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Abstract

The growing importance of social media and research interest in the field, make it imperative to
consider the measures used to assess SNS use. The Facebook Intensity Scale has seen prolific
use since its development - however, it has been criticized by some scholars. Jenkins-Guarnieri,
Wright, and Johnson (2013) suggested another scale, the Social Media Use Integration Scale
(SMUIS), which was developed to be suitable for use across different SNS platforms. They
advised further research to confirm its psychometric properties; testing it on a more diverse
sample than US college students; and on social media other than Facebook. In this study, EFAs
and a CFA were conducted to examine the validity of the SMUIS on Facebook and LinkedIn in
the African context. The results provide preliminary evidence of the reliability and validity of the

SMUIS for diverse age ranges. Further testing of the scale on LinkedIn is recommended.

Keywords:
Social networks, social media use integration, scale validation, Facebook, LinkedIn, South

Africa

1 INTRODUCTION

Social media and social networking sites (SNS) have become a part of life, and partly due to the
continuous evolution of the internet, online social networking has changed the way people
communicate (Mir, 2014, p. 42). The use of SNSs has grown exponentially — in particular
prominent sites such as Facebook. Of the myriad SNSs available today, Facebook is the most
popular globally (Statista, 2016), as well as in South Africa. LinkedIn is the most extensively

used professional SNS, with 100 million users globally. As Facebook and LinkedIn are the most



popular SNSs in their categories (friend network and professional network, respectively), they
are viable platforms to investigate. Knowing more about the integration of each of these
platforms into their members’ lives may provide insights to the SNS owners (and companies
seeking to use the platforms for marketing or other purposes) to stimulate increased use or

more targeted approaches.

The perceived ubiquity of social networks and their widespread use have attracted the attention
of researchers and scholars seeking to investigate the phenomenon from various angles.
According to Pérez-Latre, Portilla, and Blanco (2011, p. 67) SNS research has been conducted
on impression management, privacy issues, SNS use by various audiences, as well as the role
that SNSs play in culture, notably using an ethnographic approach referred to as Netnography.
Wilson, Gosling, and Graham (2012, p. 204) point out that research on Facebook has covered a
wide range of disciplines ranging from “law, economics, sociology, and psychology to

information technology, management, marketing, and computer-mediated communication”.

SNS studies have covered a wide variety of aspects relating to the use of social platforms.
According to Wu, Sun and Tan (2013, p. 259), several genres of research in social media exist,
namely word-of-mouth, information diffusion and network dynamics, internal social networks,
mobile, healthcare, crowdsourcing and crowdfunding. SNSs are also seen as instruments for
accumulating information and are used for educational research applications (Pérez-Latre et al.,

2011, p. 68).

When considering the importance of social media in society, as well as the substantive research

interest in the field, it is imperative to consider the measures used to assess SNS use.



Researchers have attempted to establish measures for the intensity of social media use in order
to determine the levels of integration of SNS in users’ lives. One of the most prominent
measures being used in research is the Facebook Intensity Scale developed by Ellison
Steinfield and Lampe (2007). Despite its prolific use, the scale has been criticized by, among
others, Asghar (2015), Orosz, Téth-Kiraly and B6the (2015) as well as Jenkins-Guarnieri, Wright
and Johnson (2013). The latter suggested an “improved” scale, the Social Media Use
Integration Scale (SMUIS), which is relatively new and therefore has not been tested

extensively.

Jenkins-Guarnieri et al. (2013) tested the SMUIS using a US sample of mainly first-year student
Facebook users. The authors called for further research to confirm the scale’s psychometric
properties, and also for research using a more diverse sample than young college students.
They further suggested research into social media other than Facebook (Jenkins-Guarnieri et

al., 2013, p. 48).

There are only a few other (primarily Western) studies that have measured SMUIS since its
development (for example: Asghar, 2015; Berryman, 2014; Dogan & Tosun, 2016), and even
fewer that attempted to validate it. Additionally, a comprehensive literature review indicated that
the SMUIS has not been measured on LinkedIn, nor has it been validated in an African context.
South Africa embodies a suitable representative of an African market within which to test the

SMUIS, which has only been validated in US and Eurasian (Turkey) contexts to date.

This research answers these gaps in three ways: examining the factor structure on Facebook in

an African context (South Africa); validating the scale on a more diverse age range on a second



Facebook sample, and also by investigating its factor structure on a third sample on LinkedIn, a

platform with a different focus than Facebook.

In order to reach the primary objective of validating the scale in an African context and to test it
on a professional platform, three different samples of respondents on two social media

platforms, Facebook and LinkedIn, were used for the analysis.

The paper is structured as follows: a literature review is provided, followed by research method,
results, and a discussion thereof. Limitations and directions for future research are given and

concluding remarks are made.

2 LITERATURE REVIEW

2.1 AFRICA - AN EMERGING MARKET RICH IN RESEARCH OPPORTUNITIES

The African continent has been receiving growing interest from business and researchers
(George, Corbishley, Khayesi, Haas & Tihanyi, 2016, p. 377). According to Chandy and
Narasimhan (2015, p. 251), sub-Saharan African emerging markets have been showing GDP
growth of 6% or more across several years. Furthermore, the changes in emerging markets
reflect a scope that has not been seen before and leads to many opportunities for management
research. George et al. (2016, p. 377) call for “more empirical and conceptual work” in order to
investigate the opportunities and challenges of Africa. Their call is supported by Duh (2015, p.

760), who stresses that models developed in Western contexts need to be tested in non-



Western cultural contexts. Attempting to validate a US-developed scale in an African context is

thus important.

South Africa can be considered a viable representative of Africa. Winschiers-Theophilus and
Bidwell (2013:246) point out that a paradigm of collectivism is universal to a majority of African
cultures. They explain that this is typified in the South African concept of Ubuntu, which refers to

“humanness”; people being people through others.

South Africa, a unique emerging market due to its growing technological infrastructure and high
mobile penetration, is a viable target for social media and the business potential associated with
social media (Deans, 2015, p. 6). SA forms part of BRICS (Brazil, Russia, India, China and
South Africa), a growing economic group. The BRICS is expected to grow to a level that will
enable competition for the G7 due to increasing market size and innovations in terms of science

and technology, among other factors (Mostafa & Mahmood, 2015, p. 166).

South Africa has considerable future business potential, and is different from other emerging
markets due to its developing technological infrastructure, high telecommunication costs and
adoption of social media. South Africa’s growing mobile access has enabled it to “leapfrog to
technologies that support social media” (Deans, 2015, p. 6). Research has also showed that
emerging market consumers use multiple social media platforms (Chikweche & Fletcher, 2014,

p. 407).

According to Goldstuck (2015, p. 54) the majority (81.7%) of Facebook users reside outside the

US. African users of Facebook number 124,568,500 (Internet World Stats, 2016). Goldstuck



(2015, p. 6) indicates that consumers use such mobile technologies to ask advice, provide
recommendations, as well as post complaints and reviews in online communities, which can

influence behavior. These aspects support the examination of South African social media users.

2.2 SOCIAL MEDIA

Social media has grown in popularity and a plethora of social network sites (SNS) exist today.
People can build up their personal networks as social media enables them to meet others,
develop relationships, as well as maintain relationships via online platforms (Lin & Lu, 2011, p.
1152). Boyd and Ellison (2007, p. 210) define SNSs as online services which enable users to
develop a profile within a bounded structure, connect with other users and navigate their
connections, as well as the connections of their contacts. Online SNS users can interact with
their contacts or connections, and view the online doings of their contacts. SNSs include various
online services such as online rating sites, virtual game worlds, video sharing sites and online

communities (Bolton et al., 2013, p. 248).

SNSs exist mainly as social connection tools; people choose to become part of SNSs “... due to
the need for integration and social interaction” (Kim, Kim & Nam, 2010, p. 1080). Various SNSs
have differing main focus points. For example, Facebook is a friend networking site, whereas
LinkedIn is a professional network aimed at linking people with work-related connections, such
as potential employers or business partners. According to Statista (2016), Facebook is the
leading SNS, with 1.71 billion users globally as measured in September 2016. In South Africa,

there are 11.8 million active Facebook users (Goldstuck, 2015, p. 53).



The messaging platforms WhatsApp, Facebook Messenger and QQ follow Facebook in
popularity, ranging between 853 and 1000 million active users. In terms of professional SNS,
LinkedIn is the most extensively used (Statista, 2016). According to Goldstuck (2015, p. 73),
LinkedIn has grown exponentially in Africa (15.25 million members), as well as in South Africa,

where it grew 40% from 2013 to 2014, boasting 3.8 million users.

Several measures of social media use exist and have evolved from mere frequency of use to

more sophisticated measurements.

2.3 MEASURES OF SOCIAL MEDIA USE

Frequency and duration measures have often been used as indicators of social media use.
According to Orosz et al. (2015, p. 95) early Facebook research featured scales focused on
time spent, number of friends, group membership and some activities on Facebook. Such
measures are not sufficient to indicate Facebook usage (Ellison et al., 2007, p. 1150). This is
supported by Jenkins-Guarnieri et al. (2013, p. 48), who agree that frequency measures are
insufficient proof of the way in which people incorporate social media into their typical routines

and also how emotionally attached they are to the platform(s).

Ellison et al. (2007) developed the Facebook Intensity Scale (FIS) in an attempt to measure
beyond frequency and duration of Facebook use. The FIS consists of two Facebook behavior
assessments representing the extent of active engagement in Facebook activities (self-reported
number of friends on Facebook and time spent using the platform), as well as a six-item

attitudinal assessment. The latter is a Likert-style, unidimensional measure that was designed to



“tap into the extent to which the participant was emotionally connected to Facebook and the
extent to which Facebook was integrated into her daily activities” (Ellison et al. 2007, 9. 1150).

The six items were as follows: “Facebook is part of my everyday activity”, “I am proud to tell

people I’'m on Facebook”,

"«

Facebook has become part of my daily routine”, “I feel out of touch

when | haven't logged into Facebook for a while”, “I feel | am part of the Facebook community”,

and “I would be sorry if Facebook shut down”.

Ellison et al. (2007) reported the FIS to have a Cronbach alpha score of .83. They did not,
however, report any further analyses on the scale in order to confirm its validity. Regardless of
this, the scale gained popularity and has been used in literally hundreds of studies since its
appearance in 2007, most reporting acceptable reliabilities. Buehler (2014, p. 17) reported that
the scale demonstrated weak reliability (a=.23) for Facebook in her study; some other studies

did not report its reliability.

The FIS has been used primarily in studies on Facebook using student samples (for example:
Cavallo et al., 2012; Clayton, Osborne, Miller & Oberle, 2013; Foubert & Masin, 2014; Jordaan
& Van Heerden, 2017; Kimpton et al., 2016; Lampe, Wohn, Vitak, Ellison & Wash, 2011; Lou,
Yan, Nickerson, & McMorris, 2012; Pettijohn, LaPiene & Horting, 2012; Phua & Ahn, 2014;
Yaacoub & Najjar, 2016). Some studies investigated adolescents or young adults (Daniels,
2014; Dunne, 2015; Meshi, Morawetz & Heekeren, 2013; Pabian, De Backer, & Vandebosch,
2015; Tazghini & Siedlecki, 2013), and some specifically targeted adult users of Facebook
(Btachnio & Przepiorka, 2016; Btachnio, Przepiorka & Pantic, 2016; Przepiorka & Blachnio,
2016; Przepiorka, Btachnio & Diaz-Morales, 2016). A few studies included another social

network, notably Buehler's (2014) and Petrocchi, Asnaani, Martinez, Nadkarni and Hofmann’s



(2015), both of which examined Twitter along with Facebook. Chong, Zhang, Mak and Pang
(2015) surveyed users of Leshian, Gay and Bisexual (LGB) social media; and Steinfield,
DiMicco, Ellison and Lampe (2009) studied an internal work social network, Beehive. Many
studies adapted the scale for various reasons (Bryant & Marmo, 2012; Glynn, Huge, & Hoffman,
2012; Kapidzic, 2013; Kuo & Tang, 2014; Ross et al., 2009). Some scholars used the FIS to
measure general social media use, thus not stipulating a specific platform but referring to “social
media” or “social network sites” (Barker, Dozier, Weiss & Borden, 2013; Charoensukmongkol,
2014; Gupta & Shrivastava, 2013; Kamal, Chu & Pedram, 2013; Kluesner, 2013; Mahoney,

2013).

The FIS has been criticized by Asghar (2015, p. 266) and Jenkins-Guarnieri et al. (2013, p. 39)
for a lack of psychometric evidence supporting the validity of the scale. Furthermore, Mahoney
(2013, p. 19) recommended exploring other measures that would be statistically more fitting.
The main criticism that Orosz et al. (2015, p. 96) had against the scale (and its slightly extended
version created by Ross et al., 2009) was that it was unidimensional in measuring the intensity
of involvement in Facebook. According to Orosz et al (2015, p. 96), measuring the intensity of
the use of Facebook should also consider the “magnitude of the integration of Facebook into
one’s everyday life”. They thus developed a Multidimensional Facebook Intensity Scale (MFIS).
That scale is specifically intended to measure the salient aspects of Facebook use and was not

recommended by the authors for other social media.

Bodroza and Jovanovi¢ (2016, p. 427) criticized measures of Facebook behavior (including the

FIS) for not examining the deeper aspects of psychological phenomena associated with

Facebook use. Their subsequent development of the Psycho-Social Aspects of Facebook Use
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scale (PSAFU), was also aimed specifically at Facebook and no other social media, as they
argue that a common social media measure would need to be very general and not able to “tap

into such subtle psychological processes” (Bodroza & Jovanovié, 2016, p. 428).

Jenkins-Guarnieri et al. (2013) created the Social Media Use Integration Scale (SMUIS), which
is partly based on the FIS, in order to create a more methodologically rigorous measurement
than Ellison et al.’s scale. The SMUIS was intended to be suitable for other social media apart
from Facebook. This is one of the reasons it was selected as a social media use measure in this
study (as it set out to examine LinkedIn users). The SMUIS measures engaged social media
usage, the emotional attachment to using social media, as well as how integrated social media
is into the social habits of users (Jenkins-Guarnieri et al., 2013, p. 48). It was not intended to

measure more complex psychological processes.

According to Jenkins-Guarnieri et al. (2013, p. 38), up to their development of the SMUIS, no
other scale demonstrated appropriate rigor in measuring the integration of and utilization of
social media in people’s daily lives. They argue that authors who developed their own scales
often did not report details of the processes followed in creating and validating their scales
(Jenkins-Guarnieri et al., 2013, p. 39). They felt that in order to measure how social media is
integrated into peoples’ lives, more robust measures needed to be used, at least including

exploratory factor analyses and confirmatory analyses to support the validity of the measures.

In their scale validation paper Jenkins-Guarnieri et al. (2013, p. 41) indicate that the study

provided preliminary proof of the convergent and discriminant validity, as well as the internal

structure of the SMUIS on a sample of Facebook users. Following a rigorous process (refer to
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Jenkins-Guarnieri et al., 2013, pp. 42-43) the scale was refined from an initial 19-item measure
to a 10-item measure demonstrating validity and reliability. Not only exploratory factor analyses
(EFAs), but also confirmatory factor analyses (CFASs) (using the model generating approach to
structural equation modelling (SEM)) were conducted in order to “evaluate the fit of the
observed indicators selected by the EFA (the a priori model) to the data on the same scale
items from the separate hold-out sample” (Jenkins-Guarnieri et al., 2013, p. 44). The resultant
ten-item model indicated satisfactory fit with the data: RMSEA=.075; CFI=.96; NNFI=.95

(Jenkins-Guarnieri et al., 2013, p. 45).

The SMUIS resulting from their endeavors is a ten-item Likert-type scale consisting of two social
media use dimensions (reflected in two subscales), namely Social Integration and Emotional
Connection (SIEC) and Integration into Social Routines (ISR) (Jenkins-Guarnieri et al., 2013, p.
43). SIEC is represented by six items, namely:

o | feel disconnected from friends when | have not logged into Facebook

¢ | would like it if everyone used Facebook to communicate

e | would be disappointed if | could not use Facebook at all

e | getupset when | can’t log on to Facebook

e | prefer to communicate with others mainly through Facebook

Facebook plays an important role in my social relationships

The ISR dimension is represented by four items, namely:
e | enjoy checking my Facebook account
e | don't like to use Facebook (item to be reverse scored)
e Using Facebook is part of my everyday routine

e | respond to content that others share using Facebook

-12 -



The SMUIS shares similarities with three items from the attitudinal measure of the widely-used
FIS: “I feel out of touch when | haven'’t logged into Facebook for a while”, “I would be sorry if
Facebook shut down”, and “Facebook has become part of my daily routine”. The first two items
align to two of the items representing the SMUIS’ SIEC dimension (“I feel disconnected from
friends when | have not logged into Facebook” and “I would be disappointed if | could not use
Facebook at all”), and the other to the ISR dimension (“Using Facebook is part of my everyday
routine”). However, the six items of the FIS were unidimensional, whereas the SMUIS’ ten-item

measure is two-dimensional, answering the criticism of Orosz et al. (2015) against the FIS.

Since its publication in 2013, the SMUIS has been used in a few studies, as summarized in
Table 1. The reliability of the scale was acceptable in most of the studies that reported it after
exploratory factor analyses were run. Note that reliability is considered acceptable when

Cronbach’s alpha scores exceeds .7 (Quinlan et al., 2011, p. 114).

Table 1 shows that the SMUIS has been validated in only a few studies, notably in Turkey. Akin,
Ozbay, and Baykut (2015, p. 630) were the only authors who set out specifically to validate the
SMUIS in a non-US context (Turkey). Following their lead, two other Turkish studies examined
the factor structure of the SMUIS (Dodan & Tosun, 2016; Savci & Aysan, 2016). Of the other
studies, only one (Lyon, 2015) reported factor analyses (EFA only), and the rest used the
SMUIS either as a total scale (Asghar, 2015; Berryman, 2014; Weisen, 2016) or one component
thereof (Scott, 2015; Woods & Scott, 2016). None of these examined the SMUIS specifically on

LinkedIn, and none in an African context.
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Table 1: Summary of studies using the SMUIS

Factor
Sources Country Sample Platform(s)
analyses

Dogan and Tosun

Turkey 344 Adolescents Unspecified CFA
(2016)
Weisen (2016) USA 412 Students Unspecified None
Woods and Scott

467 Adolescents (only
(2016) and Scott Scotland Unspecified None
adapted SIEC)

(2015)
Savci and Aysan

Turkey 307 Students Unspecified EFA and CFA
(2016)
Akin, Ozbay and

Turkey 247 students Facebook EFA and CFA
Bakut (2015)
Asghar (2015) International* 150 Adults Facebook None
Lyon (2015) USA 104 Adults Unspecified EFA
Berryman (2014) USA 471 Students Unspecified None
Jenkins-Guarnieri et 617 Students (original

USA Facebook EFA and CFA

al. (2013)

validation study)*

Majority (73%) from Saudi Arabia, Pakistan, and USA. The rest were from Australia, Brazil, Canada, France, Georgia,
India, Israel, Italy, Korea, Mauritius, New Zealand, Portugal, Qatar, Russia, Slovakia, South Africa, Turkey, United Arab
Emirates and the United Kingdom (Asghar, 2015: 262). Specific distribution of the rest of the respondent pool was not

reported.
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It is important to validate a scale developed in a Western context (such as the US) when using it
in other countries. Duh (2015, p. 760) highlights the need for Western-developed models and
theories to be tested in other (African) cultural contexts, supporting the testing of measurements

that originate in Western cultures.

With regard to theory, Ellison et al. (2007) examined the relationship between Facebook
Intensity of use and social capital, thus suggesting that social capital theory could be an
appropriate lens through which to view the measure of social media use integration, which was
not specifically linked to a particular theory in the original validation article by Jenkins-Guarnieri

et al.

2.4 SOCIAL CAPITAL THEORY

Social capital essentially refers to the social currency present between people participating in a
social network. According to Ellison et al. (2011, p. 875) social capital is “embedded in the
relationships between individuals, and can be measured at the individual or group level”. Lin
(1999, p. 30) argued that social capital is a type of “neo-capital” theory that focuses on the
access to and the usage of various resources inherently present in social networks. These
resources may take different forms. Putnam’s often-cited work differentiates between bridging

and bonding social capital (Putham, 2000).

Bridging social capital exists between people who do not have strong relationships (thus weak

ties) and bonding social capital between close-knit people (for example, family or friends).

Emotional needs can be met through bonding capital, whereas informational needs can be met
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through bridging social capital, which involves mere connection (Barker, Dozier, Weiss &

Borden, 2015, p. 1605).

Choi and Chung (2013, p. 621) conclude that social media may be instrumental in creating
social capital. According to Utz (2015, p. 1) social capital can be increased through the use of
social media. Social media enables both types of social capital as users typically connect with
close friends and/or family, as well as mere acquaintances on social media platforms. LinkedIn,
as a professional networking site, presumably features predominantly weak ties (thus bridging
social capital) between people who are only professionally interested in each other’s doings.
Contrarily Facebook, as a friend-networking site, could conceivably represent stronger ties —

bonding social capital.

The SMUIS, as a measurement of social media platform use, features items that refer to
communicating and connecting with people. Ellison et al. (2011, p. 888) found that the way
people engage with communication practices on Facebook has an influence on social capital
outcomes. It thus seems logical that engaging in the use of social media, and the integration of
such networks into the lives of people, enhance the sharing of social capital. This is supported
by Ellison et al. (2007, p. 1161) who found a positive association between Facebook use and

social capital.

3 RESEARCH METHOD

In all three studies, ethical clearance to conduct the research was received from the University

of Pretoria, South Africa. Informed consent was obtained from each respondent, after which
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they completed the questionnaire. The consent form acknowledged their anonymity and their
voluntary participation in the research. The instruments were pre-tested before fielding. No

incentives were provided.

3.1 MEASUREMENTS

The research instruments used in the three studies were structured, self-administered
guestionnaires. Amongst other measures, each featured the SMUIS, as well as demographic

questions (gender, race and age).

All three studies measured social media use integration by utilizing the ten-item SMUIS
suggested by Jenkins-Guarnieri et al. (2013). Six of the items represent Social Integration and
Emotional Connection (SIEC), while the other four represent Integration into Social Routines
(ISR) (Jenkins-Guarnieri et al., 2013, p. 47). The ten items were operationalized using a five-
point Likert type scale format, anchored 1=strongly disagree and 5=strongly agree. High mean

values would therefore represent high levels of social media use integration.

3.2 DATA COLLECTION AND SAMPLING

Study 1 (assessing the SMUIS factor structure on Facebook):

The student sample entailed 383 third-year undergraduate students who were active members
of Facebook in 2014. The sample was drawn on a convenience basis and the respondents were
intercepted on-campus. Respondents included those who logged into Facebook at least once a

month. The gender distribution was 64% female and 36% male. In terms of race, a large
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majority of the respondents were classified as white %(70.2%) followed by African (19.4%). The
age distribution indicated that the majority (62%) were between 18 and 21 (M=21.1, SD=1.672).
This sample expanded on the age range of Jenkins-Guarnieri et al. (2013, p. 41) who studied

first-year students (M=18.42, SD=.996).

Study 2 (assessing the validity of the factor structure on Facebook):

The second study sample consisted of 290 conveniently selected respondents, who were
intercepted on campus as well as at workplaces to ensure a sample representing both students
and non-students, in 2014. Gender distribution indicated that 48.6% were male and 51.4% were
female. Most (49.7%) of the sample represented the white race group, followed by 37.2%
Africans. The age distribution was as follows: 18-25, 36.9%; 26-34, 15.5%; 35-46, 24.8%; and
47-65+, 22.7%. As this sample included both students (29.8%) and working people (70.2%), it
answered Jenkins-Guarnieri et al.’s (2013, p. 48) call to test the scale on a sample consisting

not only of college students.

Study 3 (assessing the factor structure on LinkedIn):

The third study reported in this paper tested the scale on LinkedIn. Jenkins-Guarnieri et al.
(2013, p. 48) noted that a limitation of their validation study was that it did not test the scale on a
platform other than Facebook. The LinkedIn study sample consisted of 297 conveniently
selected respondents in 2014. Similar to study 2, respondents were chosen specifically to
ensure a sample representing both students (47.5%) and non-students (52.5%), by intercepting
them on campus and at workplaces. Males represented 47.8% of the sample, and females

52.2%. The racial distribution indicated that the majority (55.9%) were white, followed by 30%

% Note that the racial classifications according to Statistics South Africa were used.
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Africans. Respondents aged between 18-25 years were the majority (58.6%), 26-34 year olds

22.9%, 35-46 years old 13.1%, and the smallest age group was aged 47-65 years (5.4%).

4 RESULTS

In order to validate the SMUIS, factor analyses were run for the three studies. An exploratory
Factor Analysis (EFA) was first run for Study 1 (first Facebook sample) to determine the
underlying factor structure in the South African context, and to examine reliability. The scale
was then subjected to a confirmatory factor analysis (CFA) using AMOS on another Facebook
sample (Study 2). The SMUIS was also measured on another platform (Study 3 - LinkedIn) to
determine if it would retain the proposed factor structure in a different social media context. An
EFA was thus also conducted for the LinkedIn sample in Study 3, as the SMUIS has not been

measured yet on that specific platform (as far as a broad review of literature could find).

Before the EFAs were conducted for the relevant data sets (Study 1 and Study 3), the Bartlett's
test of sphericity and the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was used
to determine whether the data was suitable for factor analysis. According to Pallant (2013, p.
199), Bartlett's test of sphericity is significant at .05 or smaller and the Kaiser-Meyer-Olkin
(KMO) should exceed .6. All the constructs revealed statistically significant values for Bartlett's
test of sphericity, and the KMO values exceeded .6 (Study 1 KMO=.893, Bartlett=.000; Study 3

KMO=.864, Bartlett =.000).

The EFAs were conducted by utilizing the method used by Jenkins-Guarnieri et al. (2013, p. 43)

- Maximum Likelihood with Promax rotation and Kaiser Normalization. Eigenvalues exceeding 1
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were considered, and factor loadings cut-off was .3. After the EFA was run, reliability of the total

and the subscales were measured using Cronbach’s alpha, and scores of .7 or more were

deemed acceptable.

Table 2: Factor analysis — Study 1 SMUIS

Factor
1 2
SIEC ISR

| prefer to communicate with others mainly through Facebook .918

| feel disconnected from friends when | have not logged into Facebook .673

Facebook plays an important role in my social relationships .661

| would like it if everyone used Facebook to communicate .658

| get upset when | can’t log on to Facebook .561

| enjoy checking my Facebook account .861
Using Facebook is part of my everyday routine .702
| don't like to use Facebook* .669
| would be disappointed if | could not use Facebook at all .379 494
| respond to content that others share using Facebook .379
Eigen values 5.077 1.097
\Variance explained 50.77% 10.97%
Cronbach Alpha for subscales .874 .766

*|tem reversed scored
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Assessing the SMUIS factor structure on Facebook in a South African context (Study 1)

The EFA resulted in a two-factor solution, as expected. The two factors explained 61.74% of the
variance. Factor loadings ranged between .379 and .918. According to Hair, Black, Babin, and
Anderson (2014: 116), factor loadings around .3 are minimally acceptable. The SMUIS scale
was reliable as the Cronbach alpha value for the total scale (.891) and for the two subscales

(SIEC=.874; ISR=.766) exceeded .7. Table 2 represents the pattern matrix.

The two factors correspond with those identified by Jenkins-Guarnieri et al. (2013, p. 43),
namely SIEC and ISR. However, one item displayed a double loading: the item, ‘I would be
disappointed if | could not use Facebook at all’, which loaded stronger on Factor 2 (ISR).
However, Jenkins-Guarnieri et al. (2013) indicated it as an SIEC item. When considering that
the factor loading (.379) for this item on Factor 1 (SIEC) is above the minimal cut-off of .3, it

could still be considered an SIEC item. The factor was retained as such.

It should be noted that although it is common practice to delete double-loading items, it was not
done in this case as the focus of the study was to establish if the underlying structure of the
scale as developed by Jenkins-Guarnieri et al. (2013) would be the same in a different context.
Thus the decision to retain the item as per the original scale was made, considering that the
item still loaded sufficiently high on the theoretical factor (SIEC) to support its retention. Further

future research using this scale should be mindful of this occurrence.

-21 -



The respondents indicated higher propensity for ISR (M=3.49; SD=.796), indicating that they
perceive Facebook to be more prominent as an integral part of their social routines than it is in

terms of emotional connection (SIEC M=2.48; SD=.872).

Assessing the validity of the SMUIS factor structure on Facebook (Study 2)

A confirmatory factor analysis (CFA) was conducted on the data for confirmatory purposes. This

was done by using SPSS Amos (version 22).

The CFA for the Facebook sample in Study 2 revealed that all standardized (and
unstandardized) parameter estimates were significant. Furthermore, all the standardized

regression weights (8 values) exceeded .5 (ranging between .562 and .770).

The values for NFI (.914), CFI (.940) and TLI (.920) were all over .9 and indicate good fit. The
RMSEA was .08, which is reasonable - although a bit higher than the RMSEA (.075) of the
model of Jenkins-Guarnieri et al. (2013, p. 45). Given that the 8 values were all above .5, none
should be removed. Considering all the fit indices, this model thus provides preliminary
evidence confirming the validity of the internal structure of the SMUIS in the Facebook context

in South Africa.

In Turkey, three studies also conducted CFAs on the SMUIS on Facebook. Akin et al.’s (2015)

study (using a Turkish-translated version of SMUIS) reflected an RSMEA of .076 and other fit

indices (for example NFI, CFl) exceeded .9. Savci and Aysan (2016, p. 110) reported CFA
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results of RMSEA=.090 and assorted other fit indices of >.9; and Dodan and Tosun (2016, p.

107) indicated an RMSEA of .98 and other indices around .9.

Similar to the descriptive results of the first study on Facebook, the mean for ISR was higher
(M=3.38; SD=.822) than for SIEC (M=2.41; SD=.860). Therefore the generationally more
diverse Facebook sample also indicated that integration into social routines plays a larger role

than emotional connection to the platform.

Assessing the SMUIS factor structure on a LinkedIn sample (Study 3)

In order to evaluate the underlying factor structure for the SMUIS on a platform not previously
measured (LinkedIn), an EFA was run. It resulted in a two-factor solution. The two factors

explained 49.98% of the variance (SIEC: 38.23% and ISR: 11.75%).

Factor loadings ranged between .302 and .855 and are therefore acceptable. A two-factor
solution corresponds with Jenkins-Guarnieri et al. (2013, p. 43). However, one item, “Using
LinkedIn is part of my everyday routine”, loaded on SIEC whereas Jenkins-Guarnieri et al.
(2013) indicated it as an ISR item. Although the item loaded quite strongly (.505) as an SIEC
item, it fits better with ISR (theoretically and logically). A closer examination of the descriptives
of the items revealed that this item’s response pattern showed closer similarity to those of the

SIEC items. Refer to Table 3.
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Table 3: Descriptive statistics of the items

Items and subscale according to Jenkins-Guarnieri et al. (2013) M SD

| feel disconnected from my connections when | have not logged into LinkedIn (SIEC) 2.39 112
I would like it if everyone used LinkedIn to communicate (SIEC) 2.76 1.00
I would be disappointed if | could not use LinkedIn at all (SIEC) 2.84 1.20
| get upset when | can’t log on to LinkedIn (SIEC) 251 1.16
| prefer to communicate with others mainly through LinkedIn (SIEC) 211 91
LinkedIn plays an important role in my social relationships (SIEC) 2.25 1.04
| enjoy checking my LinkedIn account (ISR) 3.36 1.03
| don’t like to use LinkedIn (reversed) (ISR) 3.69 1.01
Using Linkedin is part of my everyday routine (ISR) 2.48 1.18
| respond to content that others share using LinkedIn (ISR) 3.15 1.16

Subsequently, a decision to delete the item rather than to retain it (as was the case with the item

that had a double loading in Study 1), was made for two reasons. First, this particular item

loaded on a factor contrary to the theoretical basis of the original scale, and second it was not

the same item as the one in Study 1.

The item was subsequently deleted and the factor analysis re-run without it. However, the

subsequent result (using Maximum Likelihood) featured a cautionary note as to the

interpretation of the solution. The decision was then made to run the analysis using Principal

Axis Factoring (also using Promax). The results are presented in Table 4.
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Table 4: Factor loadings using PAF

Factors
1 2
SIEC ISR
| feel disconnected from my connections when | have not logged into LinkedIn 554
| would like it if everyone used LinkedIn to communicate 436
| would be disappointed if | could not use LinkedIn at all 519
| get upset when | can’t log on to LinkedIn .599
| prefer to communicate with others mainly through LinkedIn 826
LinkedIn plays an important role in my social relationships 590
| enjoy checking my LinkedIn account .813
| don’t like to use LinkedIn (reversed) 496
| respond to content that others share using LinkedIn 302

The total scale’s Cronbach alpha was acceptable (.787), as was the subscale SIEC (.776).

However, the Cronbach alpha for ISR (.571), was below the preferred value of .7. This could not

be improved by deleting items. This value is also lower than the minimum acceptable level of .6

for exploratory work (Hair et al., 2014, p. 125). The ISR subscale, in this study, can thus not be

considered reliable. These results suggest that further testing of this scale needs to be

conducted on this platform in order to truly confirm the structure of the scale on LinkedIn.

Confirmatory analyses are also advisable.

The descriptive statistics for the nine-item version of the scale indicated that the mean for SIEC

was 2.48 (SD=.739), and for ISR 3.40 (SD=.781), indicating that the LinkedIn respondents
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showed a higher tendency towards ISR. Thus these Linkedin respondents seem to be
connected to the platform routinely but they are not emotionally invested in it. Table 5 provides a

summary of the descriptive statistics of all three studies.

Table 5: Summary of the descriptive statistics for the three studies

Study Dimensions Means Standard deviations

SIEC 2.48 .872

Study 1 (Facebook)
ISR 3.49 .796
SIEC 241 .860

Study 2 (Facebook)
ISR 3.38 .822
SIEC 2.48 .739

Study 3 (LinkedIn: 9 items)
ISR 3.40 .781

Overall, the descriptive results indicate that across all three studies, ISR is more prominent to
the respondents. Accessing these platforms, therefore, may be considered an integral part of
the users’ daily lives. This is consistent with results reported by Jenkins-Guarnieri et al. (2013,
p. 45). Emotional connection seems to be less important across the platforms. The results
suggest that these users access the platforms habitually rather than to satisfy emotional needs.
Other studies that reported these descriptives, either used a total SMUIS mean score (Dogan &
Tosun, 2016, p. 109; Berryman, 2014, p. 17) and reported it to be slightly positive or only one
dimension (Woods & Scott, 2016, p. 44), namely SIEC, which was high among a sample of

adolescents.
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5 DISCUSSION

The research aimed to validate the SMUIS in a South African context and to test it on a platform
on which it had not been tested before. This aim was partly achieved as the scale demonstrated

validity and reliability on Facebook across different and demographically diverse samples.

However, the results of the LinkedIn study supports further investigation of the scale on that
platform. The evidence suggests that the scale structure may not be the most suitable for such
a platform. Further testing of the SMUIS on LinkedIn, preferably using diverse samples, is
advisable. Testing the scale on other SNSs is also imperative to determine if it is valid and
reliable across various social media, as the developers intended. It may also be that more items

would need to be generated to adequately measure ISR in SNS contexts other than Facebook.

Of the two SMUIS dimensions, ISR was found to be more prominent across the three studies.
The respondents thus indicated that the platforms held larger integrative value to their daily lives
than emotional connection. This may signify that users are accessing the platforms more out of

habit than out of a sense of connection or emotional attachment.

6 LIMITATIONS AND FUTURE DIRECTIONS

As is true of most research, this work also has limitations. No generalizations to the general
population may be made as non-probability sampling was used in all three studies. This also
meant that the racial diversity was not very broad as the majority of respondents in the three

studies are classified as white or African, and the other two South African race groups (colored
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and Indian/Asian) are under-represented. Future studies in South Africa should consider using
sampling techniques that will ensure broader racial representation, owing to the diversity of this

so-called Rainbow Nation.

The results for social media use integration across all three samples indicate that users may be
using the SNS habitually. It is possible that users demonstrating higher levels of emotional
connection to SNSs may be intentional rather than habitual users, and future research should
include a range of users from low to heavy users. Kim, Kim and Nam (2010, p. 1096) also

suggested research should differentiate between habitual and intentional social media use.

The two dimensions of SMUIS (SIEC and ISR) could possibly link to the forms of social capital
in different ways. Future research should examine possible associations between the different
forms of social capital and the dimensions of social media use integration. Cross-cultural
comparisons can also provide valuable insights and serve to further validate the SMUIS.
According to Brengman, Geuens, Weijters, Smith and Swinyard (2005, p. 81), measurements

used in cross-cultural studies must demonstrate cross-cultural validity.

Future research should again conduct EFAs on LinkedIn as the results in this study differed
from those of the developers of the scale. Confirmatory analyses should also be conducted on
LinkedIn. Furthermore, it would be valuable to explore other social networks such as Instagram,
Twitter and Pinterest, which also have a different focus from that of Facebook. The messaging
platforms WhatsApp and WeChat (also considered social networks) could possibly yield very

different results due to their primary communicative natures.
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7 CONCLUDING REMARKS

In this research, EFAs and a CFA were conducted on different samples in order to establish
preliminary validity evidence for the internal structure of the SMUIS measure in the South
African context and on two platforms. It added to the work by Jenkins-Guarnieri et al. (2013) by
examining a broader age range than first-year students and adding another platform than
Facebook (LinkedIn). This research provided preliminary evidence of the reliability and validity
of the SMUIS across two different social networking sites, as well as for relatively diverse age
ranges. However, the results for LinkedIn suggest further testing of the scale on that platform as
it displayed slightly differently from the results of the originators of the scale. Suggestions for

future research were made.
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