~ A Service of
’. b Leibniz-Informationszentrum

.j B I l I Wirtschaft
) o o o Leibniz Information Centre
Make YOUT PUbllCCltlonS VZSlble. h for Economics ' '

Bauer, Steven; Tian, Fang

Article
Why people use social media: An investigation of
engagement on an all-service platform

Cogent Business & Management

Provided in Cooperation with:
Taylor & Francis Group

Suggested Citation: Bauer, Steven; Tian, Fang (2024) : Why people use social media: An investigation
of engagement on an all-service platform, Cogent Business & Management, ISSN 2331-1975, Taylor
& Francis, Abingdon, Vol. 11, Iss. 1, pp. 1-16,

https://doi.org/10.1080/23311975.2024.2389252

This Version is available at:
https://hdl.handle.net/10419/326476

Standard-Nutzungsbedingungen: Terms of use:

Die Dokumente auf EconStor durfen zu eigenen wissenschaftlichen Documents in EconStor may be saved and copied for your personal
Zwecken und zum Privatgebrauch gespeichert und kopiert werden. and scholarly purposes.

Sie durfen die Dokumente nicht fiir 6ffentliche oder kommerzielle You are not to copy documents for public or commercial purposes, to
Zwecke vervielféltigen, 6ffentlich ausstellen, 6ffentlich zugénglich exhibit the documents publicly, to make them publicly available on the
machen, vertreiben oder anderweitig nutzen. internet, or to distribute or otherwise use the documents in public.
Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen If the documents have been made available under an Open Content
(insbesondere CC-Lizenzen) zur Verfiigung gestellt haben sollten, Licence (especially Creative Commons Licences), you may exercise
gelten abweichend von diesen Nutzungsbedingungen die in der dort further usage rights as specified in the indicated licence.

genannten Lizenz gewahrten Nutzungsrechte.

-. https://creativecommons.org/licenses/by/4.0/
Mitglied der
WWW.ECOMSTOR.EU K@M 3
. J . Leibniz-Gemeinschaft


https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.1080/23311975.2024.2389252%0A
https://hdl.handle.net/10419/326476
https://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/

Taylor & Francis
C'.‘.'gent Tdyk%{&fmnﬂ\(.roup

business .
LEbe LUl Cogent Business & Management

Rz ISSN: 2331-1975 (Online) Journal homepage: www.tandfonline.com/journals/oabm20

Why people use social media: An investigation of
engagement on an all-service platform

Steven Bauer & Fang Tian

To cite this article: Steven Bauer & Fang Tian (2024) Why people use social media: An
investigation of engagement on an all-service platform, Cogent Business & Management, 11:1,
2389252, DOI: 10.1080/23311975.2024.2389252

To link to this article: https://doi.org/10.1080/23311975.2024.2389252

8 © 2024 The Author(s). Published by Informa
UK Limited, trading as Taylor & Francis
Group.

ﬁ Published online: 13 Aug 2024.

N
C/J Submit your article to this journal &

||I| Article views: 1791

A
& View related articles &'

@ View Crossmark data (&

CrossMarl

3

[y

Citing articles: 1 View citing articles &'

Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journallnformation?journalCode=oabm?20


https://www.tandfonline.com/journals/oabm20?src=pdf
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/23311975.2024.2389252
https://doi.org/10.1080/23311975.2024.2389252
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions&src=pdf
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions&src=pdf
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2024.2389252?src=pdf
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2024.2389252?src=pdf
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2024.2389252&domain=pdf&date_stamp=13%20Aug%202024
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2024.2389252&domain=pdf&date_stamp=13%20Aug%202024
https://www.tandfonline.com/doi/citedby/10.1080/23311975.2024.2389252?src=pdf
https://www.tandfonline.com/doi/citedby/10.1080/23311975.2024.2389252?src=pdf
https://www.tandfonline.com/action/journalInformation?journalCode=oabm20

COGENT BUSINESS & MANAGEMENT .
2024, VOL. 11, NO. 1, 2389252 C’.’K g e n

https://doi.org/10.1080/23311975.2024.2389252

MARKETING | RESEARCH ARTICLE @ OPEN ACCESS ™ Check forupdtes |
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an all-service platform
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ABSTRACT ARTICLE HISTORY
This study provides the first investigation of the complete group of variables in the Received 25 November
expanded theory of uses and gratifications on consumer engagement in an all-service 2023
social media platform. Consumer engagement is measured both from a psychological Revised 15 July 2024
state and behavioral perspective, an approach which is important since the antecedent ~ Accepted 1 August 2024
variables in uses and gratifications theory have both psychological and behavioral KEYWORDS
manifestations. A survey is conducted in Mainland China on WeChat with 805 Social media marketing;
respondents. Antecedent variables and consumer engagement are measured using consumer behavior;
previously validated scales. Regression analyses find that the antecedent variables of consumer psychology;
entertainment, integration/social interaction, personal identity, information, customer experience;
remuneration, and empowerment are significantly associated with consumer ~ customerinsight;
. . . . marketing communication
engagement on WeChat. Age and gender relationships are also explored in correlation

and regression analyses, with associations strongest among males and older groups. SUBJECTS
The results give added support to the relevance of the uses and gratifications theoretical Communication Theory;
framework. Mass Communication;

Consumer Psychology

1. Introduction

Uses and gratifications theory (Katz et al., 1973) provides a key understanding of why people use social
media. This theory, as expanded by Muntinga et al. (2011), helps explain consumer engagement on
social media via categories of entertainment, integration/social interaction, personal identity, information,
remuneration and empowerment. Consumer engagement on social media has been shown to be an
important variable, positively affecting the development of brand equity (Dessart et al.,, 2015; Dwivedi,
2015; Santos et al., 2022; Schivinski, 2021), well-being (Khatri et al., 2021), electronic word-of-mouth (Chu
et al, 2019; Pang et al., 2024; Tan & Chen, 2019), social support (Pang, 2020; Wang et al., 2019), and
business-consumer relationship quality (Chen, 2017). It has been defined as a psychological state includ-
ing three dimensions (Schaufeli et al., 2002): (1) vigor — a dimension denoting high levels of energy and
mental resilience, (2) absorption - a dimension denoting a sense of concentration and involvement in
interactions, and (3) dedication - a dimension referring to a sense of enthusiasm and inspiration. In
addition, consumer engagement has been conceptualized behaviorally in terms of three levels of inter-
activity and involvement on social media — brand consumption, contribution and creation (Muntinga
et al, 2011).

Although the expanded uses and gratifications theory has been tested on select U.S. social media
platforms like Facebook, Instagram, Reddit and YouTube (Buzeta et al., 2020), the entire theoretical frame-
work has never been evaluated on an all-service platform, such as WeChat. Moreover, studies on all types
of platforms have been implemented either with a psychological state (Chu et al,, 2019) or behavioral
(Buzeta et al., 2020; Chen, 2017) measurement of the consumer engagement variable, but not with
both types.

A test of the expanded uses and gratifications theory on an all-service platform would provide addi-
tional support for the relevance of the theoretical framework. This examination is particularly important
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because Buzeta et al. (2020) found the variables added in the expansion — remuneration and empower-
ment - to be the most important drivers of consumer engagement. Although Chu et al. (2019) demon-
strated the importance of self-enhancement and Chen (2017) of entertainment on consumer engagement
in the all-service platform of WeChat, their tests did not include the remuneration and empowerment
variables. A measurement approach based on psychological state and behavioral perspectives would also
provide an improved test of uses and gratifications theory, since the theory’s constructs have both psy-
chological and behavioral manifestations. In addition, implementing a study which tested consumer
engagement from both of these perspectives would enable a more rigorous evaluation of the variable.

Our study further develops uses and gratifications theory by testing its expanded version on an all-service
social media platform, WeChat. We examine the influences of the complete group of variables embodied in
the expanded theory, i.e., entertainment, integration/social interaction, personal identity, information, remu-
neration, and empowerment. In addition, we evaluate variables both from psychological state and behav-
ioral perspectives. We begin by describing uses and gratifications theory and then move to a section on
hypothesis development with accompanying literature support. Then we describe the methodology and
detail the results of our study. Finally, we present a summary of key conclusions, implications for theory,
practical implications, limitations, and suggestions for future research.

2. Uses and gratifications theory

A theoretical approach which helps explain internal antecedents of consumer engagement on social
media is uses and gratifications theory (Katz et al., 1973). The theory argues that people are in control
of the media they use, rather than the media overpowering them. It presents a grouping of needs which
explains why different media are chosen by individuals. Originally, five types of needs were outlined: (1)
needs strengthening information, knowledge, and understanding; (2) needs building aesthetic, pleasur-
able and emotional experience; (3) needs strengthening credibility, confidence, stability, and status; (4)
needs building contact with family, friends, and the world; and (5) needs related to escape or
tension-release. These needs are based on utilitarian, hedonic, psychological and social predispositions.
McQuiail (1983) later summarized these categories as entertainment, integration/social interaction, per-
sonal identity, and information, with Muntinga et al. (2011) adding the remuneration and empowerment
categories due to their relevance for social media. Under remuneration, people use social media to gain
some type of future reward, such as an economic incentive. Empowerment involves individuals engaging
in social media to exert influence on other people or companies. Tsai and Men (2013) used this
six-dimension set in their research on consumer engagement in social media, as did Buzeta et al. (2020)
in their study on consumer engagement with U.S.-based social media platforms.

Per Buzeta et al. (2020, p. 81), the six categories may be defined as follows: (1) Entertainment - “The
emotional relief generated by temporarily recreating or recessing from daily routines,” (2) Integration/
social interaction - “The users’ feeling of connection (to an online community, for instance) that enables
them to increase their knowledge about other people’s circumstances and augment individuals’ socializ-
ing capabilities,” (3) Personal identity — “The need for shaping one’s identity by providing an image of
one’s personality and by receiving peer recognition,” (4) Information - “Individuals’ understanding of rel-
evant events and conditions in the world around,” (5) Remuneration - “Users’ intention to obtain some
future benefit or external reward that basically stands apart from the behavior, and (6) Empowerment -
“Individuals’ purpose of exerting their influence or power on others’ perceptions (e.g., consumer, compa-
nies, brands), by voicing their opinions and by demanding improvements in products, services, and
corporate policies” All of these categories involve psychological processes which lead to different types
of behaviors on social media.

3. Hypotheses development

In our study, we seek to identify the key antecedents of consumer engagement on an all-service plat-
form, represented by WeChat, using the six-folded categories based on uses and gratification theory.
Engagement is defined both from a psychological state and behavioral perspective. The psychological
state definition uses the vigor-absorption-dedication framework originally developed by Schaufeli et al.
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(2002), and the behavioral definition the brand consumption-contribution-creation model originally pro-
posed by Muntinga et al. (2011). As the constructs of uses and gratifications theory include psychological
and behavioral manifestations, our hypotheses are framed across both types of definitions.

We believe that the entertainment dimension of uses and gratifications theory is an important anteced-
ent of engagement on WeChat, since people are looking to the platform for emotional relief and plea-
sure. Chen (2017) found entertainment value to be significantly related to WeChat engagement, as defined
by “stickiness”, or the degree of brand consumption and contribution. In addition, hedonic value was
shown to be related to the variables of liking behavior (Gan, 2017), share intention (Ma et al.,, 2018) and
continuance intention (Ashraf et al.,, 2019; Zhang et al.,, 2017) on WeChat. Boyd (2008) also demonstrated
the relevance of entertainment on engagement on MySpace. Our first hypothesis is thus as follows:

H1: Entertainment is positively related to engagement on WeChat, measured as a psychological state of
vigor-absorption-dedication and behaviorally as brand consumption-contribution-creation.

Based on research by Chu et al. (2019), personal identity is also an antecedent of WeChat engage-
ment. They found that the need for self-enhancement was significantly associated with engagement on
the platform, as measured by the vigor-absorption-dedication psychological state framework. In addition,
Osei-Frimpong et al. (2022) highlighted the importance of self-status seeking on engagement on
Facebook. Boyd (2008) also demonstrated the relevance of entertainment on engagement on MySpace.
These results are in line with our belief that people look to WeChat to strengthen their confidence and
status, as defined in the personal identity dimension of uses and gratifications theory. Therefore, our
second hypothesis is as follows:

H2: Personal Identity is positively related to engagement on WeChat, measured as a psychological state of
vigor-absorption-dedication and behaviorally as brand consumption-contribution-creation.

The remuneration and empowerment dimensions of uses and gratifications theory have not been
tested as antecedent variables by WeChat researchers. However, Buzeta et al. (2020) showed that these
dimensions were the most critical drivers of engagement as defined by the brand
consumption-contribution-creation model, working with four different social media platforms — Facebook,
Instagram, Reddit and YouTube. We feel that individuals use WeChat to receive remuneration via eco-
nomic incentives and to achieve empowerment through influence over consumers, companies and
brands, per the expanded uses and gratifications theory. Our third and fourth hypotheses are thus as
follows:

H3: Remuneration is positively related to engagement on WeChat, measured as a psychological state of
vigor-absorption-dedication and behaviorally as brand consumption-contribution-creation.

H4: Empowerment is positively related to engagement on WeChat, measured as a psychological state of
vigor-absorption-dedication and behaviorally as brand consumption-contribution-creation.

We are not hypothesizing that the uses and gratifications theory dimension of integration/social inter-
action will be significant as an antecedent variable in our research. Chu et al. (2019) did not find the
related dimension of sense of belonging to be significantly associated with engagement on WeChat.
They suggested that relationship needs were not a critical motive for WeChat use, with a more important
factor being the desire to showcase lifestyle and achievements (embodied in the dimension of personal
identity). We are also not hypothesizing that the uses and gratifications theory dimension of information
will yield significant results as an antecedent variable. Chen (2017) did not find usefulness, a dimension
related to information, to be significant, explaining that usefulness was perceived more as a standard
function than an added value of WeChat.

4, Methodology

We implemented a survey on WeChat, an ideal representative of an all-service platform, in Mainland
China in the Mandarin language in October 2021. WeChat, with 1.3 billion users worldwide (Dixon, 2023)
offers consumers a highly convenient tool to organize their lives and satisfy all their personal needs in
one place. Consumers can use WeChat for social purposes, texting, payment, and other specific uses,
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such as hailing rides or booking flights. The platform features WeChat Moments, or friendship circles,
which has been shown to have positive social effects (Duan et al.,, 2020; Pang, 2019; Zhao et al., 2018).
It also has a payment mechanism, WeChat Pay, which has become a beneficial feature (Greiffenhagen
et al,, 2023; Matemba et al., 2018). WeChat Moments and WeChat Pay together have enabled social com-
merce on the platform (Chen et al,, 2019; Yang et al., 2016).

The survey was conducted through Tencent Survey, an online questionnaire platform developed by
Tencent. We selected this survey platform because, first, it is one of the most widely used platforms in
China; Tencent Survey has collected 3.3 billion questionnaires for 44.996 million users. Second, Tencent
Survey could better assist us to recruit more respondents from our target group, WeChat users, as
WeChat is a Tencent product. Third, WeChat Pay (one of China’s two online payment methods and
another Tencent product) could easily be used for paying each respondent 15 RMB (roughly $2.25) for
participation. Ethical approval for our study was received from the Pepperdine University Institutional
Review Board under protocol 21-06-1614, and the study adheres to the Declaration of Helsinki. In addi-
tion, written informed consent was obtained from participants.

Our survey collected data from 805 individuals who were 20years of age or older and used WeChat
on a daily basis, with the sample 41.12% male and 58.88% female. Age composition was 82.24% 20-29,
13.04% 30-39, 3.73% 40-49, and 0.99% 50+. All demographic and WeChat use statistics, including gender,
age, individual income, education, place of residence, when started using WeChat, and how often use
WeChat on an average day, are summarized in Table 1.

Table 1. Demographics and WeChat usage of survey sample.

N %
Gender
Male 331 41.12%
Female 474 58.88%
Age
20-29 662 82.24%
30-39 105 13.04%
40-49 30 3.73%
50+ 8 0.99%
Individual Income
Less than 36,000 RMB 384 47.70%
36,000-143,999 RMB 310 38.51%
144,000-299,999 RMB 73 9.07%
300,000-419,999 RMB 25 3.11%
420,000-659,999 RMB 7 0.87%
660,000 or greater RMB 6 0.75%
Education
Middle school or less 37 4.60%
High school 95 11.80%
Two-year college 253 31.43%
University 381 47.33%
Graduate school 39 4.84%
Place of Residence
Shanghai-Jiangsu-Zhejiang 107 13.29%
Beijing-Tianjin 93 11.55%
Guangdong 129 16.02%
Other provinces 476 59.13%
Place of Residence
Northeast China 50 6.21%
East China 277 34.41%
Central China 134 16.65%
North China 104 12.92%
South China 150 18.63%
Northwest China 24 2.98%
Southwest China 66 8.20%
When started using WeChat
2014 or Earlier 213 26.46%
2015-2017 445 55.28%
2018 or Later 147 18.26%
How often visit WeChat on average day
Less than 2hours a day 222 27.58%
2 to 4hours a day 113 14.04%

More than 4hours a day 470 58.39%
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The six antecedent variables of entertainment, integration/social interaction, personal identity, infor-
mation, remuneration and empowerment were measured with an 18-item Likert scale used by Buzeta
et al. (2020). This scale provides a validated tool for measuring the constructs included in the expanded
version of uses and gratifications theory (Muntinga et al., 2011). Questions were adapted for appropri-
ateness on the WeChat platform. In addition, we used scales validated in two different studies to test
consumer engagement from a psychological state and behavioral perspective. The vigor-absorption-ded-
ication psychological state measure of engagement was tested using a 9-item Likert scale developed for
the WeChat platform by Chu et al. (2019). The brand consumption-contribution-creation behavioral mea-
sure of engagement was based on a 17-item Likert scale used by Buzeta et al. (2020), but reduced down
to 10 Likert items adapted for appropriateness on WeChat. Administration of the scales measuring
antecedent variables (AV), psychological state engagement (PSE) and behavioral engagement (BE) was
rotated to avoid order bias, for a total of six different scale rotations: (1) AV/PSE/BE, (2) AV/BE/PSE, (3)
PSE/AV/BE, (4) PSE/BE/AV, (5) BE/PSE/AV, and (6) BE/AV/PSE. In addition, demographic and/or WeChat use
questions separated the administration of each scale in the survey in order to diminish common method
bias (Podsakoff et al., 2012).

Table 2 summarizes questions, as well as their means (M) and standard deviations (SD). These
guestions tested six antecedent variables, three psychological state engagement variables, and
three behavioral engagement variables. Each variable was composed of a series of multiple
Likert-type items which represented similar questions. The average of the responses to these Likert

Table 2. Survey questions.

Type Variable Question M SD
Antecedent Questions Entertainment | use WeChat because it is 3.18 1.08
entertaining. (Q1)
| use WeChat because it relaxes 3.42 1.02
me. (Q2)
| use WeChat because it is fun. 345 1.01
(Q3)
Integration/ Social Interaction | can interact with people like 4.10 0.83
myself on WeChat. (Q4)
| use WeChat to belong to a 3.91 0.88
group with the same interests
as mine. (Q5)
| have made interpersonal 411 0.76

connections to other people
on WeChat. (Q6)

Personal Identity On WeChat, | can present to 3.72 0.86
others who | am. (Q7)
| try to adjust my comments on 3.25 1.00

WeChat to improve my
reputation among other
WeChat users. (Q8)
WecChat allows me to express my 3.87 0.78
opinions. (Q9)
Information WeChat gives me something to 3.98 0.84
talk about with my friends.
(Q10)
| use WeChat to keep up with 3.93 0.85
what’s going on. (Q11)
| use WeChat to remember 3.85 0.90
something important. (Q12)
Remuneration | use WeChat to get a discount. 343 0.99
(Q13)
| use WeChat to get the red 4.06 0.87
envelopes. (Q14)
| use WeChat to access other 3.60 0.98
financial benefits. (Q15)
Empowerment On WeChat, | want to give 343 0.95
suggestions to other users.
(Q16)
On WeChat, | want to influence 3.22 1.01
other people. (Q17)
On WeChat, | want to influence 3.14 1.04
companies and organizations.
(Q18)

(Continued)
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Table 2. Continued.

Type Variable Question M SD
Psychological State Questions Vigor | can continue using WeChat for 3.57 1.01
a very long period at a time.
(Q22)
| feel vigorous when | am using 341 0.91
WecChat. (Q23)
| devote a lot of energy to 3.42 1.00
WecChat. (Q24)
Absorption | am rarely distracted when 3.22 0.97
using WeChat. (Q25)
My mind is focused when using 3.29 0.98
WecChat. (Q26)
| pay a lot of attention to 3.28 1.01
WecChat. (Q27)
Dedication | am enthusiastic in using 3.62 0.95
WecChat. (Q28)
| found WeChat full of meaning 3.75 0.87
and purpose. (Q29)
| am interested in using WeChat. 3.78 0.84
(Q30)
Behavioral Questions Consumption | read (product/service) 3.68 0.89

brand-related posts and/or
watch videos created by the
company on WeChat. (Q35)
| read (product/service) 3.58 0.92
brand-related articles and/or
watch videos created by
influencers on WeChat. (Q36)
| read (product/service) 3.58 0.92
brand-related information
and/or watch videos created
by my contacts on WeChat.

(Q37)
Contribution | follow brands on WeChat. (Q38) 3.64 0.95
| follow brand-related influencers 3.29 1.07
on WeChat. (Q39)
| “like” brand-related posts and/or 341 1.00
videos on WeChat. (Q40)
| comment on brand-related 3.32 1.03

posts and/or videos on
WeChat. (Q41)

| share brand-related posts and/ 3.20 1.04
or videos on WeChat. (Q42)
Creation | initiate brand-related posts 3.22 1.08
and/or videos on WeChat.
(Q43)
| write brand-related reviews on 3.44 1.01

WeChat about products | try
or use. (Q44)

items was used to construct the respective variable. This type of construct allowed the application
of the central limit theorem, which supports the parametric analysis in the study. The assumption
can be verified by the histograms of the linear regression residuals discussed in section 5.2 (see
Figure 1).

To test the internal consistency reliability of each variable, we calculated both Cronbach’s alpha (a)
and McDonald’s omega (w). All alphas and omegas are at least 74%, indicating strong internal consis-
tency for each variable (see Table 3).

These scales were further validated through convergent and discriminant validity analyses, which
can be observed from the factor loading matrix exhibited in Table 4. Strong correlations between
qguestions of the same variable showed convergent validity (see bold numbers in Table 4). For dis-
criminant validity, weak correlations were found between questions of different variables; in Table 4,
most of those numbers were omitted because they were insignificant. Additionally for convergent
validity, we calculated average variance extracted (AVE) and composite reliability (CR). Although for a
few (five out of twelve) variables, AVE was a bit less than 0.5, all CRs were close to or above 0.7 (see
Table 4). According to Lam (2012), the convergent validity for these variables is considered to be
adequate.
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Figure 1. Residual histograms.

Table 3. Internal consistency (a and w) and convergent validity (AVE and CR).

Variable a w AVE CR
Entertainment 0.85 0.85 0.649 0.847
Integration/ Social Interaction 0.81 0.81 0.522 0.763
Personal Identity 0.75 0.75 0.472 0.699
Information 0.74 0.74 0.479 0.711
Remuneration 0.74 0.75 0.551 0.784
Empowerment 0.83 0.84 0.632 0.825
Vigor 0.79 0.79 0.471 0.693
Absorption 0.87 0.87 0.572 0.779
Dedication 0.84 0.85 0.609 0.818
Consumption 0.80 0.81 0.496 0.724
Contribution 0.88 0.90 0.433 0.753
Creation 0.79 0.79 0.594 0.810
5. Results

5.1. Correlational analyses

We use two nonparametric statistical techniques to measure the relationship between ordinal variables:
the Spearman rank-order correlation and Kendall’s tau-b correlation. Table 5 shows Spearman’s p and
Kendall’s T between the antecedent variables and the psychological state and behavioral engagement
variables. Correlations are positive for all pairs at a .32 level or above.
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Table 4. Convergent and discriminant validity.

Integration/ Social

Entertainment Remuneration Personal Information Interaction Empowerment
(MR3) (MR4) Identity (MR1) (MR6) (MR5) (MR2)
Q1 0.72 -0.13 0.11
Q2 0.87
Q3 0.82
Q4 0.81
Q5 0.75
Q6 -0.13 0.59 0.27
Q7 0.12 0.99 -0.18
Q8 0.50 0.24
Q9 0.43 033
Q10 0.23 0.55
Q1 -0.17 0.97
Q12 0.44
Q13 0.13 0.66
Q14 0.1 0.69 -0.10
Q15 -0.15 0.86
Q16 0.17 0.20 0.43
Q17 0.94
Q18 0.91

Table 5. Nonparametric correlation — Spearman’s p and Kendall’s T.
Integration/ Social

Entertainment Interaction Personal Identity Information Remuneration Empowerment

P T p T p T p T p T p T
Vigor 0.50 0.40 0.50 0.40 0.51 0.41 0.54 0.44 0.43 0.34 0.47 0.38
Absorption 0.44 0.35 0.40 032 0.45 0.36 0.47 0.38 0.39 0.30 0.49 0.39
Dedication 0.50 0.40 0.53 0.44 0.48 0.39 0.56 0.46 0.42 0.33 0.44 0.35
Consumption 035 0.28 0.37 0.30 0.40 0.33 0.41 0.34 0.40 0.32 0.32 0.26
Contribution 0.43 0.33 0.43 0.34 0.49 0.38 0.49 0.38 0.41 0.32 0.44 0.35
Creation 0.39 0.31 0.39 032 0.50 0.41 0.47 0.38 0.39 0.31 0.44 0.36

Analyses of correlations were also implemented by gender. Table 6 compares Spearman’s p between
antecedent variables and engagement measures and shows that the relationships were consistently
higher for males than females. A possible explanation for these results could be that due to the pop-
ularity of more female oriented platforms like Xiaohongshu (Thomala, 2023a), WeChat is less salient
for females than males as a social media platform. The identification of gender differences is in line
with other research which has found variation in adoption of online platforms by gender (Ajina
et al., 2023).

In addition, correlation analyses were conducted by age group (see Table 7). The associations between
antecedent variable and engagement measures were consistently greater for the 30+ than 20-29 age
group. An explanation for these results may be that because of the popularity of platforms like Douyin
(TikTok in China) among people under 30 (Thomala, 2023b), WeChat is less salient for younger than
older groups.

5.2 Regression analyses

In our regression analyses, we used the antecedent variables as the independent variables, and the psy-
chological state engagement and behavioral engagement variables as the dependent variables. Table 8
shows the variance inflation factor (VIF) to measure the amount of multicollinearity. The minimum of
1.519 for entertainment and maximum of 2.251 for personal identity indicate that the independent vari-
ables have fairly low correlation under ideal conditions.

As shown in Table 1, the sample (survey respondents) was representative of the population. The cen-
tral limit theorem assures that the constructed Likert scales are normally distributed; this assumption is
supported by the histograms of the linear regression residuals (see Figure 1).

Using the antecedent variables as the independent variables and the psychological states as the depen-
dent variables, we found that five out of six antecedent variables significantly affected psychological states
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Table 6. Nonparametric correlation — Spearman’s p (male vs. female).
Integration/ Social

Entertainment Interaction Personal Identity Information Remuneration Empowerment
Gender M F M F M F M F M F M F
Vigor 0.49 0.51 0.57 0.45 0.58 0.48 0.59 0.52 0.50 037 0.53 0.44
Absorption 0.47 0.42 0.47 033 0.48 0.44 0.55 0.41 0.45 0.34 0.54 0.45
Dedication 0.51 0.48 0.58 0.49 0.51 0.47 0.58 0.54 0.47 0.38 0.51 0.41
Consumption 0.42 0.27 0.43 0.31 0.52 0.32 0.52 0.32 0.45 0.35 0.41 0.26
Contribution 0.42 0.43 0.46 0.41 0.54 0.45 0.53 0.45 0.44 039 0.49 0.41
Creation 0.39 0.39 0.40 0.39 0.54 0.47 0.48 0.46 0.39 0.39 0.46 0.43

Npae = 331 and Negpye = 474.

Table 7. Nonparametric correlation — Spearman’s p (20-29 vs. 30+).
Integration/ Social

Entertainment Interaction Personal Identity Information Remuneration Empowerment
Gender 20-29 30+ 20-29 30+ 20-29 30+ 20-29 30+ 20-29 30+ 20-29 30+
Vigor 0.46 0.65 0.46 0.66 0.45 0.73 0.51 0.67 037 0.64 0.43 0.62
Absorption 0.40 0.62 0.36 0.52 0.40 0.64 0.45 0.58 0.33 0.63 0.45 0.64
Dedication 0.46 0.63 0.52 0.57 0.44 0.59 0.53 0.64 0.38 0.56 0.41 0.53
Consumption 0.27 0.63 0.32 0.55 0.32 0.72 0.34 0.73 0.33 0.66 0.25 0.64
Contribution 0.38 0.62 0.41 0.51 0.42 0.73 0.44 0.69 037 0.59 0.38 0.68
Creation 0.34 0.57 0.38 0.44 0.45 0.70 0.44 0.61 0.34 0.59 0.40 0.62

Ny = 662 and ny,, = 143.

Table 8. Variance inflation factor of independent variables.

Integration/ Social
Entertainment Interaction Personal Identity Information Remuneration Empowerment

1519 1916 2.251 2.147 1578 1.865

Table 9. Regression analysis — psychological state engagement.

Total Psychological

Vigor Absorption Dedication State Engagement
Entertainment unstandardized 8 0.16 0.16 0.17 0.48
standardized 8 0.18 0.16 0.19 0.20
p-value 2.0E-08*** 2.2E-06*** 1.5E-09*** 5.8E-12%**
Integration/ Social unstandardized 8 0.20 0.14 0.26 0.60
Interaction standardized 8 0.17 0.1 0.23 0.19
p-value 1.4E-06*** 4.5E-03** 7.4E-11%** 4.4E-09***
Personal Identity unstandardized 8 0.09 0.04 —-0.02 0.11
standardized 8 0.08 0.03 —-0.02 0.04
p-value 3.3E-02* 4.7E-01 6.3E-01 3.0E-01
Information unstandardized 8 0.23 0.22 0.27 0.72
standardized 8 0.20 0.18 0.24 0.23
p-value 2.7E-07*** 1.5E-05*** 1.6E-10%** 3.1E-11%%*
Remuneration unstandardized 8 0.10 0.05 0.09 0.23
standardized 8 0.09 0.04 0.09 0.08
p-value 3.9E-03** 2.6E-01 7.0E-03** 5.4E-03**
Empowerment unstandardized 8 0.16 0.27 0.13 0.57
standardized 8 0.17 0.27 0.15 0.23
p-value 1.6E-06*** 2.0E-12%** 3.5E-05*** 4.7E-12***
R-Squared 0.4726 0.3822 0.4754 0.5606

"p<0.001, *¥*p<0.01, *p<0.05,. p<0.1.

(see Table 9). Using total psychological state engagement as the dependent variable, it was indicated that
the antecedent variables of entertainment (unstandardized coefficient = .48, standardized coefficient = .20,
p < .001), integration/social interaction (unstandardized coefficient = .60, standardized coefficient = .19, p
< .001), information (unstandardized coefficient = .72, standardized coefficient = .23, p < .001), remunera-
tion (unstandardized coefficient = .23, standardized coefficient = .08, p < .01), and empowerment (unstan-
dardized coefficient = .57, standardized coefficient = .23, p < .001) were significant factors. When focusing
on each specific psychological state variable (vigor, absorption, and dedication) as the dependent variable,
we had similar findings. The five antecedents of entertainment, integration/social interaction, information,
remuneration, and empowerment were significant, except in the case of absorption for remuneration.
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Therefore, hypotheses 1, 3 and 4 were supported. However, hypothesis 2 was not confirmed, as personal
identity was not related to psychological state engagement. Another interesting result was that two vari-
ables not hypothesized to be associated with engagement - integration/social interaction, and information
- were found to be significant. One explanation for these results may be the timing of the survey during
the Covid-19 pandemic lockdown period in China. It could be that during this time frame, WeChat con-
sumers were particularly driven to the platform to satisfy social and information needs rather than to build
personal esteem. In addition, Pang and Zhang (2024) showed that user belongingness exhibited a positive
association with emotional attachment on WeChat. Gan (2017), in a previous study, also found that infor-
mation seeking was associated with liking behavior, a variable related to engagement, on the platform. The
total psychological state engagement model has an R-squared of 0.5606, indicating that the antecedents
can explain 56% of the psychological state engagement variation.

Investigating behavioral engagement, results are shown in Table 10. Five out of six antecedent vari-
ables, i.e., entertainment (unstandardized coefficient = .34, standardized coefficient = .13, p < .001), per-
sonal identity (unstandardized coefficient = .47, standardized coefficient = .15, p < .001), information
(unstandardized coefficient = .66, standardized coefficient = .20, p < .001), remuneration (unstandardized
coefficient = .46, standardized coefficient = .16, p < .001) and empowerment (unstandardized coefficient
= .29, standardized coefficient = .11, p < .01), were significantly associated with total behavioral engage-
ment. Findings were also significant for each specific behavioral variable (consumption, contribution and
creation) except in the case of consumption for empowerment. Thus hypotheses 1, 2, 3 and 4 were all
supported. In addition, an interesting finding was that information, a variable not hypothesized to be
associated with engagement, was found to be significant. As with psychological state engagement, the
Covid-19 pandemic may have heightened the salience of the information driver on behavioral engage-
ment. The total behavioral engagement model had an R-squared of 0.4099, indicating that the anteced-
ents could explain 41% of the behavioral engagement variation. Although the R-squared was relatively
low, it was improved in multigroup analyses (see Section 5.3).

5.3. Moderation and multigroup analyses

In Section 5.1, we compared different subject groups along two dimensions, gender and age. In this
section, we used the same two variables as moderators and extended the regression analyses from
Section 5.2 to a multigroup context.

Using gender as the moderator, we found that it did not change the significance level of any coeffi-
cient in any model. In other words, the impact of the antecedents on the two types of engagement did
not show significant changes due to the gender variable. This finding was also verified when we com-
pared the multigroup model (the female group and the male group). However, the gender moderator

Table 10. Regression analysis — behavioral engagement.

Total Behavioral

Consumption Contribution Creation Engagement
Entertainment unstandardized S 0.09 0.13 0.12 0.34
standardized 8 0.10 0.14 0.11 0.13
p-value 5.7E-03** 4.5E-05*** 2.0E-03** 6.6E-05***
Integration/ Social unstandardized 8 0.11 0.10 0.02 0.23
Interaction standardized 8 0.10 0.08 0.02 0.07
p-value 1.5E-02* 4.4E-02* 7.0E-01 6.2E-02.
Personal Identity unstandardized 8 0.12 0.12 0.23 0.47
standardized 8 0.11 0.11 0.17 0.15
p-value 1.2E-02* 1.3E-02* 6.8E-05*** 2.3E-04***
Information unstandardized S 0.22 0.21 0.23 0.66
standardized 8 0.20 0.18 0.17 0.20
p-value 6.9E-06*** 2.4E-05*** 5.8E-05*** 3.4E-07***
Remuneration unstandardized S 0.19 0.15 0.12 0.46
standardized 8 0.19 0.14 0.10 0.16
p-value 8.8E-07*** 1.0E-04*** 5.8E-03** 4.8E-06***
Empowerment unstandardized S 0.00 0.11 0.18 0.29
standardized 8 0.00 0.12 0.16 0.11
p-value 9.1E-01 2.6E-03** 5.0E-05*** 3.3E-03**
R-Squared 0.2952 0.3476 0.3320 0.4099

"p<0.001, *p<0.01, *p<0.05,. p<0.1.
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did improve the R-squared minimally. This effect occurred because there was always a group of subjects
showing a higher R-squared than another group. For example, the R-squared for consumption was higher
with females than males, while for creation it was higher with males than females. In other words, our
model better explained the corresponding engagement in the group with the higher R-squared. Results
are shown in Tables 11 and 12.

Using age as the moderator, we found that it changed the significance level of the coefficient for
certain variables. Among subjects in the 20-29 age group, for example, the coefficient of the personal
identity variable on vigor was insignificant for the 20-29 age group but was significant for the 30+ age
group (see Table 13). In addition, remuneration had a significant impact on contribution for the 20-29
age group but no impact on the 30+ age group (see Table 14). Comparing the younger group to the
older one, the impact of integration on almost all behavioral engagement variables was also significantly
reduced for the older group, while information was more important (had a more significant impact) for
the older group among all behavioral engagement variable. Bold numbers in Tables 13 and 14 indicate
that the age moderator changed the significance level of the coefficient of the respective variable, i.e.,

Table 11. Gender moderator analysis (psychological state engagement).

Total Psychological

Vigor Absorption Dedication State Engagement
Entertainment female 0.19%** 0.16%** 0.17%** 0.52%**
(coefficient B) male 0.11* 0.14** 0.14** 0.38***
gender moderator —-0.09 —-0.02 —-0.03 -0.13
Integration/ Social female 0.15* 0.10 0.26%** 0.57%**
Interaction male 0.24%*** 0.16* 0.25%** 0.65***
(coefficient B) gender moderator 0.09 0.06 0.00 0.14
Personal Identity female 0.07 0.08 0.02 0.17
(coefficient B) male 0.15% 0.00 -0.06 0.09
gender moderator 0.09 —-0.08 —-0.08 —-0.07
Information female 0.27*** 0.19%* 0.27*** 0.72%%*
(coefficient 8)) male 0.16* 0.27%*%* 0.26%** 0.70%**
gender moderator -0.10 0.08 0.00 -0.03
Remuneration female 0.09* 0.02 0.08 . 0.19 .
(coefficient B) male 0.10 . 0.07 0.09 . 0.27*
gender moderator 0.01 0.06 0.01 0.08
Empowerment female 0.16*** 0.30*** 0.11** 0.57%**
(coefficient 8)) male 0.17%* 0.25%** 0.18%** 0.61%**
gender moderator 0.01 —-0.05 0.07 0.03
R-Squared female model 0.4333 0.3348 0.4523 0.5128
male model 0.5191 0.4422 0.4958 0.6123
moderated model 0.4785 0.3855 0.481 0.5648
"p<0.001, *¥*p<0.01, *p<0.05,. p<0.1.
Table 12. Gender moderator analysis (behavioral engagement).
Total Behavioral
Consumption Contribution Creation Engagement
Entertainment female 0.06 0.14** 0.13* 0.33**
(coefficient f3;) male 0.11* 0.11* 0.10 . 0.33*
gender moderator 0.05 -0.03 -0.02 0.00
Integration/ Social female 0.16* 0.12. 0.07 0.35.
Interaction male 0.05 0.08 0.00 0.13
(coefficient f8)) gender moderator -0.11 -0.04 -0.07 -0.22
Personal Identity female 0.10 0.13 . 0.17% 0.40%
(coefficient f8)) male 0.16* 0.12 0.31** 0.59%*
gender moderator 0.06 -0.01 0.14 0.19
Information female 0.15* 0.22%** 0.30*** 0.68***
(coefficient B) male 0.28%** 0.20* 0.14 0.61**
gender moderator 0.13 —-0.03 -0.17 —-0.07
Remuneration female 0.79%** 0.15** 0.15% 0.49%**
(coefficient f3;) male 0.17%* 0.16* 0.09 0.41*
gender moderator -0.02 0.01 -0.06 —-0.08
Empowerment female 0.00 0.12* 0.20%** 0.31*
(coefficient B) male 0.01 0.12. 0.15% 0.28 .
gender moderator 0.00 0.01 —-0.04 —-0.03
R-Squared female model 0.2343 0.3606 0.3699 0.4148
male model 0.3597 0.3336 0.3014 0.4056
moderated model 0.3018 0.3494 0.3387 0.412

"p<0.001, *p<0.01, ¥p<0.05,. p<0.1.
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Table 13. Age moderator analysis (psychological state engagement).

Total Psychological

Vigor Absorption Dedication State Engagement

Entertainment 20-29 0.16*** 0.15%** 0.14%%* 0.44%**

(coefficient ) 30+ 0.16* 0.18** 0.30%** 0.64%**
age moderator 0.00 0.04 0.16* 0.20

Integration/ Social 20-29 0.27%** 0.15** 0.28*** 0.65***
Interaction 30+ 0.18 . 0.08 0.13 0.39
(coefficient 8)) age moderator -0.02 —0.08 -0.16 -0.26
Personal Identity 20-29 0.03 0.02 —-0.01 0.05
(coefficient 8)) 30+ 0.31%* 0.06 -0.12 0.25
age moderator 0.28* 0.04 -0.11 0.20

Information 20-29 0.24%** 0.24*** 0.24*** 0.72%**

(coefficient B) 30+ 0.15 0.18 0.48*** 0.81%*
age moderator —-0.09 —-0.06 0.24* 0.09
Remuneration 20-29 0.10* 0.03 0.10%* 0.22*
(coefficient ) 30+ 0.07 0.10 0.00 0.16
age moderator —-0.03 0.07 -0.10 —-0.06

Empowerment 20-29 0.16*** 0.27%** 0.13*** 0.56***

(coefficient B) 30+ 0.17* 0.29%** 0.15 . 0.60%*
age moderator 0.01 0.01 0.01 0.04

R-Squared 20-29 model 0.4139 0.3376 0.4503 0.5167

30+ model 0.6662 0.5776 0.5718 0.6956

moderated model 0.4798 0.3872 0.483 0.5631

*p<0.001, **p<0.01, ¥p<0.05, p<0.1.

Table 14. Age moderator analysis (behavioral engagement).

Total Behavioral

Consumption Contribution Creation Engagement
Entertainment 20-29 0.06 . 0.12%** 0.10* 0.28**
(coefficient B) 30+ 0.16** 0.18** 0.18* 0.52%*
age moderator 0.10 0.05 0.08 0.24
Integration/ Social 20-29 0.14** 0.14** 0.08 0.36%*
Interaction 30+ —-0.08 -0.18 . —0.24* —0.50*
(coefficient B) age moderator -0.22. -0.32* -0.32* -0.86**
Personal Identity 20-29 0.09 0.08 0.18** 0.35*
(coefficient B) 30+ 0.12 0.24** 0.37%* 0.72%*
age moderator 0.03 0.16 0.19 0.37
Information 20-29 0.18** 0.18** 0.22%%* 0.57%**
(coefficient 8)) 30+ 0.54*** 0.45%** 0.35* 1.33%**
age moderator 0.36** 0.27 . 0.13 0.76*
Remuneration 20-29 0.18*** 0.18%*** 0.14** 0.50%***
(coefficient B) 30+ 0.13. —-0.05 -0.01 0.07
age moderator —-0.05 -0.23* -0.14 -0.43
Empowerment 20-29 —-0.02 0.11* 0.18%** 0.27*
(coefficient 8)) 30+ 0.07 0.23** 0.23** 0.53**
age moderator 0.09 0.12 0.05 0.26
R-Squared 20-29 model 0.2142 0.2911 0.2844 0.3409
30+ model 0.6577 0.6525 0.5686 0.7072
moderated model 0.3169 0.3662 0.3452 0.4286

"p<0.001, *¥*p<0.01, *p<0.05,. p<0.1.

changed the effect of the independent variable on the dependent variable. These findings can also be
verified through the multigroup model (the young-subject group and the old-subject group). Comparing
the R-squared percentages, we found that the age moderator improved all R-squared percentages to
some extent. In addition, the older group always had a much higher R-squared than the younger group,
indicating that the antecedent variables could better explain psychological state and behavioral engage-
ment for older subjects than younger ones.

6. Discussion
6.1. Conclusions

Our study’s results indicate that a wide variety of underlying factors are associated with consumer
engagement on WeChat, with the site living up to its reputation as an all-service platform. The anteced-
ent variables of entertainment, information, remuneration and empowerment showed significant
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relationships with both psychological state and behavioral measures of engagement, supporting previous
work on the entertainment variable by Chen (2017), on the information variable by Gan (2017), and on
the remuneration and empowerment variables by Buzeta et al. (2020). Integration/social interaction was
significantly associated with engagement as measured via a psychological state metric, in line with Pang
and Zhang (2024), and personal identity was significantly related to engagement as measured by a
behavioral metric, supporting Chu et al. (2019). The special consumer dynamics of the Covid-19 pan-
demic lockdown period in China may help explain differences vs. hypotheses on the integration/social
interaction, personal identity and information variables. In addition, the popularity of alternative social
media platforms among women and younger individuals may have made the relationships between
antecedent variables and WeChat engagement weaker among these groups. Based on the moderation
and multigroup analyses, these effects seem particularly pronounced for the age variable. The findings
provide new support for uses and gratifications theory by showing the relevance of variables in its
expanded version on an all-service social media platform.

6.2. Theoretical implications

This research has provided the first test to our knowledge of the complete set of groupings in the
expanded uses and gratifications theory on consumer engagement in an all-service social media plat-
form. The study has also included psychological state and behavioral measures of engagement, in line
with the theory’s manifestation of both psychological and behavioral elements. Significant results for the
four drivers of entertainment, integration/social interaction, personal identity and information show the
relevance of the original constructs proposed by the theory (Katz et al., 1973). In addition, positive find-
ings for the remuneration and empowerment antecedents support the efforts of Muntinga et al. (2011)
and Buzeta et al. (2020) to add additional constructs to the theory which are pertinent for social media.
Finally, our study expands the appropriateness of the theory by showing its applicability to social media
in cultures outside the U.S., building on previous international work in Japan (Wang & Haapio-Kirk, 2021),
Italy (Mainolfi et al., 2022) and Canada/Latin America (Ifinedo, 2016).

6.3. Practical implications

The findings in our study have useful implications for marketers who wish to use an all-service platform
as a vehicle for building their brands. The most important message is that marketers need to work in a
host of areas simultaneously to build consumer engagement. Content they develop for the platform
should be entertaining in order to foster emotional relief and pleasure. It should also provide informa-
tion, knowledge and understanding about the events and conditions in the world. In addition, marketers
should, where possible, develop programs which provide WeChat consumers with some type of remu-
neration, particularly economic incentives. The positive results for the integration/social interaction vari-
able also indicate the importance of fostering social contact among consumers with their family, friends
and the larger world community. Finally, marketers should work towards creating content which allows
consumers to shape their own identity and influence the perception of others. The significant findings
in the areas of personal identity and empowerment support this kind of orientation.

6.4. Limitations and future research

A limitation of this study is that it was conducted during an unusual period of time, the Covid-19 lock-
down in China. This timing may have given special salience to the drivers of integration/social interaction
and information on engagement. The study should be replicated during a future period to see if the key
relationships still hold. Another limitation is that the sample was heavily skewed to females (59%) and
individuals between the ages of 20-29 (82%). A more even gender and age representation would give
greater credence to the analysis of cross-tabulations.

Work in related research areas suggests a number of promising avenues for future studies. Schivinski
(2021) has identified five different types of consumers — brand passionate, brand fan, low engaged,
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brand curious, and prospect brand fan - based on cognitive patterns which stimulate social media
engagement. It would be valuable to chart the relationship between these variables and the antecedents
investigated in our research. Other lines of inquiry would be to evaluate the association between our
drivers and online shopping (Nayak et al., 2022) as well as the broader areas of technology usage (Kiburu
et al., 2023) and concept restoration (Li et al., 2023).
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