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Anahtar Kelimeler: ve Doyumlar Teorisi, Sosyal Medya, Sosyal Medya 
 

THE EFFECTS OF INFORMATION, ENTERTAINMENT, AND 
RELATIONSHIP MAINTAINING MOTIVATIONS ON SOCIAL MEDIA USE 

ABSTRACT 

The development of technology has brought with it many innovations. One of these 
innovations is social media platforms, the use of which is increasing day by day. In this 
period, which is also called network society, the majority of people use social media 
platforms. With the spread of social media platforms, individuals have ceased to be 
viewers of the content presented to them, and have turned into active users who produce 
and contribute to the content. Thus, they instantly share their feelings, thoughts, wishes, 
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and expectations with other people. These contents shared by users form the basis of 
social media. The question of which motives trigger individuals' social media use attracts 
the attention of many researchers. In this context, it would be correct to examine the use 
of social media in terms of responding to certain needs of people and bringing people to 
satisfaction. The aim of this study is to discuss the motivations that trigger individuals' 
social media use in the context of the uses and gratifications approach. As a result of this, 
it has been seen that accessing information and communicating affect the use of social 
media significantly and positively, while the fun factor does not have a significant effect 
on the use of social media. 

Keywords: Uses and Gratifications Theory, Social Media, Social Media Usage 
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ve Bonds- Raacke, 2008; Urista vd., 2009; Quan-

2014; Tanta vd., 2014; Aharony, 2015; Al-
2015; Kara, 201

 

H1
etkilemektedir. 

H2
etkilemektedir. 

H3
etkilemektedir. 

2.2. Kavramsal Model 
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-17 Nisan 2019 tarihleri 

 

 

 

 

 

vd., 2018). 

 

 

  Frekans  
Cinsiyet Erkek 168 40.58 

 246 59.42 
 18-  126 30.43 

26-  161 38.89 
36-  86 20.77 

 41 9.9 
Medeni Hal Evli 200 48.31 

Bekar 214 51.69 
 Lise 81 19.56 

 67 16.18 
Lisans 189 45.65 

 77 18.59 
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 0-  81 19.57 
-  103 24.88 
-  130 31.4 

 100 24.15 
Meslek   157 37.92 

 106 25.6 
 101 24.39 

 87 21 

sosyal medya 
platformu 

Instagram 299 72.22 
Facebook 55 13.29 
Twitter 42 10.14 

 18 4.34 
Toplam  414 100 

 

-

-
(n=161) 26- -

-
- -

 

(X2 -
-Root Mean Square Error of Approximation), 

-
-Non-

 

Tablo 2. Uyum i  

Uyum indeksi  
 

Kabul 
edilebilir 
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uyum 
 

Ki kare/sd 914.440/302=3.02 <3 <5 Kabul 
edilebilir 
uyum 

CFI 0.928 >0.95 >0.90 Kabul 
edilebilir 
uyum 

RMSEA 0.070 <0.050 <0.080 Kabul 
edilebilir 
uyum 

TLI  0.917 >0.95 >0.90 Kabul 
edilebilir 
uyum 

NNFI 0.917 >0.95 >0.90 Kabul 
edilebilir 
uyum 

RNI 0.928 >0.95 >0.90 Kabul 
edilebilir 
uyum 

IFI 0.929 >0.95 >0.90 Kabul 
edilebilir 
uyum 

 

 

Ta  

  AVE CR BI EG IS PY 
BI 0.922 0.751 0.923 1    
EG 0.890 0.596 0.879 .302** 1   
IS 0.859 0.629 0.868 .333** .527** 1  
PY 0.921 0.797 0.922 .418** .255** .381** 1 

 
 

 

Ortalama Varyans (AVE- - 

tedir. 
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Tablo 4.  

Hipotez Standardize 
 

p Desteklenme/Red  

H1: Bilgilenme motivasyonu, sosyal medya 

etkilemektedir.  

0.343 0.000 Desteklendi 

etkilemektedir. 

0.083 0.161 Reddedildi 

olarak etkilemektedir. 

0.212 0.000 Desteklendi 
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