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A cross-national study of Twitter users’ motivations and continuance
intentions

Iryna Pentina®', Oksana Basmanova® and Lixuan Zhang®*

“Department of Marketing, University of Toledo, Toledo, OH, USA; bBusiness Administration
Department, People’s Ukrainian Academy, Kharkov, Ukraine; “Augusta State University, Augusta,
GA, USA

Given the explosive popularity and growth of microblogging worldwide and its
potential use in the areas of public policy, civic activism, as well as marketing and
advertising, the questions of why and how individuals use these services warrant a
comprehensive research. While some studies addressing motivations to join and
continue using Twitter have been published, no research to date has investigated these
issues in the context of developing economies. This exploratory study seeks to build an
understanding of Twitter usage and continuance motivations in Ukraine, and compares
them to those of the US users. The findings of the study suggest that participants in both
countries use Twitter for professional development, entertainment, status maintenance,
and social interaction and exchange. The Ukrainian participants, however, emphasize
Twitter use for identity negotiation and self-expression, as well as for news updates and
sharing. The study also examines how different motivations of joining Twitter affect
current Twitter usage and continuance intentions, and provides implications for public
policy and advertising.

Keywords: Twitter usage; cross-national study; social media; uses and gratifications

Introduction

Microblogging is a form of social media that allows users to broadcast short messages via
multiple platforms to friends and followers, ensuring frequent and immediate updates on
their activities, opinions, and status (Barnes et al. 2010). The most popular microblogging
platform, Twitter (currently reporting over 500 million registered users), has enjoyed
unprecedented adoption diffusion around the world (Pan, 2012). As a form of social
media, Twitter intrigues marketers with possibilities to connect brands with consumers at a
deeper, personal level and on a wider scale. By tapping into real-time worldwide
information on this network, businesses have unprecedented opportunities to collect
accurate data about their customers, understand their needs and issues, show their own
‘human’ side, and engage in a friendly dialogue that can strengthen loyalty and create new
relationships (Economist 2010). While numerous businesses have jumped on the Twitter
bandwagon (Sarner, Collins, and Fletcher 2011) by establishing brand accounts and
experimenting with various promotional, PR, customer service, and research tools, the
development of precise marketing strategies is contingent upon clear understanding of
why people join and continue participating on Twitter. Born in 2006 as a side project and
spun off in a different company in 2007, Twitter was an unusual entrant on the social
media scene. Although similar to other Web 2.0 phenomena in terms of growth, the
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microblogging site holds a distinct status by allowing members to follow anyone without
being followed back and limiting all posts to 140 characters. The fact that only 15% of adult
social media participants in the USA use Twitter compared to the 73% who have a
Facebook profile (Pew Research Center 2012a) suggests that Twitter may fulfill a unique
function that differs from those of other online and social media. Finding out whether its
members have unique needs that motivate them to join and continue using Twitter, and
whether these needs are similar for Twitter users in different cultural and political
environments may provide important insights for marketers in the process of developing
global marketing strategies and allocating resources for marketing on Twitter and other
microblogging platforms. Despite the strategic importance of these issues, very few studies
to date have addressed the motives and their role in explaining Twitter usage patterns and
continuance intentions (Chen 2011; Java et al. 2007; Johnson and Yang 2009).

Another virtually unaddressed topic in the research on adoption and use of
microblogging, as well as other online social media, is the impact of contextual cultural
and/or political environment on individual media choices and usage patterns. Only a few
studies have considered the roles of cultural variables, such as high/low context (Kim,
Sohn, and Choi 2011), and collectivism, power distance, and masculinity (Lewis and
George 2008), in affecting the reasons for participating in and disclosing information in
online social networks. While their results suggest that culture plays a role in determining
the importance of various motivations in joining social networks, their contexts were
limited to developed countries (e.g. South Korea and the USA) and did not consider
microblogging motivations. To our knowledge, no studies to date have considered the role
of culture in microblogging adoption and use in developing countries, where adoption of
social media and their mobile applications is rapidly increasing (Pew Research Center
2012b).

To address this gap, the current study compares Twitter users in the USA (a mature
microblogging tradition within a democracy) with those in Ukraine (reflecting a relatively
recent Twitter audience in transitional political and institutional circumstances). In
particular, we identify major motivations to use Twitter in Ukraine and the USA and
compare potential impact of different motivations on usage patterns and Twitter
continuance intentions in both countries. The remainder of the paper presents prior research
on the topic, identifies the gaps addressed by the current study, describes its methods, reports
the results of the investigation, and discusses its findings. Managerial implications are
derived from the findings, and directions for future research in the area are proposed.

Prior research

The extant literature on Twitter motivations and functions is very sparse and somewhat
inconsistent. Its worldwide usage patterns were analyzed in two studies that used the
information records from the site and arrived at different conclusions. Java et al. (2007)
analyzed the topological and geographical properties of Twitter’s social networks and
identified four dominant types of its uses: updates on daily routines, conversations focused
on certain topics, sharing information and links, and reporting news. Kwak et al. (2010),
on the other hand, identified only one dominant activity, news broadcasting, in their study
examining Twitter’s follower—following topology. The authors found that Twitter’s
follower distribution deviates from the power law function describing other social
networks. According to them, in Twitter, a few prominent users each had over one million
followers. This distribution did not fit power law distribution, which postulates that the
number of followers should vary as a power of the tweeter’s rank. Twitter was also
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characterized by low proportion of reciprocal relationships (22.1%) compared to other
social networking sites (68% on Flickr and 84% on Yahoo 360). Finally, the lack of
relationship between the number of followers and popularity of one’s tweets measured by
retweets suggested a deviation from the characteristics of other human and computer-
mediated social networks. On the basis of this, and the fact that the majority of trending
topics included news, the authors suggested that Twitter may be better characterized as a
news medium as opposed to a social network (Kwak et al. 2010).

Two other studies surveyed US Twitter users to elicit their motivations for joining
Twitter. Johnson and Yang (2009) utilized the Uses and Gratifications (U&G) paradigm to
examine how various motives for using Twitter affect usage behaviors. They reported that
users motivated by the need to receive and share information and news learn interesting
things, give and receive advice, participate in discussions, and meet new people spent more
hours per week on the site than those who used Twitter to have fun, relax, be entertained,
and pass the time. Additionally, only the motivations to give and receive advice and to
share information with others predicted higher frequency of posted messages. The study by
Chen (2011) found that the need to connect with others is positively related to the
frequency of tweets, time spent on the site, total number of tweets, and length of
membership. Both studies appear to concur that Twitter is used by its participants in the
USA primarily to satisfy the need for information (both headline news and personal life
updates) and connectedness (mainly with those who share common interests). Finally,
Twitter continuance behavior was investigated by Barnes and Boringer (2011). They found
that perceived usefulness of the microblogging service, satisfaction with the tool, and the
habit of using it were the major determinants of Twitter continuance intentions in the USA
and Europe. Their findings highlighted the previously identified role of Twitter as a social
site that, in addition to providing benefits such as news information and personal updates,
serves as a routine and habitual platform for socializing and connecting. Although the
above-mentioned studies provide an initial understanding of the uses and functions of
Twitter, the extant literature lacks a comprehensive account of Twitter participants’
motivations to join the platform and the role of these motivations in determining the users’
current behaviors and future intentions toward Twitter. Moreover, research on cultural
differences in using this globally adopted platform appears to be nonexistent.

As a ‘shared perception of social environments?’ (Triandis 1972), culture affects
individual behaviors in relation to other people and institutions, as well as their patterns of
interaction and media choices for communicating with others (Gudykunst et al. 1996). The
variations in cultural communication styles are generally explained in the extant literature
by Hall’s (1976) differentiation between low- and high-context communications. Low-
context communication, where individuals use explicit messages to convey the meaning,
is predominant in individualistic societies, focusing on self as a unique entity. High-
context communication, predominant in cultures emphasizing collectivism and a focus on
self as embedded in group membership (Triandis 1972), uses indirect and implicit
messages, with meaning embedded in the sociocultural context. While no studies to date
have compared microblogging motivations and usage patterns in different cultures,
research in other social networks suggests possible influence of value orientations on
participants’ motives and usage patterns, which underscores the possibility of unique
findings in the Ukrainian context. For example, a comparative study (Kim, Sohn, and Choi
2011) reported that the main motives to join an online social network (such as Facebook)
for Korean students were ‘seeking social support’ and ‘seeking information’. On the
contrary, in the USA, ‘entertainment’ and ‘convenience’ were identified as major reasons
for joining online social networks. The authors suggested that in low-context cultures
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(like the USA), users join social networks for superficial impression management and
casual relationships, while in high-context cultures (like Korea), the motives are based on
the need to form long-term relationships and define one’s group identity. Another study
(Chau et al. 2002) compared Internet users in the USA and Hong Kong and found that the
Internet was mainly viewed as a means for social interaction in the more collectivistic
Hong Kong, and as an information portal in the USA, supporting the role of cultural
differences in media attitudes and choices.

Contemporary Ukrainian culture has been influenced by both the traditional communal
values of the seventeenth—nineteenth centuries, quasi-collectivistic features of the
oppressive Soviet regime, and the growing individualistic tendencies borrowed from
western pluralism (Badan 2011). As a result, it can be presently characterized as ‘tribal’
where loyalty and interdependence are concentrated at the family (or small in-group) level
and competition and hedonism are practiced in the society in general (Leaptrott 2003). Since
communication media patterns and motives are shaped by cultural contexts (Kim, Sohn, and
Choi 2011), we anticipate that Ukrainian Twitter users are driven by a somewhat different
set of motivations than those in the developed western countries characterized more
commonly by individualistic culture and low-context communication style. The present
research endeavors to inductively arrive at major motivations to use Twitter in Ukraine, and
to compare them to those in the USA. We also compare potential impact of different
motivations on usage patterns and Twitter continuance intentions in both countries.

Methods
Context

The study compared the motives and their effects on usage patterns of Twitter users in
Ukraine and the USA. These countries were selected because of differences in economic
and technological development, contrasts in the Internet and social media penetration, as
well as potential differences in dominant communication styles determined by their cultural
contexts. Boasting a high level of education and literacy and classified as an emerging
market by the World Trade Organization, the United Nations, and the World Bank, Ukraine
is representative of other former Soviet countries in economic transition. With the GDP per
capita estimated at $3615 and the human development index (HDI) of 0.729, Ukraine is
undergoing a prolonged, complex transition to a free-market, consumption-based economic
model. While numerous business and marketing practices effective in western economies
are being implemented by businesses in Ukraine, the low Internet penetration (less than 25%
of the population) prevents a mass scale use of Internet marketing (Kostenko 2011).
However, the emerging middle class exhibits great interest and involvement with the
Internet as both informational and commercial communication channel. On the other hand,
the USA is economically developed with GDP per capita at $48,112 and an HDI index
of 0.937. With an Internet penetration rate higher than 78%, 67% of US online adults use
social networking sites (Pew Research Center 2013). The two countries also exhibit sharp
contrasts in cultural values. Ukraine is characterized as a collectivistic culture with high-
context communication style, and USA as an individualistic culture with predominantly
low-context communication style.

The few existing research studies of Ukrainian marketing and marketing in former
Soviet countries focus on the specifics of advertising perceptions (Wells 1994), stages, and
managerial approaches to adopting marketing in Eastern Europe (Akimova 1997; Marinov
etal. 1993), as well as the effect of marketing adoption on firm performance (e.g. Akimova
2000; Brooksbank 1991). However, no extant research investigates motivations for online
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communications and, particularly, microblogging in Ukraine. In addition, no studies have
examined the difference in motivations and usage behavior of Twitter users between
Ukraine and the USA.

Procedure

For this study, 12 in-depth interviews (20—50 minutes each) with Twitter users in Ukraine
and 15 interviews with Twitter users in the USA were conducted with the goal of eliciting
information about the respondents’ uses of and behaviors on Twitter, reasons for joining,
its importance in their lives, what they enjoy in the process of using it, and whether (and
why) they intend to continue using it. In Ukraine, the interviewees were recruited by one
author’s graduate business students who identified regular Twitter users among their
family friends and business colleagues. In the USA, the interviewees were selected from
an author’s personal acquaintances and professional colleagues who used Twitter on a
regular basis. In both countries, every attempt was made to interview a diverse and
representative set of the Twitter community.

The interview transcripts were analyzed to generate a comprehensive list of 32
motivations for Ukrainian and 17 for American respondents. Subsequently, these lists were
sent to one Twitter user in each country (with more than 3000 followers each) for feedback.
Seven Ukrainian users provided comments that led to the deletion of one item due to its
ambiguity and overlap with other items, for the total of 31 motivational items. The
comments by three US users did not lead to any modifications in the list of 17 motivations
for American Twitter users. Online surveys in English and in Ukrainian were designed that
asked respondents to rate (using a seven-point Likert scale) the respective Twitter use
motives: ‘I use Twitter to ’. The scale was anchored at 1 (strongly disagree) and
7 (strongly agree). The surveys also asked for the respondents’ demographics, time spent on
Twitter each day, frequency of tweet updates, the time they first registered on Twitter, the
number of followers, and intentions to continue using and to recommend Twitter to friends.
All questions were translated and back-translated from Ukrainian to English by each
bilingual author to avoid language-related errors in the analysis.

In Ukraine, the online survey was distributed to the members of the Ukrainian Twitter
community by a member, who was selected due to his active participation in the
community and large number of followers. Of the 130 responses collected, five were
incomplete, and so 125 were retained for the analysis. In the USA, a social media
consultant was chosen to distribute the survey to her followers since she had over 1500
followers and had a lot of interaction with her followers. Her request resulted in
80 responses, of which 77 were complete. Given the exploratory nature of the study, the
sample size was considered adequate. While this sampling method has low cost and
provides easy access to targeted population, it yields a convenience sample with the
respondents being more likely to have stronger social ties and be similar in age, education,
and social values to the two requestors. Additionally, the samples could also be biased by
volunteerism, with more cooperative subjects being more likely to participate (Erickson
1979). Therefore, the results of this study should be generalized with caution.

Results
Factor analysis of Twitter users’ motives

The US sample (n = 77) contained 61% female respondents, with an average age of 40.5
years, and with 86% respondents having at least a bachelor’s degree. These demographics
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reflect the profile of US Twitter members with an average age of over 35 years, 53% of
whom are female, and with a household income of over $60,000 (Cheng and Evans 2009).
The Ukrainian sample (n = 125) contained 55% males, with an average age of 28 years,
and with 89% of respondents having a bachelor’s or higher degrees. While typical
Ukrainian Twitter user demographics are not available, the sample characteristics are
representative of the Ukrainian Internet user who is characterized by a younger age and
higher socioeconomic status that provides access to wireless and mobile communications
(Kostenko 2011). Table 1 shows the respondents’ demographic information along with
their Twitter activity data. The US respondents logged in to Twitter a median of 14 times a
week (min = 0, max = 1001), had a median of 500 followers (min = 0, max = 20,000),
and have been members of Twitter for a median of 2 years (min =0, max = 5).
Ukrainians logged into the network a median of five times a week (min = 0, max = 960),
had a median of 30 followers (min = 0, max = 15,000), and have been on Twitter a
median of 1 year (min = 0, max = 5).

An exploratory factor analysis with Varimax rotation was performed on the two sets of
motivations data (Costello and Osborne 2005). After deleting one item in the US data and
two items in the Ukrainian data due to low loadings or cross-loadings, four factors were
identified for the US data (explaining 76.5% of variance) and six for the Ukrainian data
(explaining 74.1% of variance). Tables 2 and 3 present the items retained for each factor
along with their eigenvalues, percentage of variance explained, Cronbach’s alpha scores
(all above 0.76), and scale means. The scale items for each factor were averaged to create
composite factor scores for further analysis.

The ‘Identity Negotiation and Self-Expression’ factor, unique for the Ukrainian
sample, reflects Twitter use to record the events of one’s life for oneself and to broadcast
immediate thoughts, feelings, and emotions to others. It appears to represent a desire to
negotiate identity through sharing mental processes and real-time happenings, to get

Table 1. Respondents’ information (in %).

Country
USA Ukraine

Gender

Male 39.5 544

Female 60.5 45.6
Marital Status

Single 27.9 61.6

Single, have children 34.9 7.2

Married 8.1 14.4

Married, have children 3.5 15.2

Other 25.6 1.6
Employment status

Unemployed 14 18.4

Employed part-time 8.1 15.2

Employed full-time 77.9 66.4
Education

Some high school 1.2 24

High school graduate 11.6 8.8

Completed bachelor’s degree 58.1 18.4

Completed graduate degree 16.3 55.2

Completed advanced degree 12.8 15.2
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approval and legitimacy confirmation from similar others, and to reflect the development
of common meanings and values. The absence of this motivation for Twitter use in the US
sample may be attributed to the availability and wide adoption of numerous social
networking sites (such as Facebook) where this need is better met due to their broader
functionality and significantly wider adoption. While both Facebook and various Russian-
language networking sites are used in Ukraine, their adoption is relatively low and
comparable to that of Twitter (at about 500,000 users each; Rudenko 2012), which may
indicate that the need for self-expression and identity negotiation can be equally satisfied
by both types of online communities. One potential explanation for this may be an
emphasis on high-context cultural tradition, where brief messages can adequately transmit
complex ideas and concisely describe events, to which the homogenous Ukrainian Twitter
demographics can easily relate. A tentative support for this explanation comes from the
study of Chinese microblogging (Weibo) motivations that also identified self-expression
as a driver of joining Weibo and affecting the frequency of updates and time spent on the
site (Zhang and Pentina 2012). Given the specifics of the Chinese language, and the high-
context nature of the Chinese culture, short updates appeared to be sufficient for fulfilling
the need to express and preserve one’s thoughts, feelings, and opinions. However, this
explanation for the Ukrainian microblogging should be tested in future research.

The ‘Status Maintenance’ factor was identified in both samples and reflects the need
for elevating one’s social status through belonging to an aspirational social group and
receiving support from it, both in terms of access to networking connections and problem
solving, and for impressing others. This motivation has been identified in numerous media
usage studies employing the U&G approach (Blumler and Katz 1974; Tan 1985) and is
attributable to various online media. The ‘weak tie’ type of Twitter participation and
membership, where reciprocity of friendship and connections is not required, may be
particularly conducive to satisfying the status maintenance motivation. The fact that users
can participate in transmitting important news and celebrity information may facilitate
fulfilling the motivation to elevate one’s visibility via ‘process gratification’, rather than
through creating and broadcasting own content (Chen 2011).

The ‘Professional Development’ factor was identified in the Ukrainian sample to
indicate Twitter use for advertising and recruiting, in addition to following changes and
trends in the respondents’ respective industries. US sample, while also reflecting the need
for professional development by using Twitter, contained this motivation within a broader
set of items combining it with information use and sharing, and problem solving.
Therefore, in the US sample, this broader factor was labeled as ‘Information Sharing and
Professional Development’. It is interesting that the item for information sharing in the
Ukrainian data fell within a separate motivational factor, ‘News and Content Sharing’
which also contained the need to get information about real-time news and events and to
share (retweet) interesting content. These differences may be explained by the greater
separation between the strictly practical Twitter utilization for business and promotional
purposes, and its use as a more comprehensive source of information for news, political,
and other issues of interest in Ukraine. It is also possible that different segments of Twitter
participants use it for different purposes: those who focus on Twitter as strictly a
promotional tool may not be using it as a political and general information source. The
lack of a separate factor for news and content sharing in the USA probably reflects
Twitter’s lower importance as a news medium, under the conditions of proliferation of
news media choices. The existence of a separate motivation of news and content sharing
further underscores the importance of Twitter for disseminating timely information in
societies that rely on it for objective reports of events and commentary.
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‘Social Interaction and Exchange’ motivation was common to both samples and
reflected the need to keep in touch with friends, interact with others, and meet new and
interesting people. The motivation is fundamental for any social media and was previously
found to positively affect intentions to join social networks (Raacke and Bonds-Raacke
2008), as well as the frequency of Twitter use (Chen 2011). Finally, the ‘Entertainment’
motivation was also common to both samples, and manifested in the need to relax, pass the
time, play, and (for the Ukrainian sample) share jokes. In earlier research, entertainment
motivation was found to positively affect the number of friends in social networks, as well
as the attitude toward social networking sites (Kim, Sohn, and Choi 2011).

Twitter motives and user demographics

Previous research shows that women and men perceive and use technology-mediated
communication channels differently (Gefen and Straub 1997). For example, female
bloggers discuss their personal life more frequently and write in a more personal style.
Male bloggers, on the other hand, write more about technology, money, and politics than
females (Schler et al. 2006). On Facebook, women are more likely than men to view and
share photos, keep in touch with friends, and post status updates (Joinson 2008). A PEW
study shows that females are more likely to use social media to connect with families than
males (Pew Research Center 2011). We conducted a MANOVA test that showed a
significant difference between males and females on the scores across the six Ukrainian
motivation scales (F = 3.55, p = 0.004). Further analysis of between-subjects effects
showed that scores were significantly different for three factors — identity negotiation,
entertainment, and professional development — and marginally significant for social
interaction (Table 4). Ukrainian women are more likely to use Twitter for expressing their
emotions and recording life events (Memae = 4.8, SD = 1.86) than men (M, = 3.88,
SD = 1.69), as well as for entertainment (Mfepae = 5.02, SD = 1.56; M .. = 4.33,
SD = 1.78) and (marginally) for social interaction (Mgemae = 4.12, SD = 1.43;
Mae = 2.94, SD = 1.47). Ukrainian men are more likely to pursue professional

Table 4. MANOVA results: demographics and Twitter motivations.

Type III sum

Source Dependent variable of squares df Mean square F Sig.
Ukraine

Gender Social interaction 8.856 1 8.856 3.153 0.080
and exchange
Status maintenance 0.166 1 0.166 0.067 0.796
Identity negotiation 15.469 1 15.469 5.211 0.025
Entertainment 25.689 1 25.689 12.270 0.001
Professional 15.806 1 15.806 5.987 0.017
development
News updates and 2.744 1 2.744 1.279 0.262
content sharing

USA

Gender Social interaction 0.084 1 0.084 0.041 0.840
Status maintenance 0.032 1 0.032 0.015 0.903
Entertainment 0.794 1 0.794 0.240 0.626
Information sharing 0.016 1 0.016 0.008 0.929

and professional
development
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development (M, = 4.15, SD = 1.73) on the platform than women (Mfepae = 3.88,
SD = 1.69). Other motivations (status maintenance and information and news updates)
appear to be equally important for both Ukrainian males and females. The analysis of the
US sample did not reveal any differences in Twitter motivations between men and women
(F = 0.18,p > 0.1; Table 4). These results may indicate increased similarity between men
and women in using Twitter as it becomes more widely adopted in the USA, and warrant
further research into potential cultural or value-based antecedents of gender differences in
microblogging (and other social media) use.

In the context of social media, age has been shown to affect users’ preferred activities
and usage patterns. For example, younger people are more likely to connect with friends
and view and share pictures on Facebook than older users. Additionally, younger
participants spend more time on Facebook and have more friends than older participants
(Joinson 2008), while middle-aged and older adults are more likely to use social media as a
tool to connect with people with common interests (Pew Research Center 2011). Our
results show that in both samples, the entertainment motivation to use Twitter was stronger
for younger participants (Bageukraine = —0.246; p =0.034; Bageus = —0.355;
p = 0.009). Also, younger Americans used Twitter to maintain their status more than
older US Twitter users (Bageus = —0.355; p = 0.007), while older Ukrainians had
stronger motivation for professional use of Twitter (8agcukraine = 0.35; p = 0.002) than
those of younger age.

Twitter usage patterns and continuance intentions

A series of multiple regressions were run using motivation factor scores to see whether
different motives of joining Twitter influence the length of membership, frequency of
visits to the site, time spent on the platform during each visit, number of followers, as well
as the intentions to use Twitter in the future and recommend it to others (Tables 5 and 6).
Age and gender were used as control variables. Mainly men (BgenderUkraine = — 0.201;
p=20.09) and those motivated by status maintenance (BsiusMotiveUkraine = 0.312;
p = 0.025) and professional development (BpommotiveUkraine = 0.264; p = 0.052) were
characterized by longer Twitter use in the Ukrainian sample. In the US sample, only the
participants’ age (Bageus = 0.342; p = 0.021) correlated with their number of years on
Twitter. This result may mean that early adopters of Twitter in Ukraine are innovators
wishing to make their higher socioeconomic status visible via the platform. Additionally,
those attracted to the platform by the possibility to promote their businesses and identify
career opportunities may be the first on the Twitter bandwagon. Since the majority of the
sample (75%) joined Twitter less than 2 years ago, it can be suggested that by the time
Twitter was introduced in Ukraine, it already had well-developed advertising and targeting
capabilities and, therefore, immediately attracted those who wanted to try out a new
marketing communications medium.

In the US sample, the frequency of Twitter visits per week (logarithmically
transformed due to high skewness of the variable) was higher for those motivated by the
information sharing and professional development motive (Binfomotiveus = 0.397;
p = 0.036), and lower for males (Bgenderus = — 0.255; p = 0.051). The time spent on
the site during each visit, however, did not differ based on age, gender, or Twitter motives.
In the Ukrainian sample, neither frequency of visits to the microblogging site nor the time
spent on the platform during each visit was affected by users’ motivations or
demographics. A possible explanation of no significant influence of Twitter motives on its
usage frequency and time in Ukraine may be explained by its relatively novel position
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among other communication media, whereby regardless of the motivation to join,
members use it on a trial basis. The relatively low usage rate across the Ukrainian sample
(the median of 5 visits per week, each at the median of 15 minutes long, compared to the
median of 14 visits at 60 minutes each in the USA) may further support this explanation.

While the number of followers (logarithmically transformed) of American Twitter
users was positively affected by the Information sharing and professional development
motive (Bfomotiveus = 0.361; p = 0.029) and negatively by the status maintenance
motive (Bsumusmotiveus = — 0.29; p = 0.05) and (marginally) increased for older users
(Bageus = 0.239; p = 0.08), only the entertainment motive (BgnieriMotiveUkraine = 0.451;
p=0.001) and age (BageUkraine = 0.347; p = 0.008) affected this outcome for the
Ukrainian users. These findings suggest that asking for and giving professional advice
facilitates the process of Twitter-mediated communication and attracts more followers
who want to stay ‘in the loop” on the latest developments, making relevant content
creation an important driver of popularity in the USA. This exchange of professional
information, involving reciprocal give-and-take in an open forum, however, appears not to
be as highly valued among Ukrainian Twitter users. Instead, those who retweet jokes and
entertain their followers seem to enjoy greater popularity, possibly reflecting the
importance of folklore and indirect and implicit communications, characterizing Ukraine
as a high-context culture.

Natural log of the number of brands followed by Twitter participants on the platform
was positively influenced by the social interaction and exchange motive
(BsocialMotiveUkraine = 0.442; p = 0.01) in the Ukrainian sample, and by the information
sharing and professional development motive (Bsfomotiveus = 0.394; p = 0.034) in the US
sample. These differences further underscore the role of Twitter as a source of professional
information and problem solving in the USA. In Ukraine, however, Twitter users interact
with brands they follow on the platform socially, which may present a better advertising
and viral environment. After all, a majority of Twitter promotional strategies emphasize
social relationship building and maintenance, as well as follower engagement with brands
to ensure exponential spread of information throughout the network.

In the Ukrainian sample, females (BgenderUkraine = 0-256; p = 0.013) and those
attracted to Twitter by the need for news and content sharing (ByewsMotiveUkraine = 0.451;
p =0.001) were more likely to continue using Twitter in the future, and only those
motivated by the news and content sharing (BewsMotiveUkraine = 0.291; p = 0.042) were
more likely to recommend Twitter to their friends. In the US sample, the intention to
continue using Twitter was positively affected by age (Bageus = 0.292; p = 0.007) and
information sharing and professional development motive (Brnfomotiveus = 0.432;
p =0.002), as well as (marginally) by the social interaction and exchange motive
(Bsociaimotiveus = 0.271; p = 0.073). Both the information sharing and professional
development (Brfomotiveus = 0.51; p < 0.001) and the social interaction and exchange
(Bsociamotiveus = 0.339; p = 0.023) motives positively affected the intention to
recommend Twitter usage to friends by the American participants.

Table 7 summarizes the main difference between Twitter users in the USA and in
Ukraine regarding the relationships between Twitter motives, usage behaviors, and
continuance intentions.

Discussion and conclusion

This pioneering study is among the first to compare cross-cultural motivations of Twitter
use in the USA (a developed economy with low-context communication culture and
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Table 7. Summary of differences between Twitter users’ motivations and usage behaviors in

Ukraine and the USA.

Motivations to participate

Standardized (f3)

in Twitter Twitter behaviors Ukraine USA
Social interaction and Number of brands 0.4423: 0.020
exchange (Ukraine) followed
Social interaction (USA) Intention to continue using 0.068 0.271%*
Twitter
Intention to recommend 0.221 0.339::
Twitter
Status maintenance Years of Twitter 0.312:%: —0.037
(Ukraine and USA) membership
Number of followers 0.068 —0.290%*
Entertainment (Ukraine Number of followers 0.451 sk 0.120
and USA)
Professional development Years of Twitter 0.264 0.042
(Ukraine) membership
Information sharing and Number of visits per week 0.010 0.397%x*
professional development Number of followers 0.201 0.3613:*
(USA) Number of brands 0.114 0.394 5
followed
Intention to continue using 0.135 0.432%%
Twitter
Intention to recommend 0.123 0.510%3#*
Twitter

wxsp < 0.01; ##p < 0.05; *p < 0.1.

individualistic values) and Ukraine (a developing country with mainly high-context
communications and tribal family-centered values). Qualitative interviews with Twitter
users were conducted in each country, and served as the basis for inductively identified
motivational scale items. As a result, separate lists of motivational items were developed
and offered in the form of an online survey to Twitter users in both countries. The data
were subsequently factor-analyzed and revealed different needs satisfied by the
microblogging service in each country. Thus, news and content sharing is the most
highly valued Twitter motivation in Ukraine (Table 2), probably reflecting its role in
delivering real-time world event updates not curated by the government-controlled media.
In the USA, social interaction and exchange was the most valued function of Twitter
(Table 3), illustrating its originally intended function of instant sharing of personal updates
with close social networks. This testifies to the expanded role Twitter may play in
developing countries where access to objective and ‘direct-from-source’ information is at
times restricted.

Another notable difference in Twitter motivations is the existence of a separate
professional development motive in the Ukrainian sample, whereby Twitter is used as a
tool for advertising and recruiting, as well as a source for industry trends. In the USA,
professional development via Twitter is combined with its informational use as a channel
for discussions, problem solving and decision-making. It can be supposed that open
professional forums, where media and marketing professionals share advice with both
colleagues and competitors, are not a distinguishing feature of the societies transitioning
from tribal (with loyalty limited to close in-groups) to individualistic cultures. This issue
can be further investigated in the context of professional virtual groups and communities
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in different cultures. The motivation of identity negotiation and self-expression, which, as
opposed to short, trivial updates on one’s current status, reflects the need to record one’s
life events and share thoughts and emotions, was unique to the Ukrainian respondents.
This finding may indicate that Ukrainians use Twitter as a blog (or a social networking
platform), notwithstanding the limited length of its messages. Potentially, this use can be
explained by the high-context character of Ukrainian communications, where other,
indirect, and implicit signs (such as one’s name, age, geographic location, etc.)
complement the content of a post and make it understandable. The study also identified
demographic differences between the two samples. While in the USA, only younger age
was a significant predictor of using Twitter for status maintenance and entertainment, in
Ukraine gender also affected the choice of Twitter motivations. Women were more likely
to use the platform for self-expression, social exchange, and entertainment, while men
chose Twitter more often for professional development. This finding presents an impetus
for further research into online media and communications access and usage differences
for men and women in developing countries.

Other interesting findings of this study include differential sources of members’
popularity on Twitter, measured by the number of followers. In Ukraine, those motivated
by the need to play, entertain, and share jokes (as well as older members) enjoy greater
numbers of followers. However, in the USA, those who join Twitter to share professional
information, solve problems, and make decisions (as well as older users) get larger
following. While it seems that relevant content creation and sharing drive popularity in
both countries, different types of content seem to be important. Future research should
determine a possible role of culture in understanding the type of content most valued by
different cultures online. It is possible that in the conditions of lower informational
openness, sharing allegorical content that reflects the reality indirectly (in the form of
jokes) may present higher value and increase popularity for Ukrainian Twitter users.

The number of brands one follows on Twitter also seems to be driven by different
Twitter motivations in different countries. In Ukraine, more brands are followed by those
pursuing social interaction and exchange needs, while in the USA, the motivation of
information sharing and professional development drives brand following. Since a major
goal of businesses advertising on Twitter is to engage their followers and build long-
lasting interactive relationships, Ukrainian users appear as an ideal target market.
By following brands and retweeting their posts, Ukrainian participants facilitate viral
campaigns and help promote products and brand messages. In the USA, following brands
seems to pursue a more pragmatic goal, probably due to longer history with, mistrust in,
and dislike of advertising Twitter participants are less inclined to follow brands for
interacting with them. Finally, the intentions to continue using Twitter are also determined
by different Twitter motivations for the two samples. Those Ukrainians who are motivated
to use Twitter for news updates and content sharing are more likely to both continue using
the platform in the future and recommend it to others. In the USA, those who joined the
service for social interaction, as well as for information sharing and professional
development, are more likely to both continue using it in the future and recommend it to
others. This finding further underscores the importance of Twitter in the developing
countries as an alternative source of news and information.

While the limited size of our convenience sample warrants caution in generalizing the
obtained results, this study can provide interesting implications for marketers. Although
the use of Twitter in Ukraine is in its initial stages, clearly unique motivations of news
updates and sharing, professional advertising and recruiting, and self-expression may
provide useful segmentation bases for marketers, in addition to the important gender
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differences identified in Twitter motivations. The fact that Ukrainians who join Twitter for
social interaction and exchange follow more brands suggests that word-of-mouth and viral
messaging can be a good tactic as compared to advertising and building brands in
Ukrainian Twitter. While the entertainment motivation does not play a major role in
affecting American Twitter use or intentions, providing entertaining jokes may help gain
more followers and increase a business’ popularity on Ukrainian Twitter. Our findings
emphasize the need for global marketers wishing to pursue social media promotional
strategies to carefully research and understand the needs each online channel fulfills in
different cultures. This knowledge may help in market segmentation and targeting
strategies, as well as in making proper resource allocation decisions. They also underscore
the importance of comparative cross-cultural marketing research in developing
comprehensive theories in contemporary global markets.
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