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Abstract: 

The usage of social Networking Sites (SNSs) by business people and casual users are 

extremely different on their basic requirements.  In this phenomenon, how exactly the SNS used 

to meet out the underlined purpose and to provide the magnanimous benefits out of coverage and 

extensions, finally the rate of utilization and derived satisfaction was observed as the need of the 

day.  The present study was conducted with the following objectives: to study the extensive 

coverage SNS by business and casual users, to analyze the purpose and expectation of casual 

users, to evaluate the impact of SNS on benefit and business motive and to evaluate the 

utilization and satisfaction of SNS.  This research study is descriptive in nature. It is an envisage 

attempt to expose the extensive usage of SNS by the business people and causal users in 

millennial years. A sample of 210 respondents consisted of businessmen and causal users in and 

around Bengaluru city was taken by adopting convenient sampling method. In order to measure 

the impact of SNS on benefit and business motive and also to evaluate the utilization and 

satisfaction of SNS, a measurement model and structural model was framed with the help of 

Amos V.21 and it was tested with the appropriate hypothesis.  
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Introduction 

Online human interaction and transmission of information has become an essential aspect of 

social activities, especially among Millennials (young adults). As per NASSCOM's internet 

report, the number of internet users in India will see a two-fold rise at 730 million by 2020 and 

are expected to take an incredible leap towards internet accessibility. This opens up immense 

possibilities for bringing a world of benefits to them.    In this ecosystem, Social Networking 

Sites (SNSs) such as Facebook, Linkedln, Youtube, Google+, Blogging, Forums, Instagram, 
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Pinterest, Podcasting, Twitter, etc. plays a vital role and have become dominant marketing as 

well as communication tool.  Their massive growth in e-commerce activities benefit the 

marketers and consumers in many ways such as hang about up-to-date news and current events, 

share their opinions, photos, videos, details of every day life, stay in touch with users, fill up 

spare time, meet new people and general networking with others and its usage is enormous. Also 

it helps the marketer to increase exposure and traffic for their businesses, to develop loyal fans 

and marketplace intelligence and benefits the consumers for buying the product with low cost, 

ubiquity, fast distribution and obtaining product related reviews and information. SNS tools use 

to post thoughtful, relevant communications, and respond to comments in a timely manner.  

These sites offer small and medium-sized enterprises (SMEs) access to their customers never 

before available or affordable. At the moment, all the business people are participating in social 

media marketing and they are able to measure the return on investment (ROI) for their social 

media activities (Michael A. Stelzer, 2014). The first recognizable social network site was 

launched in 1997.  SixDegrees.com allowed site users to create their profiles, list their Friends 

and, beginning in 1998, surf the Friends lists. Currently, large numbers of SNSs are used by the 

millennial customers for various purposes.  

 

Literature Review 

Danah and Nicole (2007) defines social network sites as web-based services that allow 

individuals to construct a public or semi-public profile within a bounded system, articulate a list 

of other users with whom they share a connection, and view and traverse their list of connections 

and those made by others within the system. The nature and nomenclature of these connections 

may vary from site to site.  “Networking” emphasizes relationship initiation, often between 

strangers. There is a huge potential for social networking sites. The following statistics and 

earlier researches prove the thoughts.  A study surveyed over 2800 marketers with an objective 

of ascertaining how they are using social media to develop their businesses by Michael A. 

Stelzner (2014) found that significant 92% of the marketers indicate that social media is 

important for their business. Further, it revealed that 89% want to know the most effective social 

tactics and engagement, 68% plan on increasing their use of blogging, 54% using Google+, 6% 

involved with podcasting and 21% plan on increasing their podcasting activities, 54% selected 

Facebook and 17% selected Linkedln social networks and 58% stated that original written 
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content is the single most important form of content.  As of the second quarter of 2018, 

Facebook had 2.23 billion monthly active users in worldwide (Statistica 2018).  Advertising on 

Facebook has a positive influence on the behavioural attitudes (intention-to-purchase and 

purchase) of Millennials  and usage characteristics, log on duration, profile update as well as the 

demographic influence of ethnic orientation effected in more favourable perceptions of Facebook 

advertising (Rodney, 2015). 

As per the report of Times of India (19 December 2017), Mobile internet users spent 200 

minutes as average time per day on online activities. The recent report of Statista (4 May 2018) 

predicted the number of social media users that there will be 370 million active social media 

users in India by 2022.  The increasing online presence of Indian businesses is expected to 

directly create opportunities in the domain of social commerce (KPMG
2
, 2018). India has an 

estimated 51 million registered small businesses, of which about 32 per cent have online 

presence (Huffington, 2017). 

The social networking sites benefits the marketers to increase brand recognition, expand 

brand loyalty, opportunities to convert, higher conversion rates, higher brand authority, increased 

inbound traffic, reduced marketing costs, better search engine rankings, richer customer 

experiences and improved customer insights (Jayson, 2014).  C.F. Hofacker (2016) described 

eight social media challenges for the marketing managers in the context of increasing social 

media use and specifically increasing information sharing viz. creating compelling and Gamified 

interaction, the liquification of the economy, adjusting to reactive marketing management, how 

to manage customer creation and engagement, how to manage multi-sided markets, changing 

customer purchase journey, adjusting to a changing marketing skill set and understanding the 

dynamic C2C sender-receiver system.  Epidemiological modeling of online social network 

dynamics (John & Joshua, 2014)  and  millennial’ preference for new and more customized 

instant social media (Bolton et al., 2013) suggest that marketing managers should move forward 

aggressively to protect users’ privacy and security. Focusing on social media issues in e-

commerce industry and finding out the solution for privacy and security concerns is a primary 

threat to both marketers and customers. Deteriorating the problem, it is very difficult to quantify 

the number of customers who quit social media. A study on the effects of product information on 

purchase intention toward online shopping of medical equipment revealed that all of the factors 

had positive benefits to customers’ purchase intent except product quality (Wan-I. Lee, 2017).  
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The social ecosystem is gradually growing, which means businessmen must be more strategic 

than ever when engaging with casual users / consumers across social networks and devices. 

Pinterest is highly visual with a predominately female audience, while Twitter’s user base is 

much more diverse and text oriented. Twitter’s bite-sized headlines and Facebook’s content-

friendly interface are optimal for B2B companies to engage with customers and prospects (Jim 

Yu, 2014).   

Statement of the Problem 

Modern digital technology is always and rapidly changing in this present era. The Internet 

was initially a virtual information sharing space, but has developed into an online ICT platform 

that facilitates an online social environment, which promotes face-to-face interaction and 

relationships via social media (Kruger & Painter, 2011). Research on social media networking 

regarding consumer activities broadly classifies as either contribution (posting) or consumption 

(lurking or observing) (Schlosser, 2005; Shao, 2009);  Astonishing evolution in social media 

networking will carry on new and even more complex issues for marketers (C.F. Hofacker et al., 

2016). The future of the Indian internet is in Indian languages.  Designing of social media for 

non-english users, companies can have much greater reach and higher customer engagement 

(KPMG
1
, 2018).   The usage of social networking sites by business people and casual users are 

extremely different on their basic requirements.  In this phenomenon, how exactly the SNS used 

to meet out the underlined purpose and to provide the magnanimous benefits out of coverage and 

extensions, finally the rate of utilization and derived satisfaction was observed as the need of the 

day.  Since, the people invest and diversify all their money, time, skill, effort and efficiency just 

to design and disseminate information through SNS. But the achievements as in terms of 

satisfaction and consequent benefits like increased number of customers, maximized sales 

volumes, rapid growth, normal and notorious entertainment for the casual users are not realized.  

In this study focused all this issue, provides manifold results and most appropriate and 

intensified solution to make use of social network sites to the maximum possible way for getting 

social, personal and business benefits. Even though the situation is rapidly changing, researchers 

still have a limited understanding of users of SNSs, why, and for what purposes they are using 

them. Such questions will require large-scale quantitative and qualitative research. 
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Objectives of the Study 

The general aim of this study is to measure the effective utilization of Social Networking 

Sites by Millennial Customers that provides a guide for future marketing decisions by the 

businessmen and social networking site developers.  Under this general aim, the specific 

objectives are: 

1. To study the extensive coverage SNS by business and casual users 

2. To analyze the purpose and expectation of casual users  

3. To evaluate the impact of SNS on benefit and business motive 

4. To evaluate the utilization and satisfaction of SNS 

 

Methodology 

This research study is descriptive in nature. It is an envisionage attempt to expose the 

extensive usage of SNS by the business people and causal users in millennial years. The 

sampling of the study consists of 210 respondents consists of businessmen and causal users by 

adopting convenient sampling method. The primary data for the study were collected through 

circulating the structured questionnaire which was designed based on the statement of the 

problem.  Then expert opinions were sought on the questionnaire items. Data were collected 

through offline as well as online in and around Bengaluru City which is located in Karnataka 

state in India.  Cronbach alpha reliability of the questionnaire was found to be 0.798. The 

questionnaire was administered to the businessmen and casual users in May 2018. In order to 

measure the impact of SNS on benefit and business motive and also to evaluate the utilization 

and satisfaction of SNS a measurement model and structural model was framed with the help of 

Amos V.21 and it was tested with the appropriate hypothesis.  

 

Structural Equation Modeling 

The contribution of Social network sites towards the business people and casual users for 

meeting out their business motive and entertainment cum investment purpose. The model was 

constructed with the variables explaining the composites of social media network and the 

different purposes and business motives and what type of people originally benefited out of the 

social network sites. The model again revealed the correlation between the different components 

of Social network sites. The impact of Social network sites on the purpose, business motive, 
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different kinds of beneficiries and their expectations are studied. There are eighteen components 

are loaded to address the social network sites, they are Facebook, Twitters, Linkedin, Youtube, 

Blogging, Google+, Pinterest, Instagram, Yelp (social review sites), Forums, Vine (short-form 

video), Podcasting, Snapchat, Whatsapp, Suite/scholar/search, Google earth/maps/location and 

Google tez. The business community and the causal users one or other way connected to these 

social network sites in all their daily endeavour. The purpose of the usage of social network sites 

are listed as Content Creators, Ad Designer/Developer, Analytics, Community Management, and 

Market Research. The beneficiaries of the social network sites are limited to Time Marketers, 

Publishers, Businessmen, Social Media Professionals and Viewers. The business motive of 

employing the Social network sites are assumed as Develop Exposure, Construct Traffic, Built 

Loyal Fans, Generate  Leads, Strengthen Business Partners, Cost Control and Sales 

Maximization. The viewers expectation included in the model are listed as Content Reality, 

Infographics, Audio/Video Clips, Memes, Reviews, Curiosity of others and Group Reference. 

Finally, the overall utilization of the social network sites by both business community and casual 

users and the ultimate satisfaction derived by them based on the usage of social network sites are 

also considered to fit the model as well. 

Totally 97 variables are used to build this model, among them 44 are observed and 53 are 

unobserved variables. 49 exogeneous variables and 48 endogeneous variables are involved in 

completing the model to explain the social network sites impact on business motive, different 

kinds of viewers and their relative expectations.  

Measurement model 

The components which are used to contribute for social network sites are considered as 

independent variables, the purpose, business motive, beneficiaries and viewers expectation are 

assumed as depedent varaibles for the model. The measurement model attempts to establish as 

much relationship among the independent and depedent variables as possible to derive the real 

impact of Social network sites on the depedent variables assumed in this model. Hau, Wen, & 

Chen (2004), the researcher selected goodness of fit indicators like χ2, GFI, RMSEA to examine 

the degree of model fit. Depends on the sample size the chi-square value get influenced but the 

goodness indices reveals the exact case. CFI is a goodness of fit index with many strong points, 

which has less impact from sample size. Even though RMSEA is also influenced by sample size, 
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it is insensitive to the misspecification model with few parameters, so it is also rarely influenced 

by sample size, if the RMSEA value is smaller, then it can be concluded that the constructed 

model is better. Further the factor loadings should be at least 0.7 and the R
2
 values should be 

minimum 0.5 for all the variables in the model.  After performing the confirmatory factor 

analysis, the model was evaluated with the goodness of fit indices like GFI, AGFI and CFI. 

Further the RMSEA and RMR values also be evaluatedto bring the minimum error in the model. 

After evaluating the statistical result out of the confirmatory factor analysis, the modification 

indices was duly referred and the recommendations given are properly incorporated in to the 

model to arrive with the best fit of the model. The initial analysis showed that the impact of 

social network sites are shown in the following figure 1 satisfies the condition for a good fit. 

The measurement model wasdesigned in such a way to evaluate the realtionship between 

all the independent variables, and the dependent variables. Moreover the relationship between 

the purpose, business motive, beneficiaries and viewers expectation and the overall utilization of 

social network sites and satisfaction derived from the social network sites by both business 

community and casual viewers. It was well depicted with the following figure. 
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Structural Model 

A structural model was developed and tested for its validity explaining the utilization and 

satisfaction of social network sites by different users for variety of reason was evolved 

through the model constructed with the depending and independent variables. The 

confirmatory factor analysis was discussed in the measurement model.  The structural 

model for evolving the utilization and overall satisfaction of social network sites users is 

depicted in the following Figure. 

The individual reliability of the items was evaluated using factor loadings (Ce´sar 

Camiso´n and Ana Villar Lo´pez 2010). Carmines and Zeller (1979) has propogated that 

the factor loadings should not be less than 0.707 to constitute a valid model. However, 

some researchers such as Barclay et al., 1995 and Chin, 1998) are of the opinion that 

factor loadings to the extent of 0.5 or 0.6 is acceptable. In the above table all the factor 

loadings are above the recommended value it shows the factors having individual 

reliability. 
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The results of the confirmatory factor analysis is tabulated below.   

Table: Results of the confirmatory factor analysis – Model fit 

Chi-square df p CMIN/df CFI RMSEA 

2289.756 898 .000 2.549 .894 .082 

 

These results reveal that all the pre-requisites for the constructed model are not met.  

Therefore, according to the modification indices suggested by the AMOS software, 

necessary changes was made and the revised model is depicted in the following figure 

with their respective correlation value. 

 

Structured Model with Standardized estimates 
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From the above table it was observed that, under the various components of social 

network sites face book, twitter, forum, Yelp and Tez the payment options are not much 

contributed to construct the social network variable. So, those factors are removed and 

rest of the factors loading towards social network site variable are included in the model. 

All the removed variables are not utilized by the respondents in aggressive way due to 

less popularity as like Whatsapp, instagram and youtube, etc. Even the facebook and 

twitter are considered to be the most familiar tools among the social network sites, but the 

users for the business motive and personal expectations are less believed these sites 

because of its integrity, security and privacy issues. So that the loading for these factors 

also very poor and its impact on all the other dependent variables also very less both in 

direct and indirect assessment. Likewise, the factors connected to the beneficiaries, B2 

and B4 are removed from the model, since it explains the negative loadings. It reflects 

that the variables are not contributed much because of the social network sites.  The 

factors B2 and B4 actually represent the Publishers and Social media professionals, under 

both the cases, those people are taken the social network sites as their professional 

platform and working environment. They have not directly be classified as the other 

normal users who used these social network sites for their business promotion and review 

mechanisms. So, they automatically not explained with the impact of social media 

networks, irrespective of the networks they have been executing their jobs therein.  
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The results of the confirmatory factor analysis is tabulated below.   

Table exhibits the Results of the confirmatory factor analysis – Revised Model fit 

Model CMIN DF P CMIN/DF GFI AGFI CFI RMR RMSEA 

Default model 2235.824 898 .000 2.490 .931 .916 .902 .175 .076 

 

The estimates in the structural model for each attribute of the factors taken for study is 

depicted in Table below. 
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Table – Standardized Estimates 

   

Unstandardized 

Estimate 

Standardized 

Estimate 
S.E. C.R. P 

PURPOSE  SNS 11.005 1.150 25.385 .434 *** 

BENEFITS  SNS .450 .316 1.295 .348 *** 

VIEWERS  SNS 7.005 .898 16.269 .431 *** 

B_MOTIVE  SNS 4.539 .735 10.676 .425 *** 

FB  SNS 1.000 .063 
   

TWIT  SNS 1.303 .083 3.766 .346 *** 

LIN  SNS 5.645 .311 13.248 .426 *** 

YTUBE  SNS 7.140 .439 16.591 .430 *** 

BLOG  SNS 3.474 .205 8.357 .416 *** 

G_PLUS  SNS 9.264 .497 21.479 .431 *** 

PINT  SNS 10.757 .659 24.854 .433 *** 

INSTA  SNS 7.908 .440 18.373 .430 *** 

YELP  SNS 1.080 .062 3.526 .306 *** 

FORUM  SNS 8.220 .476 19.070 .431 *** 

VINE  SNS 1.584 .115 4.155 .381 *** 

PODCAST  SNS 7.896 .494 18.309 .431 *** 

SNAPC  SNS 7.110 .406 16.549 .430 *** 

WHATSA  SNS 13.571 .843 31.302 .434 *** 

LITERACY  SNS 4.854 .296 11.414 .425 *** 

MAPS  SNS 8.995 .613 20.797 .432 *** 

PAYMENT  SNS -.902 -.058 3.050 -.296 *** 

DATABASE  SNS 1.319 .146 3.306 .399 *** 

P1  PURPOSE 1.000 .737 
   

P2  PURPOSE .838 .687 .152 5.523 *** 

P3  PURPOSE .287 .312 .112 2.558 *** 

P4  PURPOSE .745 .578 .160 4.662 *** 

P5  PURPOSE .296 .257 .139 2.120 *** 

B1  BENEFITS 1.000 .082 
   

B2  BENEFITS 3.677 .284 5.777 .636 *** 

B3  BENEFITS -13.478 -1.135 22.394 -.602 *** 
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Unstandardized 

Estimate 

Standardized 

Estimate 
S.E. C.R. P 

B4  BENEFITS -3.026 -.378 4.673 -.647 *** 

B5  BENEFITS .661 .052 1.865 .355 *** 

BM1  B_MOTIVE 1.000 .381 
   

BM2  B_MOTIVE -.012 -.005 .437 -.028 *** 

BM3  B_MOTIVE .724 .288 .531 1.362 *** 

BM4  B_MOTIVE 1.434 .582 .746 1.922 *** 

BM5  B_MOTIVE .813 .307 .572 1.421 *** 

BM6  B_MOTIVE .275 .097 .508 .541 *** 

BM7  B_MOTIVE -.436 -.201 .420 -1.039 *** 

VE1  VIEWERS 1.000 .493 
   

VE2  VIEWERS .692 .312 .381 1.818 *** 

VE3  VIEWERS 1.024 .469 .415 2.469 *** 

VE4  VIEWERS 1.242 .583 .440 2.825 *** 

VE5  VIEWERS .374 .250 .249 1.505 *** 

VE6  VIEWERS .946 .406 .423 2.234 *** 

VE7  VIEWERS .849 .475 .341 2.489 *** 

UTILIZATION  SNS 5.277 .607 12.203 .432 *** 

SATISFACTION  SNS 5.703 .756 13.163 .433 *** 

 

It can be seen from the above table that all the independent attributes are 

significant (p < .001) in explaining their respective dependent factors. The various 

hypotheses tested in the model are depicted in the following table. 
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Table  : Hypothesis testing in the model 

Variables 

 Hypothesis C.R. P R
2
 Inference 

Dep.   Indep. 

PURPOSE  SNS 

There is no significant impact of social 

network sites on purpose  5.523 
.000 1.323 Significant 

BENEFITS  SNS 

There is no significant impact of social 

network sites on beneficiaries 2.558 
.000 0.547 Significant 

B_MOTIVE   SNS 

There is no significant impact of social 

network sites on business motive 4.662 
.000 0.533 

Significant 

VIEWERS  SNS 

There is no significant impact of social 

network sites on viewers expectations 2.120 
.001 0.81 

Significant 

UTILIZATION  SNS 

There is no significant impact of social 

network sites on overall utilization  .432 
.001 0.36 

Significant 

SATISFACTION  SNS 

There is no significant impact of social 

network sites on overall satisfaction .433 
.001 0.578 

Significant 

 

It can be observed from the above table that there is a significant high positive 

correlation between social network sites and all the independent variables assumed for 

the study. Further, it explains the positive correlation between Utilization, Satisfaction 

and Social Network Sites and it can be pointed that the extend odf usage of social 

netweork sites are having direct impact over the utilization and also the derived 

satisfaction of the users irrespective of the category of business community or casual 

users. However, the benefits derived by the users are not up to the expectation level of the 

users since the amount, skill, time and efficiency spend my these users are not taken back 

as the level they have been expected from the social network sites. There is always found 

a gap between the expected outcome of the impact of social network sites and the actual 

outcome derived out of it. The gap has to be merged by developing a proper strategy and 
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inducing the viewers to adopt the content of the social network sites. It can quite be 

possible only when the content, advertisement, infomercials and the reviews or any other 

references should exhibit the reality and not constructed by the social twisters. Most of 

the cases in practical, the messages  and forwards are not expressing the true picture. So 

the reliability and originality of the content is questionable, so that the viewers are denied 

to apply in to practice. But any how these tendency has to be changed to envisionage the 

broad coverage and widespread application of social network sites, thus we can arrive the 

win-win situation for both the business community and the casual viewers.  

Conclusion and Scope for Further Study 

The current study evaluated the effective utilization of SNSs by the business people and 

casual users in Bengaluru city. This research has some limitations and also lends itself to 

additional research. SNSs developers should concentrate in working towards transforming the 

lives of new to the internet and bottom of the pyramid users. Ethnographic research on 

populations is more difficult to access including non-users of SNSs would further aid researchers 

ability to understand the long-term implications of these tools.  In future, the study can be 

conducted with identification of various challenges of social media which will enable the 

marketer to determine the widespread consumer behavior and to find out the best part of 

matching set of marketing opportunities.  We hope that the study results will help for future 

investigations and other important challenges surrounding SNSs. 
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