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Abstract— Building upon the uses and gratifications theory, 

the study views Facebook as a media entity that people use for 

the gratification of their social needs. As Facebook gains 

prominence as a social tool, overuse and dependence could lead 

to a pathological state of addiction, affecting the social lives of 

users. Hence, this study tests the relationships among the 

motivations to use the social network, extent of usage and 

addiction using a survey of Indian Facebook users (n = 300). 

Positive correlations were identified between the motivations to 

use Facebook and extent of usage and addiction, implying that 

the more a person uses the social network to satisfy social needs, 

more the chances are to get addicted to it, addressing the media 

dependency paradigm. Further, the study results revealed that 

those using Facebook for companionship needs and passing time 

are the most likely to become addicts. Also, significant positive 

correlations were identified among the different motivations to 

use Facebook, indicating that each of the motivations could 

develop and foster the others. 
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Introduction 

Facebook, the most-popular social network online where users can 

build profiles, exhibit their personal information and share social 

messages in the form of status updates, photographs, videos and links 

within a virtual social circle among other things, is gaining 

unprecedented attention of both the masses and scholars alike. Its 

growing popularity is especially apparent in the Indian subcontinent. 

As of June 2015, in India, the average number of active Facebook users 

was 125 million (12.5 crore), with 59 million (5.9 crore) users accessing 

the social network on a daily-basis1.  

Over 53 million are accessing Facebook from their mobile 

phones. Facebook’s phenomenal rise in India was mostly powered by 

smartphones—when it set up its first Indian office in 2010, it had just 8 

million users in the country. In the light of figures such as these, it is not 

surprising that Facebook has been found to impact on the sociality of its 

users. For instance, a number of studies have found that Facebook use 

is associated with gains in social capital (Burke and Lento, 2010; Ellison, 

et al., 2007; and Steinfield, et al., 2008, to name a few).  

Facebook is also changing the way individuals communicate and 

associate with one another (Richardson and Hessey, 2009). As Facebook 

offers an array of features to find lost and new friends, build online 

profiles, maintain virtual image, form professional networks, create fan 

pages, message and chat with friends, share information and use it for 

entertainment purposes, the users find it appealing and easily develop 

an affinity towards it. As it turns out to be an important social tool, it 

needs to be viewed critically. 

While Facebook is, indeed, useful in many a way, on the darker 

side of the spectrum, overindulgence and dependence could lead to a 

pathological state of addiction.  

 

 

1 - PTI. (2015). Facebook user base has now climbed to 125 million users in India. First 

Post. Published June 29. Retrieved September 15, from http://tech.firstpost.com/news-

analysis/facebook-user-base-has-now-climbed-to-125-million-users-in-india-272186.html 
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Facebook is acquiring immense popularity, fulfilling the crucial 

need of social interaction, and leading to overdependence especially 

among the younger generation affecting their offline social lives and 

relationships, and hence, it is being equated with other forms of 

addiction. Several studies as those of Sharifah et al (2011) and Alabi 

(2013) identified heightened levels of Facebook addiction among 

students. If it is a new-age clinical disorder, then the factors affecting 

such extreme behaviour need to be studied. Sharifah et al., (2011) related 

user intentions with Facebook addiction.  

Though the online social media has become a popular research 

topic, there is limited knowledge and lack of theory-driven empirical 

research in this domain as it is a relatively new phenomenon, especially 

in India though it is a leading Facebook market. To cover this knowledge 

gap, the present study considers a set of motivational factors that could 

possibly lead to Facebook addiction. 

 

Facebook and India 

Facebook is an online social networking service headquartered in Menlo 

Park, California. Its website was launched on February 4, 2004, by Mark 

Zuckerberg with his Harvard College roommates and fellow students. 

Initially, the founders had limited the website's membership to Harvard 

students, but it later became a worldwide phenomenon. Facebook had 

over 1.18 billion (118 crore) monthly active users logging into the 

website on their mobile phones, while, from its total user base of 1.39 

billion users globally, about 890 million (89 crore) access the social 

network on a daily basis (daily active users or DAUs)2.  

 

 

 

 

2 - PTI. (2015a). 745 million log on to Facebook daily from mobile phones. The Financial 

Express. Published January 29. Retrieved October 9, from  

http://www.financialexpress.com/article/industry/companies/ 

745-million-log-on-to-facebook-daily-from-mobile-phones/36729/ 
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Among the Indian internet users, Facebook was the most popular 

social networking site, according to a study by the research firm TNS 

released in October 20153. About 51 percent of internet users in India use 

Facebook every day. A majority of the Facebook users in the Indian 

subcontinent belong to the youth population. About 50 percent of 

Indian Facebook users belong to the age group 18-24 years. Nearly 11 

percent or 10.6 million (1.06 crore) Facebook users in India are aged 

below 17, about 26 million (28% of total Facebook India population) fall 

in the age group of 25-34. Close to 6.6 million of the users are between 

35-44 years, 2.2 million between 45-54 years and the rest above 55 years4. 

 

Facebook and addiction 

Addiction is defined as a condition that results when a person ingests a 

substance or engages in an activity that can be pleasurable but the 

continued use of which turns compulsive and interferes with ordinary 

life responsibilities, such as work, relationships or health. Users may not 

be aware that their behaviour is out of control and causing problems for 

themselves and others. Scientific research have determined six core 

elements of addiction, namely salience, mood modification, tolerance, 

withdrawal, conflict and relapse. With the advent of the Internet and the 

growing popularity of online social media, attention of the social 

scientists has been diverted to the Internet. Over indulgence and 

dependence on online platforms affecting the social lives of the users are 

viewed as internet addiction and a wide array of research works and 

media observations have focussed on this subject. 

 

 

3 - Choudhary, Vidhi. (2015). Half of online Indians use Facebook, WhatsApp daily: 

report. Live Mint.  
Published October 7. Retrieved October 9, from  

http://www.livemint.com/Industry/vU55FbKdlz9vIfkxUb0EoL/Facebook-tops-

networking-WhatsApp-in-message-apps-in-India.html 

 

4 - Nayak, Varun. (2014). 92 Million Facebook Users Make India The Second Largest 

Country. Daze Info. Published Jan 7. Retrieved October 9, from 

http://dazeinfo.com/2014/01/07/facebook-inc-fb-india-demographic-users-2014/ 
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Addiction related to the multitude of Web platforms and 

activities is brought under an umbrella term 'Internet Spectrum 

Addiction Disorder'. The potential clinical relevance of Facebook 

addiction has been conceptualised under this Internet Spectrum 

Addiction Disorder (Alabi [2013] and Karaiskos, et al, [2010]). Internet 

addiction is also known to affect the social lives, academic and 

professional performance of the victims (Leung and Lee, 2012). 

Facebook is at the forefront of the new-age internet revolution 

(Web 2.0). Online users engaging in social media interaction are 

generally motivated by similar factors (Amarasinghe, 2010). Alabi 

(2013) noted that online social networks have become extremely and 

increasingly popular among youths and professional individuals. 

According to Deragon (2011), social media maladies are 

conditions affecting productivity of human networks. It is often 

construed to be a social condition associated with specific symptoms 

and signs. It may be caused by external factors such as influence of 

technology/social media or, simply using technology/ social media in 

the wrong way and for wrong purposes. The internal factors include: a 

lack of knowledge and/or wisdom by individuals or groups in the use 

of social media. The pandemic is all about the production and 

consumption of meaningless and insignificant things that do not 

enhance progressive continuation of human network. With so many 

social network sites functioning on the internet, students are tempted to 

abandon their homework and reading times in preference for chatting 

online with friends and many are already getting addicted to the online 

rave of the moment: Facebook and Twitter. It is also observed that some 

features of Facebook have become so addictive that sometimes students 

forget that it is just a virtual world Alabi (2013).  

Various dimensions of internet and social media addiction have 

been investigated. Griffiths (2000) studied five cases of excessive 

internet uses and hoped to find the cues for the existence of internet 

addiction. Lin et al., (2012) drew fresh conceptualisation of gratification 

specific to problematic internet uses to uncover seven gratification 
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factors. Chen. et al., (2004) studied the possibility of the non-detrimental 

effects of internet dependency and suggested an instrument to measure 

positive and negative internet dependency. Arguing with the cognitive–

behavioural theory, Davis (2001) indicated that both cognitive and 

behavioural processes work together to develop negative consequences 

associated with problematic internet usage.  

Assessing the relationship between Facebook usage and 

academic performance, Kirschner and Karpinski (2010) discovered that 

Facebook users had lower grades an spent less time studying than 

students who did not use social network sites. In a study, Echeburua 

and deCorral (2010) observed that those people addicted to social media 

experience symptoms similar to those experienced by people suffering 

from addiction to substances or other behaviours. Investigating some 

aspects of the addictive potential of social networking sites, Pelling and 

White (2010) surveyed 233 teenage students and discovered that 

addictive tendencies with regard to social network site were 

significantly predicted by self-identity and belongingness. This means 

that teenagers who identified themselves as social network sites users 

and those who looked for a sense of belongingness on social sites 

appeared to be at risk of developing an addiction to social network sites. 

Wilson et al., (2010) also indicated in their study that teenagers with 

high extroversion and low conscientiousness scores predicted addictive 

tendencies and frequencies in the time spend on social network sites. 

Facebook can have a powerful influence on the sub-consciousness of the 

users to the point that they don’t even realise their behaviour and 

amount of time they are spend on the online social network.  

Observations had shown that young adults were undiscerning 

users of online social networks with many already tending toward 

excessive usage or are already entrapped in the ‘web’ of addictions. 

Alabi (2013) used the Facebook Addiction Symptoms Scale (FASS) on 

Nigerian students and found clear symptoms of over-dependency.  

Past studies have indicated that people are addicted to Facebook 

when they use it for more than four hours a day (Grindeland and 
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Harrison, 2009; Sharifah et al., 2011). The symptoms of Facebook 

addiction are similar to those experienced by substance addicts 

(Echeburua and de Corral, 2010). 

 

Motivations 

Several studies have viewed Facebook in the light of the uses and 

gratifications perspective (Bumgarner, 2007; Raacke etal., 2008; Park et 

al., 2009; Urista etal., 2009; Quan-Haase and Young, 2010). Exploring the 

factors that drive students to use Facebook, Cheung et al., (2011) 

examined the five key values from the uses and gratification paradigm. 

It was found that among the five values, social-related factors had the 

most significant impact on the intention to use. Guided by the uses and 

gratifications theory, Dhaha et al., (2014) investigated the motives for 

using Facebook and their effect on the addiction to the site among 

Somali youths. Their results suggested that there was a significant 

relationship between FB motives and FB addiction. The uses and 

gratifications paradigm (Katz et al., 1974) assumes that users are goal-

directed in their behaviour and are aware of their needs. The main 

purpose of this paradigm is to explain the reasons that people choose a 

specific medium over others and to elucidate the psychological needs 

that motivate people to use a particular medium. Cheung and Lee (2009) 

listed the popular needs (or key values) that drive people to virtual 

communities: purposive value, self-discovery, entertainment value, 

social enhancement and maintaining interpersonal connectivity. Raacke 

et al., (2008) found that Facebook is used to fulfil social, communication 

and companionship needs.  

Ross et al (2009) found that the motivation to communicate was 

influential in terms of Facebook use. The researchers suggested that 

different motivations may be influential in the decision to use tools such 

as Facebook, especially when individual functions of Facebook are 

being considered. Sharifah et al (2011) brought out a list of perceived 

needs or motivations: 
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Social-interaction: To stay in touch with friends and maintain 

existing relationships.  

Time-pass: To routinely log into Facebook to update profile or to 

kill boredom. 

Entertainment: To watch and share music videos and movies or 

play games. 

Companionship: To find lost or make new friends; to share 

thoughts and feel less lonely. 

Communication: To chat, gossip, send messages, share 

information and post comments. 

 

Facebook is loaded with features that can potentially fulfil these 

social needs, and hence, motivates people to use the social network for 

gratification of their specific needs. But what kind of relationships could 

be expected among these assorted specific needs? As Facebook is both a 

content creation and consumption centre where information is shared 

and new experiences are gained, a positive relationship can be expected 

among them. That is, one motivation could force a person to use 

Facebook and develop and foster another motivation. Based on this 

assumption, the following hypothesis is stated: 

 

(Ha1) Motivations to use Facebook namely, Social-interaction, 

Time-pass, Entertainment, Companionship and Communication 

share a positive relationship. 

 

Media dependency theory 

At its core, the basic dependency hypothesis states that the more a 

person depends on media to meet needs, the more important media will 

be in the person's life and therefore the more effects the media will have 

on the person. Applying the dependency paradigm in the context of 

Facebook, it can be hypothesised that more a user depends on Facebook 

to meet social needs, the more the person will use it and therefore the 



JM&C  Anusha venkat 

Page | 57  
 

more the chances of developing an addiction will be. Accordingly, the 

following statistical hypothesis can be stated: 

 

(Ha2) Motivations to use Facebook namely, Social-interaction, 

Time-pass, Entertainment, Companionship and  

Communication are positively associated with the Extent of 

Facebook Usage and Facebook Addiction. 

 

It is also logical to assume that Facebook overuse could lead to 

addiction and also addiction could increase the usage. Hence, a positive 

relationship could be expected between Facebook usage and addiction. 

Accordingly, the following hypothesis is proposed: 

 

(Ha3) Extent of Facebook Usage and Facebook Addiction  

share a positive association. 

 

It will also be worthwhile to explore the relationships between 

demographic variables age and gender, and the motivations, extent of 

usage and addiction. 

 

Research Design 

To test the web of influences that exist among the chosen variables 

Motivations to Use Facebook, Extent of Facebook Usage and Addiction, 

a survey method was chosen. As many as 300 Indian Facebook users 

were chosen for the study based on a referral (snowball) sampling 

procedure during July-October 2015. The respondents thus chosen 

belonged to the following Indian cities: New Delhi, Mumbai, Bangalore, 

Chennai and Coimbatore.  

Independent variables used in the present study were Age and 

Gender. Facebook users of all ages were allowed to participate in the 

survey and categorised under four groups: Below 20 years, 20-25 years, 

26-30 years and Above 30 years. Of the respondents, 22 belonged to the 

age group of below 20 years, while 152 belonged to the 20-25 category, 
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44 to the 26-30 category and 82 above 30. Of the 300 respondents, 147 

were male. The relations between the Independent variables are shown 

in the following crosstab (Table 1). 

 

Table 1 Crosstab for Age and Gender 

 Variable Age 

Variable GROUPS 
Below 20 

years 

20-25 

years 

26-30 

years 

Above 30 

years 
Total 

Gender 

Male 14 56 30 47 147 

Female 8 96 14 35 153 

Total 22 152 44 82 300 

 

Materials 

Hard copies of the questionnaires were distributed to willing 

respondents to collect self-reported data. Apart from this, data was also 

collected from respondents by distributing soft copies through mails. 

For data storage and analysis, Microsoft Excel and portable versions of 

IBM SPSS and Amos were used. The questionnaire consisted of four A4 

pages and a total of 61 questions. Of the 61, the first two were for the 

Independent variables.  

 

Instrumentation 

The Dependent Variables used in the present study are Motivations 

(under which there are five factors, namely Social-interaction, Time-

pass, Entertainment, Companionship and Communication), Extent of 

Facebook Usage and Facebook Addiction.  

To determine the Motivations to Use Facebook, the instrument 

employed by Sharifah, et al., (2011) is used in the present study. This 

section of the questionnaire has 30 questions, six under each of the 

motivation factors Social-interaction, Time-pass, Entertainment, 

Companionship and Communication. The response format is 'Yes/No', 
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with the response 'No' carrying a score of zero and 'Yes', one. The sum 

of the item scores under each of the five factors is used to ascertain the 

level of motivation. Hence, the scores for the factors ranged from zero 

to six, with the higher scores indicating greater level of motivation for 

that factor. For the variable Extent of Facebook Usage, 11 items that were 

adopted from Venkat, et al., (2014) were used.  

The responses are open-ended left to the respondents to fill in 

their choice of real numbers. The values entered for these 11 items were 

standardised and the resultant scores were used to estimate the scores 

for the variable Extent of Facebook Usage.  

For Facebook Addiction, the Bergen Facebook Addiction Scale 

that constitutes a set of 18 items was used (Andreassen, et al., 2012). 

Facebook addiction is measured with the following six facets: Salience, 

Tolerance, Mood modification, Relapse, Withdrawal and Conflict (refer 

Table 2). The response format is a 5-point Likert-type scale ranging from 

1 (strongly disagree) to 5 (strongly agree).  

The average score of all the 18 items is used to estimate the level 

of addiction of the respondents to Facebook. Higher scores indicate 

greater Facebook addiction. The factor structure of this scale was 

reported to be good (RMSEA = .046, CFI = .99) and coefficient alpha was 

.83 for a sample of 423 students. The 3-week test-retest reliability 

coefficient was reported to be .82 (Andreassen, 2012).  

Questionnaire completion took approximately 20 minutes. No 

monetary or other material incentives were offered in return for 

participation. Response rate was 92%. 

 

Validity and reliability 

To ensure internal validity, the operational measures were set to match 

the concepts. Since Facebook is a relatively new phenomenon, the 

motivations of Facebook users and addiction are domains that have not 

been explored in depth. To measure them, the instrument developed by 

Sharifah, et al., (2011) and the Bergen Facebook Addiction Scale seemed 

adequate. However, for the variable Extent of Facebook Usage that 
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consisted 11 items, a factor analysis was performed using the Principal 

Components method without any rotation, to refine the instrument. 

Finally, six items were chosen. The Kaiser-Meyer-Olkin measure of 

sampling adequacy suggested that the sample was factorable 

(KMO=.795) and Bartlett’s Test of Sphericity posted a significant 

outcome (χ2 = 525.516, p < .01). The result of the factor analysis showed 

that a single factor contributed to 49.768% of the total variance.  

 

Table 2 Facets of Facebook Addiction 

COMPONENTS 
DESCRIPTION 

SALIENCE The activity dominates thinking and behaviour 

MOOD 

MODIFICATION 
The activity modifies/improves mood; 

TOLERANCE 
Increasing amounts of the activity are required to  

achieve previous effects; 

WITHDRAWAL 
The occurrence of unpleasant feelings  

when the activity is discontinued or suddenly reduced; 

CONFLICT 
The activity causes conflicts in relationships, in  

work/education, and other activities; 

RELAPSE 
A tendency to revert to earlier patterns of the activity after  

abstinence or control 

 

The six items thus chosen were: number of Facebook friends, 

number of ‘likes’ you clicked in the past one week, number of comments 

you received in the past one week, number of comments you posted in 

the past one week, average number of hours you spend a day on 

Facebook and the number of Facebook groups you are part of. The 

regression scores of the factor analysis were saved for the variable 

Extent of Facebook Usage.  
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Findings 

Hypothesis testing (Ha1) Motivations to use Facebook namely, Social-

interaction, Time-pass, Entertainment, Companionship and 

Communication share a positive relationship. 

To test the relationship among the five motivation factors, 

Pearson's product-moment correlation analysis was performed and the 

results are presented in Table 3. 

 

Table 3 Correlations among Motivation factors 

 Time Pass Ent. Companionship Communication 

Social Interaction 

Corr .347 .420 .538 .424 

Sig. .000 .000 .000 .000 

N 300 300 300 300 

Time Pass 

Corr  .567 .387 .373 

Sig.  .000 .000 .000 

N  300 300 300 

Entertainment 

Corr   .342 .315 

Sig.   .000 .000 

N   300 300 

Companionship 

Corr    .472 

Sig.    .000 

N    300 

 

The data showed no violation of normality, linearity or 

homoscedasticity. Strong and positive correlations were observed 

among the five motivation factors (r = .315 to .567, n = 300, p < .0005). 

Hence, the hypothesis that (Ha1) Motivations to Use Facebook namely, 

Social-interaction, Time-pass, Entertainment, Companionship and 

Communication share a positive relationship is accepted. This finding 

implies that each of the five motivational factors chosen for the study 

develops and fosters the other motivational factors.  

 

Hypothesis testing (Ha2) Motivations to use Facebook namely, 

Social-interaction, Time-pass, Entertainment, Companionship 
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and Communication are positively associated  

with the Extent of Facebook Usage and Facebook Addiction. 

 

To test this hypothesis, Pearson's product-moment correlation 

was run between the motivation factors, and Usage and Addiction and 

the results are presented in Fig. 1 and 2. The data showed no violation 

of normality, linearity or homoscedasticity.  

Strong and positive correlations were observed between the five 

motivation factors and Usage and Addiction (r = .215 to .417, n = 300, p 

< .0005), except between Communication and Addiction. Hence, the 

hypothesis that (Ha2) Motivations to use Facebook namely, Social-

interaction, Time-pass, Entertainment, Companionship and 

Communication are positively associated with the Extent of Facebook 

Usage and Facebook Addiction is accepted. Those using the online 

social network for passing time and companionship showed the greatest 

probability of becoming addicted to Facebook. 

 

Hypothesis testing (Ha3) Extent of Facebook Usage and 

Facebook Addiction share a positive association. 

 

To test this hypothesis, Pearson's product-moment correlation 

was run between the Extent of Facebook Usage and Addiction and the 

results are presented in Table 4.  
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The data showed no violation of normality, linearity or 

homoscedasticity. Strong and positive correlation was observed 

between the Usage and Addiction (r = .548, n = 300, p < .0005). Hence, 

the alternative hypothesis that (Ha3) Extent of Facebook Usage and 

Facebook Addiction share a positive association is accepted. 

To explore the relationships between the Independent variable 

Age and the five motivation variables, Usage and Addiction, one-way 

Anova was performed and the results are presented in Table 5 and Fig. 

One-way Anova results indicate that there is significant 

difference among the Age groups with regard to the motivation factors, 

Usage and Addiction (refer Table 5). Facebook users belonging to the 

Age group of 26-30 years use the social network lesser for social 

interaction, passing time and entertainment purposes.  

 

Table 4 Correlation between Usage and Addiction 

  Usage Addiction 

Usage 

Pearson Correlation 1 0.548 

Sig. (2-tailed) 0 0 

N 300 300 

Addiction 

Pearson Correlation 0.548 1 

Sig. (2-tailed) 0 0 

N 300 300 
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Table 5 One-way Anova results: Age vs. Motivations, Usage and Addiction 

 F Sig. 

Social Interaction 3.141 .026 

Time Pass 10.926 .000 

Entertainment 8.621 .000 

Companionship 6.501 .000 

Communication 7.917 .000 

Usage 8.226 .000 

Addiction 20.018 .000 

 

(df = 3, 299) 

Younger people tend to use Facebook more for such purposes. 

The 26-30 year old use Facebook mainly for companionship and 

communication purposes. However, younger users tend to use 

Facebook more and are more probable to become Facebook addicts. 

To explore the relationships between Gender and the five 

motivation variables, Usage and Addiction, T-Test was performed and 

the results are presented in Table 6 and Fig. 4. 

Statistically significant associations were found between Gender 

and Social-interaction, Entertainment and Addiction. While the male 

respondents use Facebook more than their female counterparts for 

social interaction, the females use it more for entertainment than their 

male counterparts. Both of them were equally likely to get addicted. 

 

Discussion 

Independent variable Age is found to share statistically significant 

relationships with the five motivation factors, extent of Facebook usage 

and Facebook addiction. Gender was found to share relationships with 

two of the five motivation factors (Social-interaction and Entertainment) 

and Addiction. Facebook users belonging to the Age group of Below 20 

years recorded the highest level of motivation for passing time, while 

those belonging to the Age group of 26-30 years recorded the lowest.  
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Table 6 T-Test results: Gender vs. Motivations, Usage and Addiction 

 F Sig. 

Social Interaction 8.117 .005 

Time Pass .095 .758 

Entertainment 34.008 .000 

Companionship .097 .756 

Communication 1.203 .274 

Usage .221 .639 

Addiction 7.735 .006 
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It was observed that the use of Facebook for passing time 

decreases as the age of the users increases. Those belonging to the Age 

group of 20-25 years recorded the highest level of motivation for 

Entertainment, while those belonging to the Above 30 years recorded 

the lowest. It was observed that younger Facebook users use the online 

social network more for entertainment purposes.  

Users belonging to the Age group of 20-25 years recorded the 

highest level of motivation for Companionship, while those above 30 

years recorded the lowest. Users of 20-30 years use the online social 

network more for companionship purposes. Similarly, users of 26-30 

years use the online social network the most for communication 

purposes. Young users tend to overuse Facebook and face the risk and 

symptoms of addiction. Katz et al., (1974) assumes that users are goal-

directed in their behaviour and are aware of their needs.  
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The present study also proposed a need or motivation-based 

perspective to investigate Facebook usage and has come out with 

positive results. A positive association was observed among the five 

motivation factors chosen for the study and also between them and 

extent of Facebook usage and addiction. These findings are in line with 

the observations of Bumgarner (2007), Raacke (2008), Park (2009), Urista 

(2009) and Quan-Haase (2010). As prophesied in the media dependency 

theory, the present study finds that the motivations to use Facebook 

have a positive relationship with usage and addiction, implying that 

more a user is in need of using Facebook, the more the user will become 

dependent on it, leading to addiction. Usage also, as proposed, had a 

positive relationship with addiction. 

As the popularity and importance of the online social network 

rises, the users become more and more motivated to log into it to satisfy 

their social needs and maintain their social image and ties. Such reliance 

could, unconsciously, lead to addiction. Media dependency theory 

attempts to explain the relationship between the content of the mass 

media, the nature of the society and the communication behaviour of 

audiences. The theory postulates that people are dependent on the mass 

media for information needs. Now that social media has become part of 

people’s daily life, addiction to it has become the resultant effect of over-

dependency on it for information, sensation, entertainment, satisfaction, 

so on and so forth. Besides, there seems to be a relationship between the 

desire for gratification and dependency. As submitted by Sung and 

LaRose et al (2004) internet addictions in general are “habits” that begin 

when the “gratification sought”, become a conditioned response to 

negative effect, then such behaviour becomes a goal in itself, thus 

leading to preoccupation with it. That also explains the observed 

association between the motivations, usage and addiction. 

Most evaluations of Facebook usage are based on the number of 

times one uses Facebook per day (Mazman and Usluel, 2010; Pelling and 

White, 2009; Vasalou et al., 2010; Wilson et al., 2010), and the amount of 

usage each day (Mazman and Usluel, 2010; Ross et al., 2009; Thompson 
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and Lougheed, 2012). Very few studies have concretely classified the 

behavioural standards of Facebook addiction, such as those who use 

SNSs four times per day (Pelling and White, 2009; Wilson et al., 2010), 

those who use it for more than 60 min per day (Thompson and 

Lougheed, 2012), or those who use it for more than five hours per day 

(Karaiskos et al., 2010). The present study draws a distinction between 

Usage and Addiction and finds a positive association between them, 

indicating that overuse could lead to addiction. 

 

Conclusion 

Facebook offers an array of helpful tools for social and professional 

needs. It opens a channel to connect with the world and communicate 

with friends and those with similar interests.  

Overindulgence in this virtual reality, however, takes a toll on the 

social life and ties in the real world, altering the behaviour of the user 

leading to a syndrome of addiction. This overdependence in Facebook 

or a pathological state of addiction that affects the offline social life of 

the user is viewed as a critical issue as the popularity of the online social 

network is increasing among the Indian masses. Indian is becoming the 

leading Facebook market.  

As the study results show, unchecked usage of Facebook could 

easily lead to addiction. It is, however, the social needs that are driving 

the users to Facebook, with those using it for companionship needs and 

logging into the social network to kill boredom facing the strongest 

chances to become addicts. Developing on the media dependency 

paradigm, the present study observed positive correlations between the 

motivations to use Facebook and extent of usage and addiction, 

implying that the more a person uses the social network to satisfy social 

needs, more the chances are to get addicted to it. 
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