 2009: 5). Three items applied to
measure the self-status seeking motivation, which
asked what reasons inspire respondents to use SM
such as feeling peer pressure, a desire to look cool,
or a contribution to career development (Park, 2009:
5). Five items were used to measure the information-
seeking motivation asking whether users need to get
information about events, products, services, what’s
going on or to look for ideas, inspiration or plan new
projects (Park, 2009: 5; Lin, 2017: 9).

Six modes of information presentation were
used to measure VE asking respondents to assess
a degree of their preferences during usage of SM.
Audio and text were included in verbal-based VE,
visual was used as a representation of pictorial-
based VE, video was introduced as non-interactive
3D VE, webinar was incorporated into interactive-
based VE, and Virtual Reality (VR) was considered
within animated-based VE (Hyun, 2009: 16).

All items for all constructs and VE types were
measured using a seven-point Likert scale (1 = very
low, 4 = neutral, 7 = very high).

Before filling in the questionnaire, the students
were asked three general questions. The first
question was about the number of SM platforms,
in which they are registered. The second one asked
to disclose the number of SM platforms they use.
The third question revealed how many hours per day
they spent in SM.

Data collection and respondents’ profiles

Data were collected using a self-administrated
questionnaire in the Russian language. A reverse
translation from English into Russian and then back
to English was done for providing the consistency
between the original English and Russian
versions. 103 undergraduate volunteers of KIMEP
University participated in the survey completing the
questionnaire in printed form. One participant was
excluded from the survey because of his negative
answer about SM usage, which was considered as
an outlier.

The demographic data showed that the
respondents’ ages range from 17 to 26, and female
dominates with 64 percent of the share of all

participants. The students have different business
specializations and study years. The average number
of registered SM platforms is 5.18 per person, and
the average number of used SM platforms is 4.11
per person. The average number of hours spent on
SM is about 3 hours per day per person.

Hypotheses

We assume relationships between various VE
types and SM usage motivations. Despite the low
richness and the least vividness of Verbal-based
VE, it is still widely used by people when physical
contact is impossible due to its interactive feature.
This VE type can transmit the main meaning or idea
of information, allow keeping relationships between
people, be socially active, and even entertain with
story-telling on the distance. Therefore, the first
hypothesis is about the influence of verbal-based VE
on SM usage motivational factors.

H1: Verbal-based VE associates with SM usage
motivations

Hla: Verbal-based VE associates with
socializing motivation to use SM

H1b: Verbal-based VE associates with
entertainment motivation to use SM

Hlc: Verbal-based VE associates with

information-seeking motivation to use SM

Hl1d: Verbal-based VE associates with self-
status seeking motivation to use SM

The second hypothesis regards more vivid VE,
but not interactive pictorial-based VE.

H2: Pictorial-based VE associates with SM
usage motivations

H2a: Pictorial-based VE associates with
socializing motivation to use SM

H2b: Pictorial-based VE associates with
entertainment motivation to use SM

H2c: Pictorial-based VE associates with

information-seeking motivation to use SM

H2d: Pictorial-based VE associates with self-
status seeking motivation to use SM

The highest media richness, interactivity, and
vividness allow animated-based VE gratifying many
users’ needs from socializing to entertainment. It is
the only VE type that can be applied if it is necessary
to simulate reality. This VE is a relatively new tool
for marketers for promotion and advertising. So, the
third hypothesis has a high priority in this research
as SM-usage motivations might be predictive by
animated-based VE.

H3: Animated-based VE associates with SM
usage motivations

H3a: Animated-based VE associates with
socializing motivation to use SM
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H3b: Animated-based VE associates with
entertainment motivation to use SM

H3c: Animated-based VE associates with
information-seeking motivation to use SM

Verbal-based

H3d: Animated-based VE associates with self-
status seeking motivation to use SM

Accordingly, Figure 1 depicts a proposed
conceptual research model.

VE

{ Information
seeking

Self-status
seeking

Figure 1 — The conceptual research model of relationships
VE antecedents of SM usage motivations

Data analysis and results

Statistical analysis

SPSS 19.0 was used to produce descriptive
statistics and to conduct an exploratory factor analysis
(EFA) that evaluated the possibility of common
method variance (Podsakoff, 1986: 14). Structural
equation modeling (SEM) analysis was conducted
using Partial Least Square (PLS), a powerful and
robust tool (Henseler, 2009: 43) because of the
minimal requirements for measurement scales,
sample size, and residual distributions (Chin, 1998:
4). Also, as an SEM approach, PLS is well suited
for testing mediation hypotheses (James, 2006: 12).
Although PLS can be used to confirm the theory,
it can also be used to suggest where relationships
might or might not exist and propositions for further
testing (Blanco, 2013: 17).

A three-step approach was used for SEM analysis
that consisted of confirmatory factor analysis
(CFA), a test of SEM of the research model, and a
test for mediation effects. WarpPLS 6.0, a software
application for graphical path modeling with latent
variables, was used to perform those analyses,
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and bootstrapping generated the path coefficients,
their standard errors, and t-statistics for testing the
hypotheses (Chin, 1988: 42).

Measurement model

Before the structural model was tested, the
measurement model was developed to validate
the measures’ properties used in this study. The
measurement model was evaluated to examine
the measures’ reliability, convergent validity, and
discriminant validity.

Reliability, which refers to the internal
consistency of the indicators that measure the
underlying factors, has been established as one of
the essential prerequisites for construct validity
(Mentzer, 1995: 20). As Garver and Mentzer
(Garver, 1999: 25) recommended, both Cronbach's
o in EFA and composite a in CFA should be
reported. To achieve reliability, average variance
extracted (AVE), which should also be reported
because of a complementary measure of composite
reliability (Medsker, 1994: 26), should be above
0.50 (Hair, 2009: 899), and both composite o
(Fornell, 1981: 12) and Cronbach's o (Dunn, 1994:
28) should be greater than 0.70. As shown in Table
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1, the Cronbach's a coefficients ranged from 0.567
to 0.855, the composite a coefficients were between
0.776 and 0.913, and the AVE of the constructs
ranged from 0.515 to 0.777. As a result, internal
consistency was achieved for all constructs except
self-status seeking.

Convergent validity refers to the extent to which
aset of items that are assumed to represent a construct
converge on the same construct (Ladhari, 2010: 14).

In line with Chin (Chin, 1988: 42), when convergent
validity is achieved, the PLS indicators load much
higher on their hypothesized factors than they do on
other factors. One item INF1 was excluded from the
information seeking factor due to low cross-loading,
which was less than 0.5. Since the loadings of all
other indicators on their hypothesized factors were
higher than the cross-loadings in the model (Tablel),
convergent validity was established.

Table 1 — Results of the CFA for the multi-dimensions of the SM usage motivations scale

Factors and items Convergent Validity Reliability
WarpPLS Std. Loadings Col co AVE
(t-value)
Socializing 0.763 0.841 0.515
SOCI1 To get peer support from others. 0.831** (9.223)
SOC2 To meet interesting people. 0.778** (9.023)
SOC3 To feel some kind of belonging to a community. 0.801** (8.688)

SOC4 To talk about something with others.

0.825%*(9.419)

SOCS To stay in touch with people I know.

0.897%%(7.555)

Entertainment 0.855 0.913 0.777

ENTI1 Because it is entertaining.

0.929%* (10.918)

ENT2 Because it is funny.

0.886** (12.391)

ENT 3 Because it is exciting.

0.816** (10.517)

Self-status seeking 0

.567 0.776 0.549

STS1 Because I feel peer pressure.

0.887** (10.619)

STS2 Because it helps myself look cool.

0.843%* (10.613)

STS3 To contribute to my career development.

0.798** (5.626)

Information seeking 0.760 0.841 0.519

INF2 To learn about what’s going on.

0.827%* (5.962)

INF3 To get useful information about products/services.

0.928%* (9.805)

INF4 To look for ideas.

0.914** (10.200)

INF5 To look for inspiration.

0.821%* (8.535)

INF6 To plan new projects.

0.862%* (9.272)

Verbal-based VE 0.393 0.767 0.622

AUD Audio, including podcasts.

0.947%* (9.850)

TXT Text.

0.825%* (9.850)

Pictorial-based VE

1.000 1.000 1.000

VIS Visual, including infographics.

1.000%* (13.219)

Animated-based VE 1.000 1.000 1.000

VR Virtual Reality

1.000%* (13.219)

Note: Ca = Cronbach’s a, CO = composite o, AVE = average
2.576 significant at 0.01 (two-tailed test).

variance extracted; * t =1.960 is significant at 0.05; and ** t =
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Discriminant validity confirms that two
concepts within the construct are distinct (Hair,
2009: 899). Discriminant validity estimated
through a comparison of the square root of
AVE for any two constructs with the correlation
estimates between the two constructs (Fornell,
1981: 12). Table 2 shows discriminant validity
since the square root of AVEs were bigger than the

Table 2 — Discriminant validity test

correlation coefficients between any constructs’
pairs.

Multicollinearity negatively affects the results
of SEM when there are high correlations (R >
0.80) among the exogenous constructs (Reisinger,
1999: 25). Since the correlation coefficients of
constructs were lower than 0.80, no violation of
multicollinearity appeared.

Factor Correlations
Constructs AVE
() @) 3 “ ®) (6) (7
(1) Socializing 0.515 0.718
(2) Entertainment 0.777 0.234* 0.882
(3) Self-status seeking 0.549 0.375%* 0.229* 0.741
(4) Information seeking 0.519 0.368** 0.144 0.161 0.720
(5) Verbal-based VE 0.622 -0.019 0.111 -0.145 0.146 0.789
(6) Pictorial-based VE 1.000 0.151 0.283%* 0.012 0.070 0.417%* 1.000
(7) Animated-based VE 1.000 0.233* 0.199* 0.199* 0.128 0.009 0.050 1.000
Note: Two-tailed test for correlations between factors: * t =1.960 is significant at 0.05; and ** t = 2.576 significant at 0.01.;
Diagonal bold numbers signify the square roots of the AVEs.

Hypothesis testing

The estimated research model produced an av-
erage AVE of 0.590, while the average R? of the
model was 0.075 as Table 3 shows. These statistics
suggest that variances in the model were explained.

Since PLS path modeling lacks an index that
provides the user with a global validation of the
model (Vinzi, 2010: 36), a global criterion of
goodness-of-fit (Tenenhaus, 2005: 47) and the
effect sizes for R*(f?) (Cohen, 2003:736) were
adopted to validate PLS path modeling. Good-
ness-of-fit, defined as the geometric mean of the
average communality (or AVE) and the aver-
age R? for endogenous factors, is calculated as

Table 3 — Validation criteria for a PLS-SEM moderating model

GoF = VAVE x R?, where GoF is goodness-of-fit.
f2, proposed by Cohen et al. (Cohen, 2003: 736)
is determined by f> =R? +{1— R?). While the f
values of 0.02, 0.15, and 0.35 are proposed as po-
tentially useful estimates of small, medium, and
large effect sizes, respectively, the goodness-of-
fit values are suggested as GoF__ = 0.10, GoF
dium = 0.25, and GoFlarge = 0.36. As Table 4 shows,
goodness-of-fit is 0.210, which exceeds the cut-
off value for a small effect size. The f*> value is
0.081, which exceeds the cut-off value of 0.02 for
small effect size. Therefore, it is evident that the
research model performs well compared to the
baseline values defined above.

Indices Interpretation Size Reco;z\rlré?nded Hypothesized Model
Endogenous factors R? AVE
Effect of size for R2 Small 0.02 Socializing 0.081 0.515
i . Medium 0.15 Entertainment 0.114 0.777
Large 0.35 Self-status seeking 0.066 0.549
Information seeking 0.037 0.519

80



D. Sadyk, M.Y. Hyun

Continuation of table 3

. . . Recommended Hypothesized Model
Indices Interpretation Size level
eve Endogenous factors R? AVE
Small 0.10
GoF Goodness-of-Fit Medium 0.25
Large 0.36
Average 0.075 0.590
2 _nd .41 _ p2 Small- 3
fA=R* +(1-R? o £~ =0.081
_— Small- =
GoF = V'AVE ® b= medium GoF =0.210

Table 4 — Results of the hypothesized model and B coefficients tests

Hyp. Paths p (g?gigz?)t s t-value Esf;fzeect Test results
H1 Verbal-based VE — SM usage motivation Partially Supported
Hla Verbal-based VE — Socializing -0.095 (0.097) -0.988 0.002 Not supported
Hl1b Verbal-based VE — Entertainment -0.006 (0.099) -0.057 0.001 Not supported
Hlc Verbal-based VE — Self-status seeking -0.179* (0.094) -1.900 0.026 Supported
Hld Verbal-based VE — Information seeking 0.143 (0.095) 1.497 0.021 Not Supported
H2 Pictorial-based VE — SM usage motivation Partially Supported
H2a Pictorial-based VE — Socializing 0.179* (0.094) 1.899 0.027 Supported
H2b Pictorial-based VE — Entertainment 0.276** (0.092) 3.004 0.078 Supported
H2c Pictorial-based VE — Self-status seeking 0.077 (0.097) 0.794 0.001 Not supported
H2d Pictorial-based VE — Information seeking 0.004 (0.099) 0.044 0.000 Not supported
H3 Animated-based VE — SM usage motivation Partially Supported
H3a Animated-based VE — Socializing 0.225**(0.093) 2.415 0.052 Supported
H3b Animated-based VE — Entertainment 0.185*(0.094) 1.964 0.037 Supported
H3c Animated-based VE — Self-status seeking 0.196*(0.094) 2.091 0.039 Supported
H3d Animated-based VE — Information seeking 0.127(0.096) 1.322 0.016 Not Supported
Note: Two-tailed test for hypothesis verification: * t =1.960 is significant at 0.05; and ** t = 2.576 significant at 0.01.

Based on the received results, we suggest a
model of associations between various modal
antecedents and SM usage motivational factors as
Figure 2 shows. Users, who seek socializing and
entertainment in SM might be attracted and kept

with pictorial-based and animated-based virtual
experience types. Users who seek self-status
gratification from SM could not be touched with
verbal messages or communications but may be
impressed with animated-based tools.
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Figure 2 — The model of modal antecedents influence on SM-usage motivations

Discussion

Previous studies successfully applied the
etic approach to testing SM usage motivations,
including socializing, entertainment, self-status
seeking, and information seeking, across various
national groups (Park,2009: 5; J.-S. Lin, 2017: 9).
Based on their proved positive results, we used these
motivations as universal measures for our research
in Kazakhstan and confirmed their significance in
the local culture with a minor difference. One item of
getting information about events was excluded from
the information-seeking factor due to low cross-
loading of less than 0.5. So, in our study, information
seeking factor composed of five items that distinct
from extant papers. It raises a question, whether it is
conditioned by a local cultural peculiarity in general
or specific attitude of a particular generation group in
the country. Hence, we consider that this item about
the information of events should not be excluded
from the future investigations among the same
generation or other generations with the objective
to confirm our results and get the deeper insight into
this local distinction or accept the universality of the
information-seeking motivation that composed of
six items. Overall, the etic-emic approach could be
tested for revealing other possible cultural specific
features in SM usage motivations in Kazakhstan.
For that reason, an additional preliminary survey
may be conducted across targeted generation groups
to uncover more items and even more factors to test
within the suggested model.
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No prior studies about modal antecedents of SM
usage motivations were found during the literature
review. We used the only six modalities to represent
VE types, two of which, webinar and video, were
excluded from the model testing due to low cross-
loadings, less than 0.5. As a result of the exclusion,
three of five VE types were included in the research
model. Probably, the model can be enhanced with
the other two VE types if more items in terms
of content formats are added to the measures.
Various types of SM content, which described by
many authors (Ellenring, 2019: 1; Frost, 2016: 1;
O’Sullivan, 2019: 1; Sarma, 2018: 1), can be used
for augmenting all VE types to test the model. For
example, quizzes, contests, shareable quotes, forums
or conferences may be measured within interactive
2D/3D-based VE type. And, vlogs, cinemagraph,
animated infographic, VR tour or VR guide as items
could be included in the potential antecedent of non-
interactive 3D-based VE.

Three modal antecedents of SM usage
motivations within the proposed research construct
can be enhanced with the items, which represent
existing and recently developed forms of content.
Pictorial-based VE type may include memes,
animated GIFs, quote covers, comics, cartoons,
screenshots, charts or calculators. Verbal-based
VE type may be complemented with quora, stories,
articles, case studies, newsletters or E-books.

Lastly, we believe that value co-creation theory
may reinforce the research’s background to reflect
the important aspect of the active participation of
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people in firms’ value creation processes due to
the SM phenomenon (Ramaswamy, 2016: 14; See-
To, 2014: 8; Singaraju, 2016: 12). The augmented
theory ground could contribute to the model by
unveiling new SM usage factors. Some studies
describe contributing and participating types of SM
usage in line with other motivations encouraging
scholars for deeper investigation in the area (e.g.,
Bolton, 2013: 23).

Conclusion

The study’s results partially supported
hypotheses, which suggested the relationships
between modal antecedents and SM usage
motivation. Based on the result, the most powerful
online content format is animated-based VE that
gratifies socializing, entertainment and self-status
seeking motivations to use SM among generation
Z in Kazakhstan. Pictorial-based VE positively
addresses the socializing and entertainment needs
of young users of SM in the country. Verbal-based
VE negatively associates with self-status seeking
motivation to use SM in the same target audience.

The important analytical contribution of this
study is the proposed prediction model of the
influence of distinct modal antecedents on specific
motivations of SM usage. Marketers may practice
the model to foresee the effectiveness of consumer
communications about their company or brand in
SM taking into consideration the differential effect
of various modalities of information representation.
For example, the information given in pictorial and
animated modes would positively affect users who
seek for socializing and entertainment gratifications
in SM. Consumers seeking for self-status could be
pushed away with verbal forms of communications,
but be attached with animated forms of information.
The latter form of modality is also attractive for
communications with consumer entertainment
purposes in SM.

The proposed model of relations between modal
antecedents and SM usage motivations enhances
SM theory in terms of deeper consumer insight.
This knowledge may equip practitioners with
more productive management of online content to

increase customers’ loyalty and generate more sales.
Also, the research data augment the local statistics
with the general information about the intensity
of SM usage among generation Z in Kazakhstan,
including the average number of registered and used
SM platforms, and the average hours spent in SM
per person. In addition to the available country’s
data about socializing motivation to use SM, more
motivational factors such as entertainment, self-
status seeking, and information seeking were defined
for young people. Also, the research output enhances
the theoretical knowledge of SM for academic and
practical applications.

Further research

From a theoretical research perspective, we
think that the value co-creation concept should
be used in future studies in the area of SM usage
because this particular type of media gives people
unique opportunities to participate in the creation
of new products, services, and ideas in easiest and
effective ways. The value co-creation approach
not only reinforces the theoretical background of
the research but also can contribute to revealing
additional important measures of gratifications to
use SM and enhance the model of modal antecedents
of SM usage motivations.

From a practical perspective, we recommend a
non-student base as a sample for further studies of SM
usage motivations and its modal antecedents. Also,
other generation groups in addition to generation Z
should be covered by the research. Furthermore, we
propose to apply the etic-emic approach to explore
possible cultural aspects of gratifications to use
SM in Kazakhstan. As the current study limited to
six formats of SM content for the proposed model
testing, more items for VE types measures may be
used to enhance existing modal antecedents within
the construct as well as to add other types of modal
antecedents like interactive 2D/3D-based VE and
non-interactive 3D-based VE to the model. We
believe that other antecedents of SM gratifications
such as content duration or length and emotional
modalities can be tested to assess the impact of the
measures on SM usage.
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