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ABSTRACT

Theaimofthecurrentstudyistounderstandthemotivationsthatleadtosocialmediaengagement
andcustomerssharingintentiononsocialmedia.Atheoreticalmodel isdevelopedincludingsix
independentvariables,whicharecommunityculture,altruism,fearofmissingout,entertainment,
informativeness,andsocialmediaengagementandlikelihoodtoshareasdependentvariables.A
quantitativemethodologyisused,whereanonlinesurveywithclose-endedquestionsisdistributed,
andthenthedatawasanalyzed.Theresultsofthedataanalysisfoundthatfouroftheindependent
variableshaveapositiveinfluenceoncustomers’likelihoodtoshare,andsocialmediaengagement
hasthehighestvalue.However,entertainmentandinformativenesshadnoimpactonthelikelihoodto
shareviralcontent.Furthermore,itoutlineskeyelementstocreateviralcontentandguides,marketers,
toeffectivecommunicationwithonlineconsumers.
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1. INTRodUCTIoN

Nowadays, therearevastamountsofonlineactiveusersondifferentsocialnetworkingsitesand
consumersarenowmoreawareofthemarketingeffortsdirectedtowardsthem.Thewaystheseusers
addressedrequirechangeduetotheevolutionoftheInternetandtheprogressiveadvancementsof
Web2.0,whichledtodrasticchangesinthewaysconsumersexchangeinformation(Hirvijärvi&
Mildén,2017).Whenitcomestofirms,socialmediaisbeingutilizedasaneffectivetactictoenhance
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customerinvolvementandcommunication(Filoetal.,2015)andasameansofdeliveringaccurate
andtimelyinformation,services,andothertypesofcontent(AlKhasawnehetal.,2021a;Breitsohl,
Kunz,&Dowell,2015;Simon&Tossan,2018).Fromtheperspectiveofusers,socialmediaallows
userstointeract(Alalwanetal.,2016;Zhu&Chen,2015)andfreelyobtaintheinformationthey
requireatanygiventime,thus,strengtheningtheaffinitybetweenthemselvesandmarketers(Abu
Hasheshetal.,2019;Hirvijärvi&Mildén,2017).

Asaresultoftherecentsignsofprogressintechnologyandsocialmedia,anewtypeofmarketing
communicationsflourished,onethatisknownasviralmarketing.Viralmarketingisanexpansionof
Word-of-Mouth(AlKhasawnehetal.,2021b;Racik&Racik,2014)thathastheutmostadvantage
ofbeingableto“diffuseinformationfromasinglenodetothewholenetwork,likethepropagation
ofviruses.”(Fan,Leng,Yang&He,2018,p.1).AccordingtoRacikandRacik(2014),Facebook,
havingavastnetworkofusers,isconsideredahighlyappealingplatformforfirmstopracticeviral
marketingactivitieswhichmay,inturn,encourageconsumerstosharecontentwithintheircircleof
friendsandcolleagues(Mills,2012)asviralmarketingcontentshapesthewayconsumersjudgecertain
content.Inaddition,viralmarketingisappealingtofirmsasitenablesthemtoquicklydisseminate
messagesatalowercostthanintraditionalmarketingandallowsforgreatertargeting.Facebookis
themostwidelyusedsocialnetworkingsitebyconsumers(Schultz,2016;Hutteretal.,2013)and
businessownersanditisconsideredastheworld’sbiggestsocialnetworkingservice(SNS),both
intermsofactiveuserspermonthandgeographicalreach.AsofAugust,2021,Facebookhad2.89
billionmonthlyactiveusersworldwide,whichrepresentsanincreaseof300millionusersfromthe
previousyear(Facebook,2021).

Lastly,limitedstudieshaveexaminedthemotivationalfactorsleadingcontenttogoviralonSNSs.
Therefore, thecurrentresearchaimstodeterminethemost importantfactors; intrinsic(Altruism
andFearofmissingout)andextrinsic(Informativeness,Entertainment,andCommunityCulture);
thatmotivateuserstobeengagedwithsocialmediaandtheirlikelihoodtosharecontent.Zhao,Z.,
andRenad,D.(2021)playerswhoperceivemoreplayfulnesstendtoincreasetheirgameforwarding
andpersonaldatasharingbehaviors.Theperceivedvalueofprizesalsorelatespositivelytogame
forwardingbutnottopersonaldatasharing.Finally,theresultsshowthatpriorbrandattitudesmoderate
theeffectoftheperceivedvalueofprizesongameforwardingbehavior.

Thefocalpointofthisresearchistohighlightandexaminethemotivationsofindividualsin
theprocessofsharingcontentonFacebookandtobeabletoenhanceresearchersunderstandingof
suchabehavior,itisessentialtodevelopandcomprehendseveralindependentvariables,whichmay
influencesocialmediaengagement,andconsequently,thelikelihoodtoshare.Tobeabletodoso,
therelationshipwillbestudiedbyadoptingandtestingsevenvariables.Whileseveralresearchers
havestudiedintrinsicorextrinsicmotivationsandtheireffectonsocialmediaengagement(e.g.Al
Khasawnehetal.,2021a;Oudeyer,2007;Tang,Zhao,X.,&Liu,S.,2016),yet,thecurrentresearch’s
purpose is to elaborate on that by establishing a theoretical model that contains both types of
motivations,intrinsicandextrinsicandtheirimpactnotsolelyontheactofsocialmediaengagement,
butalsoonthelikelihoodtoshare,resultingamarketingcampaigngoingviral.

2. LITERATURE REVIEw

Mostofthesocialmedialiteraturefocusedonthemotivationaltheorywhichdiscusseshowintrinsic
and extrinsic motivations affect the way people interact over social networks (Al Khasawneh et
al.,2021c;Leeetal.,2005;Lin&Lu,2011;Tang,Zhao&Liu,2016).Forexample,Cavaliere,
Giustiniano,andLombardi(2015)highlightedthatself-efficacyandself-enjoymentareconsidered
asthemainintrinsicmotivatorsforindividualstoshareonSNSswithnoconsiderationofextrinsic
motivations.Incontrast,Tangetal.,(2016)foundthatsocializingandsenseofself-worthmainly
affectintrinsicmotivationsofanindividual’sintentiontoshareonSNSs,whilereciprocityactsasthe
primaryextrinsicmotivator.WhereasFeng,Fu,andQin(2016)concludethatconsumerinnovativeness
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