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Abstract 
The purpose of the paper is to explain the relation between motivations of intention to share 

on social media and hedonic value. There has been a deductive approach to the research of 

the paper. The data which have been gathered has been done in a quantitative manner, by 

making use of a survey. The theoretical concepts which have been operationalized for the 

survey are the following, social conversation, social presence, easy-connection, intention to 

share and hedonic value. There are four different hypotheses that have been developed and 

tested in the project. Social conversation has a positive impact on the intent to share content 

on social media. Social presence has a positive impact on the intent to share content on social 

media. Easy-connection has a positive impact on intent to share on social media and intention 

to share has a positive impact on the hedonic value of social media use. The findings are 

following, the first three hypotheses got rejected therefore, motivations of intention to share 

on social media are connected with easy-connection, social conversation, and social presence. 

Additionally, intention to share on social media is accepted as having a positive impact on the 

hedonic value of social media use. 
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1 Introduction 

The introduction chapter will introduce the phenomena of intention to share on social media 

and hedonic value while problematising the subjects theoretically and practically.  

 

1.1 Background 

Khalid and Helander (2005) suggest that hedonic value is a part of human conscious 

behaviour which is described as emotions on a conscious level. Meanwhile, affective factors 

are on a subconscious level who by the help of judgment create emotions. The author's 

further state that because of this, hedonic value is tied in with affective factors as it will create 

the basis of emotions which may correlate with emotions which are representative of hedonic 

value. The study made by Gutman (1982) determines that hedonic value is a part of a theory 

called means-end-chain-theory which is about a consumer’s product use. The theory 

establishes that use of and objectives which a consumer may engage with in relation to 

products is tied in with the end valuation. Having engaged with the usage and objectives of 

products the consumers will determine the value by the end of use, valuation based on the 

emotional state the consumer is left in (Gutman, 1982). It is further described what kind of 

emotions are related to hedonic value, claiming that it is about creating something for a 

consumer which is supposed to fulfil human emotions such as happiness, pleasure, and well-

being (Khalid & Helander, 2005). Factors which are tied to the emotional response of which 

are related to hedonic value can come in the form of the environment and artifacts, these 

factors will in the end act as a base of the potential emotional response (Kotler et al., 2016). 

Therefore, the emotional responses can be seen as highly individual as the culture, country of 

origin, childhood and many other factors which are a part of an individual's life has an effect 

on what type of emotional response artifacts and environments will give the individual 

(Kotler et al., 2016).  

 

Khalid and Helander (2006) write how within the subject of hedonomics, which is related to 

hedonic value consumers have underlying wants such as wanting happiness. The author's 

further state that these wants can be fulfilled out of a design perspective. A design perspective 

which is related to how well the design will fulfil the potential want of an emotional response 

in the form of happiness. The emotional factors are associated with the consumer's thoughts 

and feelings which are internalized by the consumer (Khalid & Helander, 2006). While there 
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may be a focus on the usability of a product, service or experience the emotional value of it is 

also said to be important. In terms of emotions, the product may generate emotions such as 

pleasure and happiness which is also known as hedonic value (Khalid & Helander, 2006). 

The concept of hedonomics concentrates on the positive aspects of a product or an experience 

rather than trying to prevent negative experiences. It also tries to incorporate both 

commonalities between people and specific characteristics from individuals which are vital to 

consider when dealing with hedonic value (Fiore et al., 2014).  

 

Kotler et al., (2016) describe the modern consumer as more connected than ever because of 

how communication between businesses and consumers have changed from a vertical 

communications field to a horizontal communications field. The authors furthermore describe 

the vertical field as to where businesses would direct the messages towards consumers in 

comparison to the horizontal field which would instead communicate with businesses on an 

equal level. The authors explain the reason being due to how the world of social media works 

where users can communicate directly with businesses but also act as content providers or 

content sharers. Therefore, with the features of social media allowing users to be equal to in 

the communications field (Kotler et al., 2016). The study made by Ham et al., (2018) shows 

how there is a lot of different social media platforms and various means of sharing media in 

the current environment of the social media world. The study also shows that the underlying 

motives of social media sharing are connected to individual motives such as social 

conversation, social presence, and easy connection. The study describes how the social 

conversation is about the motivation to socialize and create relationships social media by 

making use of conversations. Furthermore, it describes social presence as an individual's 

motivation to maintain a presence on social media. Lastly, the easy connection is about the 

motivation to use social media due to it making easier to connect with others, these three 

concepts are all seen as significant motivations for sharing on social media (Ham et al., 

2018). Social media could be described as a communication tool, a tool for sharing and a tool 

to connect with others within communities connected with web 2.0. Social media could in 

this way of changing not only be seen as a channel but as actors when it comes to 

communication (Carr & Hayes, 2015). The study by Ashraf et al., (2018) on the Chinese 

social media site WeChat show that hedonic value is a significant factor for continued use of 

social media. The study further shows that with the incorporation of the means-ends-chain 

theory the study determines that the use of the product (social media) will lead to an end 
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emotional state. Which is related to emotional responses representative of hedonic value will 

lead to continued use of the product (social media) (Ashraf et al., 2018). 

  

1.2 Problem discussion 

As social media has caused a shift in communication between consumers and businesses 

there is a need to understand the underlying reasons behind communication in this new 

environment (Kotler et al., 2016). In addition, the study by Ashraf et al., (2018) establishes 

product use as being an important underlying factor for consumers when determining the 

hedonic value of a product. The lacking knowledge within the already existing studies on 

hedonic value and intention to share creates a need to understand the what types of use and if 

the motivations behind this type of use may lead to hedonic value for the consumer.  Whereas 

studies made by Ham et al., (2018) show how the underlying motivations of sharing on social 

media and within social media platforms is because of individual reasons such as social 

presence, social conversation, and easy connection. What the research has not done is to 

determine if sharing has a hedonic value thus by conducting this research the established 

research made by Ham et al., (2018) can be developed by incorporating hedonic value. 

 

Additionally, as sharing is a type of objective or activity on social media the mean-end-chain 

theory determines that sharing will have an effect on the end emotional response (Ashraf et 

al., 2018). But it is undetermined what the emotional response is in the context of sharing. 

Thus, this research can also further the theories developed by Ashraf et al., (2018) who 

established that hedonic value is a significant indicator of continued use of social media. The 

study does not establish what kind of objectives or actions on social media provide users with 

hedonic value. Something which this study seeks out to test, whether or not the intention to 

share content on social media has a positive effect on hedonic value. Sharing in this context is 

determined by the underlying motivations of social presence, social conversation, and easy-

connection. Previously mentioned concepts which are already determined as significant to the 

intention to share content on social media (Ham et al., 2018). The study by Ham et al., (2018) 

also tested the concept of self-management but it was determined as insignificant thus it will 

not be tested in the research. Therefore, the theoretical contribution will be only developed 

out of the perspective of social presence, social conversation, and easy-connection. 

The practicality of establishing exactly what types of activities on social media sites are 

connected to hedonic value will help current social media networks with what causes users to 
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continue using the networks. As hedonic value is established as an indication of continued 

use of social media networks (Ashraf et al., 2018). Combining the motivation between 

activity and whether or not the activity has a hedonic value for users, social media managers 

may try and comprehend what causes the users of the social network to conduct certain types 

of activities leading to hedonic value. Therefore establishing if the hedonic value is linked 

with the intention to share content on social media social networks may gain the knowledge if 

whether or not the networks should work on motivating users to share. By making use of the 

already established significant factors of social presence, social conversation, easy-

connection the networks will be able to determine what type of motivations should be 

focused on (Ham et al., 2018). It may also be of use to determine if there is a hedonic value 

connected to the intention to share on social media for users. Because if it can be established 

that there is a connection between hedonic value and intention to share social media 

platforms may be more prone to cater towards what is seen as hedonic value for the users. As 

hedonic value is always a desire of individuals it would benefit the users of the platform 

(Khalid & Helander, 2005).  

 

1.3 Purpose 

The purpose is to explain the relation between motives of sharing content on social media and 

the hedonic value from using social media.  
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2 Theoretical framework 

The theoretical framework will present the theories which are associated with the concepts 

which are being researched.  

2.1 Social conversation 

Social conversation is a part of the underlying motivations between an individual's intention 

to share on social media. The motivation is to socialize and create relationships within social 

media (Ham et al., 2018). Within the phenomena of social conversation, there is a separation 

between two different types of conversations which may be had in relation to content on 

social media. The dialectic structure of conversation can be seen by the shortness of 

interactions with content in the form of single replies connected to the content. Meanwhile, 

studies show the other structure of dialogic conversation structure which is described as 

richer content-wise in comparison to the dialectical structure of the social conversation. The 

dialogic structure comes in the form of individuals conducting a dialogue around different 

types of content within social media. The study also mentions how there is no persistent 

indicator of a certain type of personalities being related to the intention to either conduct a 

dialogic or dialectic conversation. Instead, it depends on the content which is presented or on 

previous experiences related to conducting a conversation on social media. Although the 

different technical limitations or opportunities may affect the type of conversational structure 

which it had in relation to the content on the platform (Pace et al., 2016).  

 

Studies show how the motivations behind socializing on social media can be increased by an 

individual’s motivation to contribute and create in a social setting, as the motivation to create 

and contribute the motivation to socialize in social media also increase. Although the study 

shows that there is a stronger relationship between contributional motives and socializing 

activities in social media. The study bases the type of socializing activities which are related 

to brands (De Vries et al., 2017). Socializing which is described as a part of social 

conversations (Ham et al., 2018).  

 

Having a more traditional sense of conversation within social media can be seen as having an 

effect on brand consumption as well. Exposing individuals to conversations involving certain 

types of brands have an effect on both purchasing behavior and attitude towards different 
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brands (Liu & Lopez, 2014). Emotions tend to be on display in conversations and sentiments 

can be analyzed out of conversations which are had for marketing purposes. These sentiments 

can also act as the word of mouth in social media for other users as the sentiments which are 

created can have an effect on other individuals which participate in the conversation 

(Canhoto & Padmanabhan, 2015). In a more traditional sense conversation can be seen as a 

way to convince the other participants of the conversation, convincing other users of the 

individual's own beliefs. By making use of resources which the individual have at hand in the 

form of social structure or resources which are convincing to the other participants of the 

conversation (Dowd, 1981).  

 

2.2 Social presence 

Social media can be explained as a social community in a virtual environment and social 

presence is a dynamic variable that can be found in social media and thus making online 

social learning more complicated (Tu, 2000). Lowden and Hostetter (2011) suggest that even 

a meeting facilitated by a video conference will provide an increase in perceived social 

presence and hence increase satisfaction in being present. Social presence can be further 

explained as a subjective feeling of being with other actors on social media, such as being 

“there” and “together” where there is no physical presence (Öztok et al., 2017). Tu and 

McIsaac (2002) argue that social presence has an influence on online interaction and they 

argue that social presence could be explained as a degree of feeling or perception. Lowenthal 

and Snelson (2017) further argue that social presence is a way to understand how consumers 

interact on social media platforms and how they interact in these online learning 

environments. Social presence is also used to explain and understand different types of 

behaviors on social media in terms of perceiving others and their connection and belonging to 

one another (Lowenthal & Snelson, 2017). 

 

Osei-Frimpong and Mclean (2018) have found that social media is on the ascendancy and is 

noticeable everywhere you go since consumers spend a considerable amount of their time on 

social media it is important for brands to take advantage of this. Consumers who spend time 

on social media have a high possibility of engaging in social brand engagement. Social 

presence is also a motivating factor to encourage social interactions among participants on 

given social media platform. Since the increase of social media has affected consumers in a 

way that consumers psychosocially influence each other which leads to social brand 
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engagement and it is, therefore, important for managers to engage with consumers via the 

brand’s social media network (Osei-Frimpong & Mclean, 2018). 

 

2.3 Easy connection  

Consumers who consume and share/create content on social media do this due to the nature 

of social media making it easy to stay connected (Ham et al., 2018). The easiness in staying 

connected might be due to the increase of platforms and the rise of hundreds of million 

internet users (Kim et al., 2010). Consumers have stated that they use platforms such as 

Facebook since it will make them feel that they stay connected to friends and family and if 

they don't use it they feel “left out” (Campisi, 2015). Due to the easiness of social media 

consumers have a greater influence over companies as well, by sharing and commenting 

content consumers have the ability to even control companies reputation due to the 

accessibility of social media (Ju et al., 2017). When it comes to utilitarian products it can be 

seen that platforms such as YouTube have an advantage over platforms such as Twitter and 

Facebook/Instagram. In the case of hedonic products Facebook/Instagram and Twitter has an 

advantage of YouTube, it is due to the easiness for consumers to share content that qualifies 

as hedonic as it is more about the experiential consumption and it easier to provide factual 

and functional (Micu et al., 2019). When consumers engage with social media content it can 

be seen as a state of mind and it is often related to the sense of enjoyment when couple with a 

high degree of involvement, when this state of mind occurs it can be seen that consumers 

often interact with content with “liking” or “sharing” it (Syrdal & Briggs, 2018). When there 

is an interaction there are underlying motivations behind a desire to support others or 

maintain one’s image. The content interacted with is also platform specific, this means that 

consumers carefully consider individuals whom they are connected to and choose to interact 

with. For example, consumers might not like the same content on both Facebook and 

Instagram since users may find content is more appropriate for Instagram than Facebook due 

to consumers perception of privacy on the different platforms(Syrdal & Briggs, 2018). 

 

2.4 Intention to share content on social media 

Research by Ham et al. (2018) determined the significant motivations between intention to 

share on social media to be social presence, social conversation, and easy-connection. The 

research also establishes that sharing is not limited to any type of content instead any type of 
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content can be shared on social media. Content does not have to be shared in a public manner 

either instead sharing can be done through private messaging if platforms allow such (Ham et 

al., 2018). Usually, the type of things individuals share are experiences it can be either 

through experiencing something together or share something which is already experienced 

with an individual who was not present in the original experiential moment. Due to the way 

social media work typically experiences which are shared to individuals who have not been 

present (Bhattacharjee & Mogilner, 2014). Intentions usually are linked to a type of behavior, 

thus intentions for certain behaviors can be premeditated and additionally there may be 

efforts puts towards the intention of certain behaviors (Ham et al., 2018).  

 

2.5 Hedonic value  

Hedonic value can be gained by the emotional responses individuals have in relation to 

behavior and the experience the users have in relation to a certain behavior (Khalid & 

Helander, 2005). Furthermore Khalid and Helander (2005) establish that the emotional 

responses which are representative of hedonic value are the three different emotional 

responses happiness, pleasure, and enjoyment. Hedonic value in terms of pleasure and 

happiness can be gained from one-way communications such as human and interaction 

through machines. Hedonic value can also lead to an increased usage of technology to 

acquire happiness and pleasure (Myoungh, 2017). Hedonic value can also be seen as the 

sensation that has occurred on social media which can lead to “cravings” for the used social 

media site according to Van Koningsbruggen et al., (2017) and continues by arguing for the 

need to find the reasons behind this reaction. This strengthens what Khalid and Helander 

(2005) state the need for understanding human behavior and especially emotional 

preferences. Education can be one factor that affects how people respond to hedonics 

experience. The study by Micu et al., (2019) describes how when users in social media talk 

about the hedonic value it is related to the experiences which the users have on social media, 

which will determine the hedonic value of usage. Because the usage of social media will lead 

to an experience, which if leads to a feeling of happiness, enjoyment or pleasure will create 

an experience with hedonic value (Micu et al., 2019). Studies by Allam et al., (2019) has also 

established that the hedonic value can be related to a user's emotional response of 

satisfaction. The study claim that satisfaction is a significant indication of hedonic value 

especially in the context of social media. As the study claims that the main idea for the 

hedonic response is that it should lead to enjoyment and satisfaction (Allam et al., 2019). 
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3 Conceptual framework 

In this chapter, the hypotheses and research model of the study will be presented.  

 

The hypotheses will be tested on the independent variables social conversation, social 

presence, easy connection and intention to share as well the dependant hedonic value. The 

intention to share variable acts as a dependent towards the H1, H2, H3 and then it acts as 

independent in H4. The model in this study is based on the article by Ham et al., (2018) 

which researched the intention of sharing on social media. The results of said article have 

been adapted in this studied by using three of the four found motives for sharing. The last and 

fourth motive self-management was discarded since it was dismissed in the  Ham et al., 

(2018) study. The hedonic value was added as a dependent variable to develop the model on 

the basis of Ham et al., (2018)’s research which addresses the motivations behind the 

intention to share on social media. 

 

3.1 Dependant variables 

Hedonic value is the dependent variable and refers to emotional responses which Khalid and 

Helander (2005) in more detail define as happiness, pleasure, and enjoyment. As Ashraf et 

al., (2018) says, the hedonic value will make people continue to use social media but not 

specifying in what way users would get hedonic value from use of social media platforms. 

The intention to share variable is first the dependent to H1, H2, and H3, and then becomes 

independent for H4 in figure 3.1. Intention to share is based on motivations for sharing 

content on social media (Ham et al, 2018).. 

 

3.2 Independent variables 

Social conversation is the first independent variable and has to do with socializing and 

creating relationships on social media (Ham et al., 2018). Social presence is the second 

independent variable and it refers to the feeling of belonging (Öztok et al., 2017). Easy 

connection is the third independent variable and it concerns the easiness of staying connected 

on social media. This is mainly due to the number of users and platforms there are (Kim et 

al., 2010). 
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3.3 Hypotheses 

Making use of the original research by Ham et al., (2018) the three initial hypotheses could 

be developed for the conceptual framework. Development from Ham et al., (2018)’s model is 

that self-management has been excluded due to the rejection of the self-management 

hypothesis by Ham et al., (2018). 

 

H1; Social conversation has a positive impact on intent to share content on social media. 

H2; Social presence has a positive impact on intent to share content on social media. 

H3; Easy-connection has a positive impact on intent to share on social media 

 

The fourth hypotheses were developed out of a necessity of developing the already existing 

model made by Ham et al., (2018). By incorporating hedonic value, theoretical developments 

can be made in order to determine continued use of social media can be associated with intent 

to share on social media. As the research by Ashraf et al., (2019) have established that 

hedonic value is associated with continued use of social media 

 

H4; Intent to share content on social media has a positive impact on hedonic value of social 

media use.  

 

 

Figure 3.1, Motives of social media and the hedonic value of social media use (Own) 
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4 Method 

This chapter will present the method of which will be made use of in order to test the 

hypotheses of the paper.   

 

4.1 Research approach   

When conducting research there are factors that need to be decided, this is in order for the 

researchers to have a clear view of the process (Bryman & Bell, 2015). If the researchers, in 

fact, have a clear view of the research and design of the study this can impact the approach 

the research uses, such as an inductive or deductive approach (Saunders et al., 2016). A 

deductive approach is based on existing theory and where hypotheses are conducted in order 

to test the theory. The deductive approach is used to investigate the relationship between 

theory and variables (Bryman & Bell, 2015).  

 

4.1.1 Deductive approach  

A deductive approach means that the research is about having established patterns based on 

theory. Based on patterns hypotheses may be developed and tested in order to create 

contribution out of the research which is made. What is important to consider in research that 

follows deductive nature is that the data being collected is correct for the study. This is to 

ensure that data is usable to the test the hypothesis which has been developed. It is also of 

note that the findings based on the hypotheses do not have to be positive, negative relations 

may also act as a contribution to a scientific field (Bryman & Bell, 2015). According to some 

research which is a strong advocate of a deductive approach, inductiveness is a problem is 

research design as it allows for biases to be formed due inductiveness theories are formed 

based on the senses of individual researchers. Something which creates an inherent bias of 

the research and theories which may be developed based on the theory. Instead, if the entire 

process of making use of the researchers' individual senses is eliminated by making use of a 

deductive approach will mean that there is a large step made towards avoiding researcher bias 

(Popper, 2010). Therefore, as the theory chapter in this paper establishes the pattern between 

of a social media environment and hedonic behavior, it is suitable to make use of a deductive 

approach to test the proposed new hypotheses of the field. Additionally, by making use of 

already existing theories to deduct a hypothesis there is a deductive approach to the research 

of this paper.   
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4.1.2 Quantitative approach  

A strategy which may be used in order to research in a deductive approach is a quantitative 

study. Quantitative studies are about creating hypotheses based on the theory which is already 

present. By having created hypotheses, measurable concepts may be created. Measurability 

which is an important aspect to the quantitative research approach, by having measurable 

concepts researchers can plan on how to measure the concepts in a context and with a sample 

group corresponding to the research. The data which is collected by making use of this 

approach will be measurable due to the previous step of creating measurable concepts. The 

measurability is useful because it distinguishes the response in a comparable way using the 

same standards of measurement. Something which also means future research may make use 

of as using standards of measurement creates a standard for the findings (Bryman & Bell, 

2015).   

 

As the benefits of making use of a quantitative approach allows the paper to create 

measurable findings out of the empirical data which will be gathered. Something which is 

useful for potential future research or allowing the possibility of mathematically comparing 

the data which is gathered. As the findings are created mathematically there is less 

interpretation from researchers themselves lowering the potential researcher bias thus making 

the quantitative approach a suitable approach to this research. Also as the context in the form 

of the environment is important to the research the nature of a quantitative approach taking 

that into consideration is rather useful.   

 

4.2 Research design 

Research design is an important part to choose in a quantitative study. By deciding on a 

research design it ensures the gathering of correct data (Bryman & Bell, 2015). This should 

not be confused with research method which addresses the actual technique that is used to 

gather the data. Instead, research design presents what prioritized data aims were used in the 

data gathering process. The researchers of this paper aim to find a relationship between 

dependent and independent variables and thus making the study a descriptive one. A 

descriptive research purpose is to find an association between the variables by testing 

different hypotheses (Saunders et al., 2016). To generalize the result the researchers have to 
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examine many cases and a research design that allows them to do this is called cross-

sectional (Bryman & Bell, 2015). A cross-sectional research design means that the data 

collection can be collected on more than one case, this will allow for a body of quantitative 

data which is connected with two or more variables. Cross-sectional research will lead to a 

variation when it comes to the variables chosen (Bryman & Bell, 2015). This method was 

chosen due to the ability to measure how the chosen independent variables can change a 

dependent variable. Since the paper wants to investigate how independent variables can 

change a dependent variable the cross-sectional method was decided upon. Saunders et al., 

(2016) discuss the advantages of using a cross-sectional design. When conducting a cross-

sectional design the participants of the study are not required to return for further studies. 

This means that once participants have completed the questionnaire they are not obligated to 

return for continuous contact (Saunders et al., 2016). This was considered by the researchers 

since the data collection method will be a questionnaire.   

 

4.3 Data collection method  

This study focus on primary data, this data refers to data being collected and analyzed 

directly by the researches of this study (Bryman & Bell, 2015). The reason behind choosing 

primary data is that the researchers have not encountered a study investigating the hedonic 

value and social media to this extend thus finding secondary data that explains the 

phenomena difficult. The information gathered for this study will be done by collecting 

information from a questionnaire answered by consumers. Bryman and Bell (2015) state that 

primary data collected should be relevant and impartial in order to fulfill the purpose. To 

ensure this the data collection instrument must be carefully chosen, this will be described 

more in-depth in 4.3.1. 

 

4.3.1 Data collection instrument 

A survey can be provided by different methods, but in this study, the authors chose to do a 

survey in the form of a questionnaire which was conducted via Google form, this was done 

since its convenience to reach a broad audience from different locations. The researchers 

wanted to reach a broad audience in order to maximize the result and thus make a better 

generalization of the result. Bryman and Bell (2015) further discuss that using a questionnaire 

has its advantages such as the convenience for the respondents, they will be able to decide the 

amount of time to spend on the questionnaire which will remove the stress factor. By using a 
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questionnaire the authors also eliminated any risk of being biased since the authors cannot 

impact the participant's responses. However, there are also disadvantages to a questionnaire. 

The questionnaire itself might be difficult to conduct since the questions have to be very 

precise to reach a result (Saunders et al., 2016). Since the research itself is of a deductive 

nature a questionnaire has the ability to help find a relationship between the dependent and 

independent variables (Saunders et al., 2016). 

 

4.4 Operationationalization and Measurement of variables 

Using a Likert scale is beneficial since it will give participants a chance to respond to 

questions using a scale for example 1-7 (Bryman & Bell, 2015). This study adapted the Likert 

scale and the authors decided that 1 = Completely disagree and 7 = Completely agree. For the 

rest of the numbers, 2 = disagree, 3 = Somewhat disagree, 4 = Neutral, 5 = somewhat agree, 6 

= agree.  Bryman and Bell (2015) furthers argues that using a Likert scale is advantageous for 

the researchers when transferring the data into SPSS, this is due to the coding is done along 

with the responses. Furthermore, the questionnaire conducted for this study used questions 

with options instead of the Likert scale of 1-7. 

 

Presented below is the operationalization table, this table worked as a guide when conducting 

the questionnaire. The tables show which questions belong to which definition of a theory 

which is presented in the theoretical framework. 

 

Table 4.1. Operationalization table. 

Main concept Sub-concept Definition Item 

Social media 

sharing 

Social 

conversation 

Conversations can be had in 

many ways through multiple 

responses and can be short and 

long (Pace et al., 2016). 

Being on social media 

to have conversations 

is important for me.  

 

Disagree 1-7 agree 



 
 

15 
 

  
Social conversations can be used 

to express an individual's 

opinions (Dowd 1981).  

Being on social media 

to have conversations 

where I can express 

my opinions is 

important for me. 

 

Disagree 1-7 agree  

  
To discuss and convince others 

of beliefs and share information 

(Ham et al., 2018)..  

Being on social media 

to discuss my beliefs 

with others is 

important for me. 

 

Disagree 1-7 agree  

 
Social 

presence 

The presence of social media is 

everywhere and consumers 

spend a considerable amount of 

time on social media (Osei-

Frimpong and Mclean, 2018).  

Being present on 

social media takes a 

lot of time. 

 

Disagree 1-7 agree 

  
Social presence gives the feeling 

of belonging and is identified as 

a measure for psychological 

processes (Lowden and 

Hostetter, 2011) 

Being present on 

social media gives me 

the feeling of 

belonging.  

 

Disagree 1-7 agree 

  
Social presence can motivate 

people to socially interact on 

social platforms (Osei-Frimpong 

and Mclean, 2018).  

Being present on 

social media motivates 

me to interact with 

others.  
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Disagree 1-7 agree 

 
Easy-

connection 

Social platforms make 

consumers feel connected 

(Campisi, 2015). 

Being able to easily to 

connect with others on 

social media is 

important for me.  

 

Disagree 1-7 agree 

  
Accessibility to connect with 

others from various 

locations.  (Ham et al., 2018) 

Being able to connect 

with others from any 

location through social 

media is important for 

me.  

 

Disagree 1-7 agree 

  
Easiness in staying connected in 

a manner which allows one to 

stay informed of what others are 

doing (Kim et al., 2010).  

Being able to easily 

keep up with others 

through social media is 

important for me. 

 

Disagree 1-7 agree  

Intention to 

share on social 

media 

 
Intentions to share on social 

media can be connected to 

motivations leading to intention 

to share (Ham et al., 2018).   

I intend to share 

content on social 

media in the near 

future.  

 

Disagree 1-7 agree 
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Efforts can be made towards 

intention to share (Ham et al., 

2018) 

I intend to make an 

effort to share content 

on social media. 

 

Disagree 1-7 agree 

  
Intentions to share  can be 

premeditated (Ham et al., 

2018).   

I plan to share content 

on social media.  

 

Disagree 1-7 agree 

Hedonomics Explorability One hedonic aspect is the 

happiness gained from one-way 

communication (Myoungh, 

2017). 

I enjoy using social 

media. 

 

Disagree 1-7 agree 

  
Using features on social media 

platforms which increases 

knowledge and information 

gained can give a hedonic 

response in form of happiness 

(Allam et al., 2019). 

I feel happy when I 

use social media.  

 

Disagree 1-7 agree 

  
The social media relation to 

hedonic value is often perceived 

with experiential benefits (Micu 

et al., 2019). 

I feel excited when I 

use social media. 

 

Disagree 1-7 agree 

  
The main thought behind 

hedonic response is that it 

should result in satisfaction 

(Allam et al., 2019) 

I feel satisfied when I 

use social media. 

 

Disagree 1-7 agree 
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4.4.1 Questionnaire design 

It is important to consider some different factors when constructing a questionnaire. Saunders 

et al., (2016) state that in order to reach a maximized result, researchers need to consider the 

design of the actual question being sent out. If the questions are simple and easy to 

understand the recipients will answer them more easily and thus providing the researchers 

with a more reliable answer (Saunder et al., 2016). In order to make the questionnaire easier 

to answer Bryman and Bell (2015) suggests that the questions should be of close-ended 

nature, this is a more suitable selection of questions since open-ended questions are more 

suited for interviews and focus groups. Close-ended questions are also optimal when using an 

analytical tool such as SPSS as these questions are more suited to a Likert scale (Bryman & 

Bell, 2015). Saunders et al., (2016) further state that the design of the questionnaire is 

important, a design that is simple and clear will make it easier for respondents to answer the 

questions instead of getting distracted by unnecessary design elements. The researchers of 

this paper, therefore, chose to use Google forms as the design is simple and easy to set up.  

 

4.5 Pre-testing 

Pre-testing is an important feature to consider before sending out the actual survey. By doing 

a pre-test the research will see if there are any issues with the questionnaire and also measure 

the functionality of it. The pre-test also offers a way to see abnormalities in the answers and 

also get feedback from the respondents that participated in the pre-test (Bryman & Bell, 

2015). The pre-test will measure aspects such as layout, phrasing, content and the instructions 

and it will provide information if these are clear and understandable. Bryman and Bell (2015) 

state that it is recommended to have an expert oversee the questionnaire as well in order to 

establish validity. The researchers decided to send out the questionnaire to a small group of 

ten people in order to gather feedback and comments on what to improve. Only after the pre-

test and corrections were made the questionnaire was sent out to gather answers for the study. 

 

4.5.1 Sampling 

Sampling is a rather important factor given any research, the aim with quantitative research is 

to generalize the results and therefore it’s important to have a sample size that represents all 

the types of people living in the target area (Bryman & Bell, 2015). The researchers of this 

study decided that convenience sampling is the most suitable option. This means that the 

questionnaire will be spread through social media platforms such as Facebook and Instagram, 
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this means that the people answering the questionnaire is most likely to be friends and people 

connected to the researchers. This also means that there will be no exclusions of which 

people are allowed to respond, but there will be a control question if the respondent uses 

social media or not. If the respondent chose to answer no they are not allowed to participate 

in the questionnaire since they will not be able to contribute information for this study. 

Bryman and Bell (2015) state that the response rate for questionnaires that uses convenience 

sampling is high, and this combined with the large sample size that can be collected in a time 

efficient manner makes convenience sampling useful and efficient for this research. 

 

4.5.2 Sample selection 

The sample size is not required for using convenience sampling but the researchers decided to 

use guidelines while conducting the research. According to Wilson Van Voorhis and Morgan 

(2007) researchers can use a formula in order to know what sample size should be achieved 

in order to gain enough information to analyze. The formula itself is presented such as 50 

respondents + 8 * number of independent variables. This means, for this study there had to be 

at least 74 respondents, (50+(8*3)=74). The researcher considered that larger sample size is 

more reliable and easier to generalize and hence the researcher aimed for at least 74 answers 

from the questionnaire. It is important to get a high response rate since this will make the 

research more representative and more likely to avoid sample errors (Saunders et al., 2016) 

 

4.6 Data analysis method 

Bryman and Bell (2015) argue that SPSS is a recognized and common analytical program 

which is efficient in collecting the data in a statistical form. Disman et al., (2017) argues that 

it is important to choose the right method in order to analyze the statistical data gathered. 

Since this research aims to collect a large sample size SPSS is suitable to use. SPSS will 

allow the researchers to analyze the quantitative data gathered from the questionnaire they 

sent out.  

 

4.6.1 Descriptive statistics 

In order to summarize the collected data and give a numerical comparison, it is possible to 

use descriptive statistics. Saunders et al., (2016) state that using descriptive statistics can help 

the researchers when comparing variables. The descriptive statics is split into two measures 
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which are the central tendency and the dispersion. Central tendency means that the goal is to 

receive a value that is common and that the distribution can be seen as an average. In 

descriptive statistics there are three common tools to be used, these are median, mode and 

mean. Median presents all the data in numerical order, the mode is more commonly used 

when looking into genders, where you want to see which gender occurs more frequently in 

the data. Lastly, mean, which is described as the average of all values, by calculating all the 

values together and then dividing it with the number of items you will end up with the mean. 

The median tool has its advantage as it is less likely to be affected by an extreme variable 

among the data (Saunders et al., 2016). Saunders et al., (2016) further state that researchers 

can use dispersion to further measurement for central tendency as dispersion focuses on how 

different values are dispersed at the central tendency. A common way in order to determine 

the result of the central tendency one can use standard deviation. Standard deviation can be 

used to measure the amount of dispersion in a set of values (Bryman & Bell, 2015).  

 

Descriptive statistics will also be useful to explain continuous variables, which can be 

referred to as kurtosis or skewness (Pallant, 2010). Ho and Yu (2015) state that skewness and 

kurtosis are two rough indicators of the degree of distributions. If the frequency is shifted to 

left or right this means that outliers are affecting the frequency distribution overall and 

depending on the value the skewness can be seen as positive or negative. To have an optimal 

skewness the value should lie ± 1 and this means that distribution is normal and for kurtosis, 

the value should like within  ± 3 (Ho & Yu, 2015). 

 

4.6.2 Multiple Linear regression 

Multiple linear regression is a method which can be used to analyze variables, using this 

method researchers can include more than two independent variables in order to find a 

correlation between the independent variables and at least one dependent variable     (Eggeby 

& Söderberg, 1999). Pandis (2016) further supports these claims by saying that the multiple 

linear regression analysis methods allow for more variables to be analyzed at the same time 

in order to find out the correlation between independent variables and dependent ones. 

Eggeby and Söderberg (1999) further state that multiple linear regression analysis is complex 

and time-consuming for researchers but they argue that it is worth due to the end result since 

it will enable the researchers to explain the correlation between their variables, in case there 

is a correlation.  
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Multiple linear regression has the ability to show the coefficient and how strong the 

regression coefficient (R2) is between independent variables and dependent ones. By looking 

at these coefficients researchers can account for the relationship between variables and hence 

account for the accuracy and efficiency of the regression model. The results can be presented 

on a scale in R2 = 0 to 1. When the result is R2 = 0 there is no correlation between variables 

and when the results are R2 = 1 there is a strong correlation between all the investigated 

variables (Eggeby & Söderberg, 1999). The researcher can then multiply the result with 100 

which would be between 0 and 1 and then end up with the result being in percentage instead, 

this will result in an easier interpretation of the results Saunders et al., (2016). In regression 

analysis, the significance level is of interest and can be expressed through P which stands for 

probability. Bryman and Bell (2015) argue that P is denoted by P < 0.05 and that the 

significance refers to the degree to which the hypotheses are rejected. If the hypotheses are 

rejected this implies that the achieved result was not reached by chance. 

     

4.7 Quality Criteria 

While conducting a quantitative study it is important to consider that the items which are 

supposed to act as measuring tools for the concepts of the research have to be connected. To 

make sure that the items are connected there are several ways of testing the validity of the 

items of the research. Reliability of what is measured is also important to consider to uphold 

the quality of research. Additionally, it is to make sure that what is measured is consistent 

(Bryman & Bell, 2015). By making use of different types of validity tests and reliability tests 

the researchers can make sure of the quality of the research. The following subchapters will 

explain in further detail validity and reliability is ensured.  

 

4.7.1 Content validity 

According to Bryman and Bell (2015) content validity is about ensuring that the content of an 

item actually represents the theory which is it is supposed to measure. The authors 

furthermore state that a way of ensuring content validity is through face validity which is a 

method which can be used to ensure the validity of the measure. By making use of 

individuals who are not a part of the research to have a look at the concepts and the questions 

which are used to measure the concepts. Something which can be done by making use a of a 

pretest where potential participants of the survey may give present the participants 
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perceptions and opinion of the content. Opinions and perceptions which are to be assessed in 

order to ensure content validity. Additionally, experts of the field can be used in order to 

ensure the content validity (Bryman & Bell, 2015). Content validity has been ensured by the 

researchers by consolidating with a expert within the field. With the feedbacking given by the 

expert the researchers could rearrange the questions to be more suitable. The researchers then 

with the adjusted questionnaire sent it to a sample group consisting of ten people, their 

comments on the questionnaire was also considered before sending out the final edition of the 

questionnaire.   

 

4.7.2 Construct validity 

Construct validity can be had by creating hypotheses which are based on already existing 

theory in a deductive manner. Thus by having the initial construction of the hypothesis 

deduced by out of theory, creating measurements based on hypothesis. Therefore it should 

ensure that the measurements which are created are valid in terms of representing the concept 

it is measuring (Bryman & Bell, 2015). As the hypotheses of the research are based on 

already existing theory it should ensure construct validity of the measurement. Saunders et 

al., (2016) states that in order to measure the correlation coefficient one can use Pearson’s r. 

Bryman and Bell (2015) further state that to be able to see a correlation between variables 

researchers should use the measurement of -1 to 1 where the weakest correlation exists at 0. 

The researchers of this paper decided to use Bryman and Bell (2015) scale of measurement as 

they state that the correlation researchers should strive for should be (r<0.8) since a higher 

score than 0.8 would indicate that the measured variables are the same. In the paper, an 

operationalization has been made of use in order to ensure that the items which are measured 

are related to the theories which form the hypotheses of the paper. Additionally, in the results, 

chapter Pearson’s r will be presented of the data which is gathered to ensure the validity of 

the items and that the items are not measuring the same variable.  

 

4.7.3 Criterion validity 

Striving for criterion validity is important since it means that the researchers want to ensure 

that the result of the paper is accurate and valid. This is done by reviewing similar research 

and the researcher’s items. Saunders et al., (2016) states that researchers can review previous 

studies to adopt measurements and structure and hence ensure validity. The researchers of 

this paper followed this and adopted previous studies in order to act as a base for 
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problematization and describing theories and formulating hypotheses. This was done to 

ensure validity as Saunders et al., (2016) suggests. Bryman and Bell (2015) further agree with 

Saunders et al., (2016) saying that adopting criterion validity will increase the validity overall 

for the study.  

 

In this paper Ham et al., (2018) research have been used as inspiration in order to create items 

for the questionnaire of the paper, as the studies by Ham et al., (2018) have researched some 

of the same concepts as this research. Additionally, Allam et al., (2019) were used as 

inspiration for the items related to hedonic value to make sure of the validity of the items as 

Allam et al., (2019) had also researched hedonic value. 

 

4.7.4 Reliability 

By testing the reliability of the measurement the consistency of what the individuals who 

respond with is tested. This is to ensure that the concept which is being measured consistently 

measures the concept and does not create a scenario of inconsistency. By the same accord, 

the stability of the measurement can also be tested to make sure the data will stand the test of 

time thus stay relevant even after time has passed. A method of testing the reliability is by 

making use of Cronbach’s alpha in a statistical way to measure the reliability of measurement 

(Bryman & Bell, 2015). Saunders et al., (2016) agrees that a common measurement to 

measure reliability is Cronbach’s alpha. Cronbach’s alpha is a way to provide a consistent 

measure to a test or scale. This is displayed by the researcher receiving a coefficient value 

which is the correlation between consistency (Bryman & Bell, 2015). Bryman and Bell 

(2015) further state that the value is between 0 to 1. Researchers should preferably stay 

between 0.6 and 0.9 but the closer to 0.8 is better. If the correlation is below 0.6 researchers 

need to decide if the question should be revised or be rejected.  

 

In the case of this paper, the reliability test which was done through SPSS will be presented 

in chapter 5. 

 

4.8 Ethical considerations 

No matter the type of research it is important to consider the ethical responsibilities of a 

researcher in order to not cause harm instead merely observe and research. There are four 
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principles which are important when considering the uphold the standards of business 

research ethics. The first principle is to make there is a theoretical benefit of conducting the 

research and to make use of expert supervision to ensure the theoretical benefit of said 

research. This also makes sure that participants of the research are contributing to something 

which is beneficial and not a waste of time as a token of respect for the participants of the 

research. The second principle is to make sure the choice of participants which partake in the 

research is done in a respectful manner. In other words to justify and be transparent of what 

type of participants are a part of the research additionally the type of individuals who are 

excluded from the research. Also to make the research available to participants in a non-

exploitative manner. The third principle relates to not cause any harm or any risk that 

outweighs the potential benefit for a participant of the research. By designing the research, 

the risk for the participant should be minimalized and to a point where the benefit of the 

research outweighs the risk. Additionally, the benefit which is supposed to outweigh the risk 

has to be informed to the participant to ensure that the participant understands said benefits. If 

these requirements can not be upheld the research should be canceled. Lastly, the respect of 

the individual's confidentiality and privacy has to be respected. The participants own desires, 

culture, perceptions, and beliefs have to be respected in order to comfort and make sure fair 

treatment of the participant (Wallace & Sheldon, 2014).  

 

By making use of experts in the field, and making sure there is a theoretical contribution 

which can be had by doing this type of research. By determining whether or not the intention 

to share has an effect on the hedonic value the first principle of ethical considerations has 

been upheld. The second principle of ethical considerations is upheld by being transparent 

about excluding non-social media users at the same time otherwise allowing any type of 

participant to participate in the study. The study will also be publicized in a free manner to 

make the research available to anyone. The third principle about making sure there is no more 

benefit to the research than risk, the risk should be negligent as the study is anonymous. The 

benefit comes in the form of determining whether or not the intention to share effects that 

happiness of users, in other words, participants of the study. The fourth principle is also 

upheld by guaranteeing respondent anonymity in order to respect the privacy of the 

respondents. By design, the options of answer for each item is made in a way, where the 

answer will be respecting beliefs and cultures of each respondent. Because the answer is to be 

about the respondents own individual perceptions. 
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4.8.1 Societal consideration 

It is important to have societal considerations whenever you conduct research since the 

research can affect the society in different ways, both positively and negatively. Social media 

is a hot topic in today's society since it is used by so many. This research attempts to add 

towards the consumer's end product of social media. By researching whether or not sharing 

will give a more pleasurable experience for users the research may help society in 

determining how to create a more valuable experience on social media. If the case of users 

having a more pleasurable experience on social media will mean that consumers will make 

use of more social media. But also in addition adding towards what type of behaviors on 

social media which incite users which happiness. Something social media platform 

developers may have use of in order to create a more valuable experience for society. Since it 

is considered a problem today that young adults consume too much social media this study 

contribute to even more social media usage due to the increase in happiness from sharing 

(Dollarhide, 2019). By making the knowledge gathered in this paper free for anyone to read it 

will also distribute the knowledge in a fair way for society to make use of the knowledge. 

Knowledge of happiness and social media behavior, can be both used by users of social 

media, and developers of social media highlighting the value for society the knowledge may 

have. Something which was considered in taking on the purpose of making this research. 

4.9 Summary of the methodological chapter 

Research Approach  Deductive 

 Quantitative 

Research Design  Descriptive 

Data Sources  Primary Data 

Data Collection Method  Survey 

Data Collection Instrument  Questionnaire 

Sampling  Convenience Sampling 

Data Analysis Method  SPSS 

 Descriptive Statistics 
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 Multiple-Linear Regression Analysis 

Quality Criteria  Content 

 Construct 

 Criterion 

 Reliability 

Ethical Consideration 
 

Societal Consideration 
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5 Results 

The results chapter will present the descriptive statistics, validation test, reliability test and 

regression of analysis of the data which have been gathered.  

 

5.1 Descriptive statistics 

The number of respondents for the questionnaire amounted to 250 respondents, although as 4 

of the respondents stated a none use of social media, these respondents were excluded from 

the data. Thus there are 246 valid responses to the questionnaire which are to be analyzed, 

with 94,3% (232) of the respondents being of the age of 19-29, 4,5% (11) of respondents 

being 30-39 and lastly 1,2% being 50-59 (3). The skewness and the kurtosis of the different 

variables are also reported followingly and can be interpreted as optimal as ±1 according to 

Ho and Yu (2015) can be seen as optimal skewness and kurtosis. Therefore the kurtosis and 

skewness of the data gathered can be interpreted as optimal as can be seen in the tables 

below. 

  

Table 5.1. Descriptive Statistics, Social conversation. 

Items N Mean Std. Deviation Skewness Kurtosis Min Max 

Importance 246 4.83 1.741 -0.619 -0.725 1 7 

Express 246 4.65 1.578 -0.616 -0.516 1 7 

Discuss 246 4.59 1.643 -0.437 -0.678 1 7 

 

Table 5.2. Descriptive Statistics, Social presences. 

Items N Mean Std. Deviation Skewness Kurtosis Min Max 

Time 246 3.67 1.515 0.423 -0.321 1 7 

Belonging 246 4.59 1.595 -0.433 -0.762 1 7 

Interact 246 4.69 1.615 -0.543 -0.536 1 7 
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Table 5.3. Descriptive Statistics, Easy connection. 

Items N Mean Std. Deviation Skewness Kurtosis Min Max 

Connection 246 5.08 1.560 -0.559 -0.573 1 7 

Location 246 4.29 1.640 -0.322 -0.734 1 7 

Keep up 246 4.83 1.564 -0.533 -0.383 1 7 

 

Table 5.4. Descriptive Statistics, Intention to share. 

Items N Mean Std. Deviation Skewness Kurtosis Min Max 

Intention 246 4.90 1.580 -0.614 -0.516 1 7 

Effort 246 4.56 1.563 -0.628 -0.463 1 7 

Plan 246 4.70 1.538 -0.619 -0.323 1 7 

 

Table 5.5. Descriptive Statistics, Hedonic value of social media use. 

Items N Mean Std. Deviation Skewness Kurtosis Min Max 

Enjoy 246 4.76 1.684 -0.511 -0.887 1 7 

Happy 246 4.39 1.502 -0.527 -0.639 1 7 

Excited 246 4.43 1.531 -0.628 -0.531 1 7 

Satisfied 246 4.34 1.473 -0.559 -0.638 1 7 

       

5.2 Reliability and validity     

 

Table 5.6. Pearson’s Correlation, validity. 
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Social Conversation Social presence Easy connection 

Social conversation - 0.645** 0.642** 

Social presence 0.645** - 0.715** 

Easy connection 0.642** 0.715** - 

** Correlation is significant at the 0.01 level (2-tailed). 

 

Testing the construct validity of the independent variables by making use of Pearson’s test 

show that the independent variables can be seen as valid as the non of the correlations reach a 

score of higher then 0,8 as 0,8 is determined as a cutoff point in the methodological chapter 

(Bryman & Bell, 2015). Therefore the independent variables are not about exact same thing 

yet valid towards each other. As the independant for hypothesis number 4 is a sole 

independent validity can not be tested as there are no other independants to test it against.  

 

Table 5.7. Cronbach’s Alpha, reliability. 

Variable Cronbach’s Alpha Number of items 

Social conversation 0.849 3 

Social presence 0.760 3 

Easy connection 0.821 3 

Intention to share content on social media 0.857 3 

Hedonic value of social media use 0.861 4 

 

Testing the reliability of the independents and dependants Cronbach’s alpha is used as 

described in the methodological chapter. A score between 0,6 and 0,9 in Cronbach’s alpha 

can be seen as reliable (Bryman & Bell, 2015). Therefore as table below shows that all the 

different independants and dependants posses a score between 0,6 and 0,9. Thus the variables 

of the research can be seen as reliable and should then be reproducible at a different time.   
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5.3 Hypothesis testing  

The hypotheses were tested by making use of multiple linear regression analysis. First by 

testing the significance of the independants social conversation, social presence and easy 

conversation on intention to share on social media. The table below will present the 

standardized coefficients of beta, r², the P-score which will represent the significance level of 

the independents and control factors.  

 

Table 5.8. Multiple Linear Regression Analysis. 
 

Model 1 Model 2 Model 3 Model 4  Model 5 

Constant 5.629 

(≤ 0.01)** 

4.174 

(≤ 0.01)** 

3.826 

(≤ 0.01)** 

3.754 

(≤ 0.01)** 

3.419 

(≤ 0.01)** 

Age -0.251 

(≤ 0.01)** 

-0.235 

(≤ 0.01)** 

-0.239 

(≤ 0.01)** 

-0.247 

(≤ 0.01)** 

-0.238 

(≤ 0.01)** 

Gender 0.87 

(0.162) 

0.082 

(0.139) 

0.101 

(0.063) 

0.037 

(0.502) 

0.071 

(0.184) 

Occupation 0.052 

(0.461) 

-0.048 

(0.451) 

0.481 

(0.626) 

0.009 

(0.883) 

-0.044 

(0.474) 

Social media usage -0.097 

(0.118) 

-0.099 

(0.072) 

-0.108 

(0.044)* 

-0.078 

(0.150) 

-0.095 

(0.068) 

Social conversation - 0.445 

(≤ 0.01)** 

- - 0.166 

(0.023)* 

Social presence - - 0.481 

(≤ 0.01)** 

- 0.235 

(0.003)** 

Easy-connection - - - 0.470 

(≤ 0.01)** 

0.197 

(0.014)* 

R2 0.103 0.289 0.327 0.318 0.372 
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adj. R2 0.088 0.274 0.313 0.304 0.354 

Std. Error of the estimates 1.31346 1.17165 1.14048 1.14758 1.10595 

ANOVA 
     

F-value 6.927 19.539 
 

23.282 22.402 20.144 

sig 0.000 0.000 0.000 0.000 0.000 

*P < 0.05 

**P <0.01 

 

As can be seen in model 1, age can be determined as significant due to a P-score of ≤ 0.01 as 

previously explained in the methodological chapter a P-score of ≤ is deemed to be significant 

(Bryman & Bell, 2015). Although as r² is only 0,088 only 8,8% of the control factors explain 

the relation between the dependant and independants further testing of the hypotheses are 

needed. Further on testing all the independents together in model 5 show that the significance 

level of all three different independants being ≤ 0.05 (0,014, 0,003, 0,023), age can still be 

seen as a significant with a negative beta (-0,251) meaning that the relationship between age 

and the dependant of intention to share being negative. Mean that if the age goes up by one, 

the dependant will decrease by 0,251. Further on the independents (social conversation, 

social presence, easy-connection) of the dependant have a positive beta suggesting a positive 

relation between the independents and the dependent. Meaning that if social conversation 

increases by 1 intention to share will increase by 0,166, if social presence increases by 1 

intention to share will increase by 0,235 and if easy-connection increase by 1 intention to 

share will increase by 0,197. Thus the significance level of social presence and the beta value 

of social presence suggest that social presence is most significant factor of the intention to 

share. The r² value of model 5 also suggest that the independents and factors explain 34,5% 

of the dependant.  

       

Table 5.9. Oneway age. 
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Age N Mean Std. Deviation 

19-29 232 4.8161 1.3091 

30-39 11 3.3636 1.5452 

50-59 3 2.4444 1.7105 

Total 246 4.7222 1.3755 

 

Table 5.10. ANOVA 
 

Sum of squares Mean square Sig. 

Between groups 37.912 18.956 ≤ 0.05 

 

An explanation for the significance level of age could be due to the amount of respondents 

from the different age groups 232, 11 and 3 although by making use of a oneway analysis in 

SPSS will show that the significance level between the groups can be seen as rather high still 

indicating the significance of age on the dependant.  

 

Testing the fourth hypothesis with the independent of intention to share and dependant of 

hedonic value of social media use the table below will be interpreted.  

 

Table 5.11. Multiple Linear Regression Analysis 2. 
 

Model 1 Model 2 

Constant 3.893 

(≤ 0.01)** 

1.928 

(0.010) 

Age 0.000 

(0.999) 

0.092 

(0.179) 

Gender 0.065 

(0.311) 

0.033 

(0.587) 
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Social media usage -0.129 

(0.043)* 

-0.093 

(0.120) 

Occupation 0.139 

(0.057) 

0.120 

(0.080) 

Intention to share content on social media - 0.369 

(≤ 0.01)** 

R2 0.049 0.171 

adj. R2 0.033 0.154 

Std. Error of the estimates 1.27862 1.19603 

ANOVA 
  

F-value 3.073 9.896 

sig 0.17 0.000 

*P < 0.05 

**P <0.01 

 

In model 1 only social media usage can be interpreted as a significant factor of hedonic value 

of social media use, with a significance value of 0,043. Additionally, the control factors only 

surmount to 3,3% of the dependants factor suggesting the need to investigate the independent 

factor of the hypothesis. Testing the hypothesis in model 2 it can be seen that the independent 

is rather significant to the dependant with a P-value of ≤ 0.05 additionally the beta value 

signifies that the intention to share will have an effect of 0,369 on hedonic value. The 

adjusted r²-score also indicate that 15,4% of the independent and control factors, have an 

effect on the dependant of hedonic value of social media use. 

 

 

5.4 Hypothesis result 

As the significance level of all the hypotheses were at ≤ 0.05 it is deemed that all of the 

hypotheses of the study can be accepted.  
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Table 5.12. Hypotheses Result 

Hypothesis Accepted/Rejected 

Hypothesis 1: Social presence has a positive impact on intent to 

share content on social media. 

Accepted 

Hypothesis 2: Social conversation has a positive impact on intent to 

share content on social media. 

Accepted 

Hypothesis 3:Easy-connection has a positive impact on intent to 

share on social media. 
 

Accepted 

Hypothesis 4:Intent to share content on social media has a positive 

impact on hedonic value of social media use 

Accepted 
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6 Discussion 

By making use of SPSS all of the hypotheses of the conceptual framework could be seen as 

significant thus all of them are accepted. Thus social conversation, social presence, and easy-

connection can be seen as important factors of the intention to share, additionally, age can be 

seen as an important factor. In addition, intention to share can be seen as a significant factor 

of hedonic value of social media use.  

 

6.1 Hypothesis 1: Social conversation has a positive impact on intent to 

share content on social media. 

By accepting the hypothesis of social conversation having a positive impact on sharing 

content on social media, it can be deduced that social conversation has a positive impact on 

sharing content on social media. It can also be deduced that intention to share will increase by 

0,166 dependant on how important social conversation is to a social media users this also 

means that of the three independents the social conversation is the least important factor of 

intent to share. The result of the hypothesis is supported by the studies of Ham et al., (2018) 

whereas they also consider social conversation an important factor of the intention to share on 

social media. Also as de Vries et al., (2017) consider the motivational attributes of social 

conversation to be the motivation of contribution, therefore contribution could be seen as an 

underlying factor of intention to share content on social media.  

 

6.2 Hypothesis 2: Social presence has a  positive impact on intent to share 

content on social media 

Accepting the hypothesis of social presence having a positive impact on the intention to share 

content on social media means that social presence is important to the intention to share on 

social media. Also, the significance level of social presence can be seen as the highest 

therefore out of the three independents of social media sharing social presence should be seen 

as the most important factor. Additionally, as the beta value shows having users consider 

social presence important will increase the intent to share the most by 0,235. This is also 

supported by Ham et al., (2018) in their studies. Therefore as the studies by Osei-Frimpong 

and Mclean (2018) suggest that social presence is an indicator of the importance of 

connecting and being present on social media. As users consider it more important to 

connecting and spending time on social users will be more inclined to share on social media.  
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6.3 Hypothesis 3: Easy-connection has a positive impact on intent to share 

content on social media.  

Accepting the hypothesis of easy-connection having a positive impact on the intention to 

share content on social media mean that easy-connection is important to the intention to share 

content on social media. With a b-value of 0,197 highlighting the effect of users 

consideration of the importance of being easily able to connect through social media will give 

users intent to share content on social media. The result of the significance of easy-

connection is supported by Ham et al., (2018). Therefore as Campisi (2015) studies claim that 

users of social media which allow users easier access to communication with friends or 

family. Because of this, the result of this study mean that users who consider easier access to 

friends and family important will be more inclined to share content on social media.  

 

6.4 Hypothesis 4: Intent to share content on social media has a positive 

impact on hedonic value of social media use.  

By accepting the fourth hypothesis of intention to share contents positive impact on hedonic 

value of social media use show that users intention to share on social media will positively 

impact the user's hedonic value of social media. With a beta value of 0,369, the impact of 

intention to share is rather large. Having established hedonic value being related to emotional 

responses which are a part of happiness, enjoyment, satisfaction, and pleasure (Khalid & 

Helander, 2005). This will mean that by having the intention to share positively impact 

hedonic value users who have a higher intention to share on social media will also be happier, 

enjoy, be more satisfied and be more pleased with using social media. Connecting this with 

the initial three first hypotheses which describe the motivations for intention to share. 

Thereafter by increasing the user's pre-notioned perception of the importance of the 

motivation will increase the hedonic value of the user's social media use. Additionally, as 

hedonic value is related to the experience which a user may have on social media, the 

experience of intent to share will be indicative of the hedonic value which the user will 

perceive of using social media (Micu et al., 2019). Which is relates to the study of 

Bhattacharjee and Mogilner (2014) who determined that sharing is about sharing experiences 

on social media with non present individuals. With the actual content which is shared being 

unspecific in what type of content and how it is shared (Ham et al., 2018). Additionally, it is 
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suggested that a higher hedonic value on social media increase the likelihood of continued 

use of social media users suggesting that intention to share leading to hedonic value will 

increase the continued use of social media (Ashraf et al., 2018).  
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7 Conclusion 

In conclusion to this project, all the hypotheses which have been presented in the conceptual 

framework have been accepted. Therefore it can be determined that the intention to share has 

an effect on the hedonic value of social media use, in addition to determining the motivations 

behind the intention of sharing. Having this established it the relation can be described as 

such if, the perceived importance of social conversation, social presence, and easy-connection 

is increased for users of social media then the users will be more inclined to be sharing 

content on social media. Users who are more inclined to share will also have a more 

pleasurable experience, be more satisfied, be happier and enjoy using social media. Although 

the independent of intention to share only explains 15,4% of the relation with a hedonic value 

suggesting there are other factors which are to be factored in. Meanwhile, the independents of 

social conversation, social presence, and easy-connection explain 35,4% of the relation to the 

intention of showcasing a larger explanation of the dependant of intention to share. Age is 

also considered to be a significant factor when considering the intention to share, the data 

suggest that the older a user is there is less of an intention to share on social media.  

  



 
 

39 
 

8 Theoretical implications 

As the conceptual model is based on Ham et al., (2018) research, where Ham et al researched 

the motivations behind the intention to share content on social media. This research sought to 

further their findings. By creating a new conceptual based on the results of Ham et al., (2018) 

self-management could be dismissed from the model additionally, the hedonic value was 

added to describe that intention to share has a positive impact on the hedonic value of using 

social media. Which is by the interpretation of Ashraf et al., (2018) suggest that hedonic 

value will result in the continued use of social media but it did not establish what kind of 

actions or behavior on social media would result in hedonic value for the users. This study 

does establish that intention to share content on social media does increase the hedonic value, 

therefore, the theoretical approach of continued use of social media can be connected with the 

intention to share content on social media. 

 

8.1 Managerial implications  

What this means for current social media platforms is that if the platform is able to motivate 

users to share more users will tend to be more satisfied with the platform leading to continued 

use. Additionally, businesses which communicate on social media can create a better social 

media experience for users by motivating the users to share content, by being associated with 

the experience which increases the hedonic value of what users are already using may be 

considered valuable by users themselves. Thus leading to an increased value for the business 

itself by assisting the users in achieving satisfaction, enjoyment, happiness, and pleasure. The 

study also showcases the motivations behind the intention to share so businesses or social 

media platforms which seek to increase the intention to share knowledge which factors to 

consider. Businesses and social media platforms should consider the age, how important 

social presence, social conversation, and easy-connection is for users as they are the factors 

which will increase the intention to share which will lead to an increased hedonic value for 

the users. 

 

8.2 Limitations 

As hedonic value is rather subjective at nature it is difficult to determine what exactly 

exemplifies hedonic value instead each individual have to be the determinant of hedonic 

value. Therefore the study cannot specify exactly how users interpret the hedonic value as it 
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will be individual. The sample size of 246 only consists of a very number of individuals who 

are older than 29 (14) thus caution should be had when interpreting that the age is significant. 

The sample size mainly consists of individuals of Swedish nationality which does affect what 

is determined as hedonic value as culture counts as a big factor for hedonic value. 

 

8.3 Future research  

Since this study accepted all hypotheses the authors recognize that hedonic value is a result of 

an intention to share on social media. Therefore future studies could be aimed towards 

researching other aspects of social media that could be influenced by hedonic value. The 

study also notes in the limitations that the result from the survey consisted mainly of a 

younger age group and therefore trying to explore other age groups to see if the result is 

different could be an alternative future study. The nationality limitations also pose an 

opportunity for future research to test the theory on other nationalities and cultures. 
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