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Abstract: This research aims to identify the social and psychological origins of needs, which may result in the need to
obtain certain gratifications from social networking sites, different patterns of social networking sites usage, or cause
social networking sites addiction, and the possible consequences they may have on millennials social capital and attitudes
toward social networking sites advertising. The study adopts the Uses and Gratifications theory and employs a
quantitative research method. The sample of the study consisted of 385 millennials, aged from 21–37 years old, who all
used Facebook, Instagram, and YouTube platforms. Data were analyzed using the Structural Equation Modeling. The
findings of the study provide useful insights regarding millennials behavior on social networking sites, as well as their
attitudes towards social networking sites advertising. The findings suggest several implications and recommendations for
marketers, which can help in increasing the effectiveness of advertisements directed to millennials.
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1. Introduction
The advancements in communication technologies

have shifted the way individuals interact to viral means
instead of direct communications. Social networking
sites (SNS) are one type of social media [1], which has
largely impacted individuals’ daily lives. Individuals
engage in SNS for various reasons that range from
private chatting, socialization, timeline posts and
professional networking. SNS benefits individuals,
young entrepreneurs, organizations, companies,
andinstitutions as well [2].

However, besides these benefits, SNS addiction has
become a concern [3], because despite its advantages, it
has also been connected to a variety of problems [4], and
public awareness has been rapidly growing with regards
to the potential adverse effects that may result from its
mal-adaptive and excessive usage [5].

1.1 SNS Addiction
These technological advancements have rapidly

increased individuals usage, which have accordingly
been reported to cause dependence and addiction. SNS
addiction has similar characteristics of other substances
addiction, such as alcohol and drug addictions [6].

Previous research indicated that substance dependence
and addictions include criteria such as a reduction and
impairment in the social, academic, and recreational
activities. SNS addiction, which is a subtype of
technology addiction, can result in the experience of
negative personal repercussions, such as vitality and
decreased happiness, social isolation, obesity, alterations
in mood, social inhibition, and a decreased performance
at school or work [7].

Preceding studies examined internet addiction from
diverse perspectives and using various research questions
and hypotheses. However, most of the studies either
examined internet addiction, online game addiction [8,9],
or social media in general [10-12]. It is suggested that
each type of social media has its own usage; in terms of
its social consequences, the communications that it
facilitates and the rewards it has for its users [13]. In
addition to that, there has been a dearth in literature and
research related to different types of SNS, as well as the
consequences of their excessive usage [14].

While the number of individuals using SNS
increases and the frequency of their SNS usage increases,
the number of victims of such excessive usage increases
as well. Therefore, it becomes necessary to investigate
the consequences of excessive SNS usage and understand
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related deviant behaviors, which subjects SNS addiction
to further research and investigation [6].

1.2 Uses and Gratifications Theory
The Uses and Gratifications theory (U&G) has been

used for more than 60 years to answer such questions of
why people use a specific medium and the reasons
behind their usage. This theory assumes that individuals
choose certain media and content to satisfy their needs.
The U&G theory explains the psychological and social
needs that motivate individuals to engage in media usage
[15]. For scholars, theoretically and practically, the basic
concern remains to be why individuals become involved
in a specific medium and what gratifications they obtain
from it [16].

As the usage of social media continues to increase,
it becomes more important for researchers to gain a
better understanding of the reasons that motivate users to
use such platforms [17]. Especially since it is argued that
individuals do not get addicted to one medium per se, but
they get addicted to certain activities that they carry out
online [18]. As SNS continues to attract a huge number
of new and existing members daily, and as individuals’
SNS usage continues to increase, user motivations to
participate in SNS, and the resulting gratifications and
rewards, represent fertile ground for further investigation
[19]. Accordingly, the study aims to explore how can the
gratifications obtained from SNS predict SNS usage
among millennials, through the following hypothesis:

H1: Millennials who are more gratified by SNS are
more likely to engage in higher SNS usage.

Research has linked gratifications to addiction, and
gratifications individuals obtain from a certain medium,
play different roles in the determination of their addiction
tendency. Gratifications obtained are suggested to result
in repeated media usage and psychological reinforcement,
which might result in dependence. Individuals become
dependent on something for the psychological
reinforcement and satisfaction that it provides [20].
Based on this analysis, it can be assumed that users who
engage in higher SNS usage, or obtain more
gratifications from SNS, have a greater possibility of
becoming addicted. Hence, to explore how can
gratifications obtained and SNS usage predict SNS
addiction among millennials, the following hypotheses
are formulated:

H2.1: Millennials who engage in higher SNS usage
are more likely to become addicted to SNS.

H2.2: Millennials who are more gratified by SNS
are more likely to become addicted to SNS.

1.3 Sociopsychological Traits
Although sociopsychological factors are considered

a vital factor that affects SNS usage and individuals’
behaviors, very little data are available on the adoption of
SNS, with respect to sociopsychological factors, and very
limited attention has been given to how these factors may

contribute in deviant behaviors or SNS addiction. It is
important to explore the influence of different
sociopsychological traits on SNS usage and adoption,
and how they involve users in SNS addiction. Social
psychology research identified the most important social
and psychological traits that affect individuals’
motivations and behaviors [21].

This study introduces two social traits: need for
affiliation [22], and impression management [23], as well
as two psychological traits: narcissism [24], and leisure
boredom [25].

1.3.1 Need for Affiliation

All humans desire a minimum amount of healthy
relationships with others, and their means to maintain
such relationships can be reflected in their frequent social
contact with others. Need for affiliation reflects an
individual’s desire for belongingness and social contact
and refers to the ability of an individual to derive
pleasure from friendly or close relationships with others
[26]. Individuals with strong need for affiliation seek to
engage in internet communication and intimate
conversations with ease of self-disclosure, and perceive
internet communication as more reciprocal, controllable,
deeper, and broader than face to face communication
[27]. Need for affiliation is one of the primary reasons
that engage individuals in social media usage, since it
grants them, their affiliation needs and develops their
interpersonal relationships and social interactions [28].
However, this desire to affiliate may lead to maladaptive
usage, which may result in addiction if taken too far [29].
Accordingly, to investigate how can need for affiliation
predict gratifications obtained, SNS usage, and SNS
addiction among millennials, the following hypotheses
are developed:

H3.1: Millennials who have higher needs for
affiliation are more likely to find SNS more gratifying.

H3.2: Millennials who have higher needs for
affiliation are more likely to engage in higher SNS usage.

H3.3: Millennials who have higher needs for
affiliation are more likely to become addicted to SNS.

1.3.2 Impression Management

It is in human nature that we spend a lot of time
with other people, and our social behavior is influenced
by understanding how others see us [30]. Impression
management refers to an individual’s effort to create,
protect, maintain, or alter his/her image. Individuals use
various impression management tactics and behaviors to
create a desired image and to accomplish this goal [31].

To appear to others as a decent and acceptable
person, individuals usually try to manage the impressions
they give and present themselves in the way they would
want to be seen by others. They try to project this self-
impression and maintain it by consistently performing
complementary and coherent behaviors. SNS
environment erodes individuals’ ability to custom a
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“unified” identity, since to interact with various people in
the online environment, individuals may attempt to
portray and reveal different personalities [1]. On SNS,
self-presentation is easier to control than in face-to-face
communication. SNS provides an ideal opportunity for
impression management. Users have the capability to
think about the aspects of personalities they want to
present; they are more likely to strategically manage their
self- presentations than in face to face situations [32].
Researchers have also found links between impression
management, and higher social media usage, which may
result in problematic social media usage as well, since it
provides individuals with an environment to invoke
positive self-presentation, manage their impressions and
help many people project a better version of themselves
on social media. To assess how can impression
management predict gratifications obtained, SNS usage,
and SNS addiction among millennials, the following
hypotheses are developed:

H4:1: Millennials who are better at impression
management are more likely to find SNS more gratifying.

H4:2: Millennials who are better at impression
management are more likely to engage in higher SNS
usage.

H4:3: Millennials who are better at impression
management are more likely to become addicted to SNS.

1.3.3 Impression Management

Narcissism is the degree to which individuals are
preoccupied with continuously reinforcing their self-view
and have exaggerated sense of self [33], believe they are
special and unique, have a constant need for admiration,
seek veneration from others, and are always engaged in
self-centered behavior and thinking [34].

A tremendous amount of attention has been given to
the relation between narcissism and social media. Such
online communities have been seen as a fertile ground
for narcissists since they offer them a gateway for
shallow relationships (i.e., virtual friends), and facilitate
emotionally detached communication (i.e., comments
and wall posts) [35]. Moreover, given that narcissists
seek personal interaction, as a mean for self- promotion
and self-enhancement; several attributes of SNS make
them an ideal tool to achieve their narcissistic goals [36].

Narcissism has increased among the digital native
generations. According to prior research, social media
are an ideal medium for attention-seeking narcissists,
because they get to overstate their enjoyment of life and
accomplishments, exaggerate their self-importance, and
blatantly show off. Such narcissists tend to be the
heaviest contributors and users of social media and are
also the most likely to be addicted to such platforms [7].
To investigate how can narcissism predict gratifications
obtained, SNS usage, and SNS addiction among
millennials, the following hypotheses were developed:

H5.1: Millennials who are more narcissistic are
more likely to find SNS more gratifying.

H5.2: Millennials who are more narcissistic are
more likely to engage in higher SNS usage.

H5.3: Millennials who are more narcissistic are
more likely to become addicted to SNS.

1.3.4 Leisure Boredom

Leisure behavior can be psychologically rewarding

when individuals have the right amount of time for their
leisure activities. However, young people with
unstructured leisure activities are more prone to feelings
of boredom [37].

Leisure boredom has caused an alarm and has
gained the attention of many scholars, since it was
related to different forms of addiction, extreme sensation
activity, smoking, delinquency, drug, and alcohol abuse.
The net-generation easily encounter boredom, and
accordingly, participate in different activities to prevent
it. The advancement of electronic media, such as
computer/video gaming and internet/web surfing, have
occupied most of young people’s leisure time. Social
media have also occupied most of young people’s leisure
time and greatly displaced other types of social activities
[38]. It is argued that individuals who encounter high
levels of leisure boredom are more likely to become
engaged in social media and are more likely to become
addicted to them [39]. To explore how can leisure
boredom predict gratifications obtained, SNS usage, and
SNS addiction among millennials, the below hypotheses
were developed:

H6: 1:Millennials who are more leisurely bored are
more likely to find SNS more gratifying.

H6: 2:Millennials who are more leisurely bored are
more likely to engage in higher SNS usage.

H6: 3:Millennials who are more leisurely bored are
more likely to become addicted to SNS.

1.4 Social Capital
Social capital refers to the benefits individuals

derive from their social interactions and relationships,
including emotional support, access to non-redundant
information, and exposure to different ideas [40]. It is the
connections people make to boost their community
standing, enhance themselves and their wellbeing [41].
Social capital is an important motivation for individuals
in the virtual community and plays an important role in
shaping users’ social behaviors [14], when individuals
feel uneasy and anxious in offline interactions, they
usually flee to virtual sources of interactions [42].

It is not the technology itself that affects
individuals’ social capital, but the ways in which it is
used. Moreover, it is debated that since social capital is
all about connections with people, individuals who use
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social networks heavily or are addicted to them may
generate more social capital [43]. However, other studies
argue that it may result in less social capital, since social
networks occupy the time that could be used to meet up
and bond with others in the offline world [44].

The relationship between electronic-based social
networks in shaping users’ behaviors in the online and
offline world, as well as the formation of social capital
seems to be not quite clear in research literature [45],
and because of the increased popularity of SNS, and as
individuals ’ offline social lives have been largely
integrated with their online social lives, it becomes
important to explore the effect SNS usage and addiction
on their social capital [14]. To explore how can
gratifications obtained, SNS usage, and SNS addiction
predict millennials social capital, the following
hypotheses are raised:

H7. 1: Millennials who find SNS gratifying are
more likely to have a larger social capital.

H7. 2:Millennials who engage in higher SNS usage
are more likely to have a larger social capital.

H7. 3: SNS addicts are more likely to have a larger
social capital than non-addicts.

1.5 Attitudes towards SNS Advertising

The rapid development of SNS has created a
massive transition in the field of advertising. Since SNS
enables individuals to interact, share their common
interests, discuss,and share information and ideas,
individuals can easily be influenced by advertisements
that are related to their interests [46]. As a result,
advertisers have recognized the influence of this medium
and started to utilize the opportunities it offers for
business promotion. Today, SNS has become an essential
medium for advertising, and marketers started spending a
huge amount of effort on advertisements through this
medium [47].

Millennials, in specific, are considered a vital
consumer group, since they provide an indication of
future purchase tendencies toward certain products and
service. Therefore, their perceptions of social media
advertising communications are of great importance to
companies [48]. Moreover, because of their high social
media usage, social media are considered the most
promising venue to reach this generation [49]. It becomes
critical for marketers to try to engage with millennials
and understand their attitudes toward social media
advertising to make use of this medium as it expands
[50]. The majority of social media advertising research
has been conducted in developed nations, especially in
Europe and the United States, and little attention has
been given to the developing economies; specifically, in
Africa. It is suggested that consumers’ attitudes, from
dissimilar cultural backgrounds, are expected to differ
[51]. Moreover, the influence of the amount of time
individuals spend on SNS on their attitudes toward SNS

advertising has still not been sufficiently addressed yet.
Researchers also need to examine the influence of
gratifications obtained from SNS on users’ attitudes
toward SNS advertising as well, to have a clearer
understanding of what might be attractive and relevant
for young consumers [52].

Consumer acceptance is vital for SNS advertisers,
and to understand the factors that affect attitudes toward
SNS advertising, it is necessary to understand the
attitudes of consumers toward advertising in general.
Even though attitudes toward a specific advertisement
can be influenced by other factors, the consumers’
attitudes toward advertisements in general are more
complex and more important to understand [53], it has
also been argued that users accept SNS advertisements
that are consistent with their motivations to use SNS, and
the time individuals spend on SNS, as well as SNS
addiction are suggested to have an influence on their
acceptance to these advertisements [54,55]. Accordingly,
the following hypotheses are raised:

H8. 1: Millennials who are more gratified by SNS
are more likely to develop more positive attitudes toward
SNS advertising.

H8. 2: Millennials who engage in higher SNS usage
are more likely to develop more positive attitudes toward
SNS advertising.

H8. 3: SNS addicts are more likely to develop more
positive attitudes toward SNS advertising.

2. Methods
To achieve the research objectives and provide an

inclusive understanding of SNS addiction in Egypt, the
study adopted a quantitative research method using the
convenience non-probability sampling technique, since
most of the studies conducted on internet and social
media addiction used this technique [56-60].

The sample chosen was based on three main
variables that were (1) the necessity of owning SNS
profiles on Facebook and Instagram, (2) the necessity of
using YouTube, and (3) the age interval (millennials;
from 21–37 years old). Respondents who failed to meet
these three criteria were excluded in the selection process.
The total number of valid responses after data screening
consisted of 385 millennials.

Prior to questionnaire distribution, the researcher
conducted a panel study that consisted of three experts,
where an academic, a marketeer, and a psychiatrist were
requested to give their feedback to the questionnaire,
based on their knowledge and areas of expertise, before
distributing it to the whole sample. After conducting the
panel study, the researcher conducted a pilot study,
which consisted of 30 millennials, to find if there were
any unclear questions or expressions, to avoid
deficiencies, and improve the study’s design, in
preparation for the major study. Survey questions were
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modified according to the comments obtained from
pretesting.

The measurement items that were used to
operationalize the constructs of the study were retrieved
from previous studies. Items were measured using a five-
point Likert scale. The SNS Addiction items were based
on [61], U&G items were based on [62],
Sociopsychological traits items were based on [63] scale
for the Needfor Afiliation items, [64] scale for the
Impression Management items, [65] scale for Narcissism
items, and [66] scale for Leisure Boredom items, Social
Capital items were based on [67] scale, and the attitudes
toward SNS Advertising items were based on [68] scale.

The Overall Internet and SNS usage were measured
using three general close- ended questions, developed by
the researcher, to measure the overall Internet and SNS
usage, and to provide a better understanding of
millennials behavior on SNS.

Results were then analyzed through the Structural
Education Modeling (SEM) using Analysis of Moment
Structures (AMOS 23.0).

3. Results and Discussion
SEM provides a powerful method to assess a

structural model, because of its minimal demands on the
measurement scales [69], it provides, overall tests of
model fit, and individual parameter estimate tests,
simultaneously [70]. SEM goes beyond the ordinary
regression models, as it incorporates both multiple
independent and dependent variables, in addition to
hypothetical latent constructs. It also tests the specified
set of relationships among different observed and latent
variables and allows theory testing even when
experiments are not possible. Accordingly, these
methods have become widespread in all behavioral and
social sciences [71].

3.1. Measurement Model

For SEM to be conducted, there must be no missing
data [72], a critical sample size of 200 is recommended,
any number above 200 provides sufficient statistical
power for data analysis [73,74], constructs must be
defined, through pretesting; to evaluate reliability and
validity of the items [75], and a correlation matrix should
be obtained, to initially show that a correlation exists

between the constructs [76] Confirmatory tests should be
conducted to measure if items have acceptable factor
loadings for theirrespective latent constructs, and any
items that have a low factor loading should be
disregarded. After deleting the items with low factor
loadings, the researcher can then run the model [77].

Confirmatory Factor Analysis (CFA) was utilized as
recommended by [78]; to assess and modify the proposed
model. As suggested by [79], the study examined
multiple indices of model fit using multiple indices,
including Minimum Discrepancy/Degree of Freedom
(CMIN/DF), the Goodness of Fit Index (GFI), the
Adjusted Goodness of Fit Index (AGFI), Normed Fit
Index (NFI), the Comparative Fit Index (CFI), and the
Root Mean Square Error of Approximate (RMSEA).

(1) Reliability Testing: Reliability was tested using
convergent reliability (average variance extracted), as
well as construct reliability (or composite reliability).
According to the generally acceptable analysis levels,
construct reliability should be more than 0.7 and
convergent reliability should be more than 0.5 [80]. As
shown in Table 1, all constructs indicated reliability.

(2) Uni-dimensionality Testing: Table 2 provides a
summary of the recommended values and benchmarks
for the model fit indices [81]. As shown in Table 3,
results indicate that there is no unidimensionality and all
results indicated a good fit of the model.

(1) Validity Testing: Validity was tested using
Discriminant validity. Discriminant validity is the extent
to which constructs are different or unrelated to each
other [82]. Convergent reliability should be compared
with the average shared variance and the value must be
smaller than the value of the average. As shown in Table
1, all constructs indicated validity.

(2) After that, Correlational Analysis was conducted
to show that a correlation exists between constructs.
Table 4 below summarizes the significant correlations
between all constructs,p < 0.05.

After conducting reliability, validity, and
correlation analysis, and since the sample size of the
study was 385 respondents; more than the minimal
number of respondents required by SEM, the researcher
was able to run the SEM analysis.
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Table 1. Constructs reliability.

Constructs Convergent Reliability (AVE) Construct Reliability Discriminant Validity

SNS Addiction 0.568 0.764 0.114

Gratifications Obtained 0.639 0.835 0.108
Need for Affiliation 0.622 0.831 0.205

Impression Management 0.652 0.849 0.093

Narcissism 0.516 0.665 0.108

Leisure Boredom 0.608 0.724 0.233

Social Capital 0.597 0.816 0.245
Attitudes toward SNS Advertising 0.568 0.764 0.114

Table 2. Recommended benchmark for model fit indices.

Indices Indications ofModel Fit Indices/ Recommended Criteria

CMIN/DF A value close to 1 and not exceeding 3 indicates a good fit. A valueless than 1 indicates an over-fit.

GFI The GFI value is always less than or equal to 1.A value close to 1indicates a perfect fit.

AGFI The AGFI value is bounded above by 1 and is not 0.A value close to 1 indicates a perfect fit.

NFI TheNFI value lies between 0 and 1.A value close to 1 indicates a very good fit

CFI The CFI value is between 0 and 1.A value close to 1 indicates a very good fit.

RMSEA Avalue about 0.05 or less indicates a close fit ofthe model, 0.0 indicates an exact fit, about 0.08 or less indicates a reasonable
error ofApproximation. A value should not be greater than 0.1

3.2. Structural Equation Model
After that, the researcher examined the items’ path

directions and significant levels from the standardized
regression weight output. C.R scores that are larger than
1.96 are significant atp < 0.05 level [83]. As shown in
Table 5, all C.R values are greater than 1.96, which
shows the achievement of significance level, which
confirms the convergent validity of the constructs of the
study. Moreover, all paths were significant at a 99%
confidence level.

Standardized regression weights allow the
researcher to compare the effect of every independent
variable on the dependent variable. Path coefficients
were used to test the hypotheses of this study. The path
coefficient analysis shows the direction and strength of
the relationship between the independent and the
dependent variables, the bigger the path coefficient, the
stronger the relationship between variables. The
significance tests are the basis for accepting or rejecting
the proposed relationships between the constructs of the
models [84]. Results of hypotheses testing are discussed
below.

Results indicated that gratifications obtained
significantly and positively affected the level of SNS
usage (Path coefficient = 0.187, p-value = 0.000; H1
supported), results were consistent with the U&G theory
that assumes that individuals engage in media to fulfill
their own needs, and when an individual’s expectations
on social media grow and become obtained through such
channels, their engagement and usage are more likely to
grow and get affected as well [38].

Results revealed that SNS addiction was significant
with SNS usage (path coefficient = 0.297,p-value = 0.000;
H2. 1 supported), that was supported with preceding
studies, individuals classified as internet addicts, use the
internet more than nonaddicts, and that the intensity of
social media use indicates social media addiction.
Individuals who frequently used the internet were more
compulsive and dependent, they were also more likely to
stay longer online and show internet addiction symptoms
[85]. Results also revealed that SNS addiction was
significant with gratifications obtained (path coefficient=
0.22, p-value = 0.000; H2. 2 supported); since
gratifications obtained from SNS can largely satisfy
millennials needs, it is certain that they have a potential
of leading to addiction. The most powerful predictors of
addiction were the motives for relationship building,
social, and communication gratifications [37,85].

The results revealed that need for affiliation
significantly and positively affected gratifications
obtained (path coefficient= 0.218, p-value = 0.000; H3. 1
supported). Individuals with high needs for affiliation
have the tendency to seek and acquire social
gratifications, from seeking approval and connection
with others, and hence, they can be gratified with social
media, since it grants them with affiliation needs and
enables them to get social with others [26]. However,
results revealed that need for affiliation insignificantly
affected the level of SNS usage (the initial study model
revealed an insignificant association between variables
and the model fit indices suggested removing the path
between them; H3. 2 rejected), and insignificantly
affected SNS addiction (H3. 3 rejected). Yet, individuals
with a strong need for affiliation may prefer to engage
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with others through offline social activities and
interactions, as they provide them with a stronger sense
of belonging with others in the real world [86].

The results indicated that impression management
significantly and positively affected gratifications
obtained from SNS (path coefficient= 0.266, p-value=0.
000; H4. 1 supported). Internet is a medium that enables
identity manipulation, or, at least, selective presentation
of oneself, individuals engage in impression management
tactics and present themselves in a positive way, by
putting huge efforts in designing their profiles and
presenting large numbers of friends, since they find them
gratifying [87]. However, results revealed that
impression management insignificantly affected SNS
usage (H4. 2 rejected) and insignificantly affected SNS
addiction (H4. 3 rejected). Even though it has been
argued that there was a positive relationship between
impression management and social media usage [88],
however, it is also argued that some users are more
competent than others in impression management tactics,
the ones who are, are more likely to engage more in
social media usage and are more likely to become
addicted than others who are less competent. Moreover,
individuals seeking long-term goals of establishing face-
to-face relationships, have higher levels of self-
disclosure. They try to present themselves the way they
are, in a more realistic manner and tend to include both
positive and negative attributes. This is because they
understand that eventually, such attributes will be
revealed, if they develop ongoing face-to-face
relationships with these individuals [86,87].

The results revealed that narcissism insignificantly
affected gratifications obtained (H5. 1 rejected).
However , according to research, narcissists can be
classified into grandiose narcissists and vulnerable
narcissists. The vulnerable type has insecure or defensive
sense of grandiosity, associated with low self-esteem,
hypersensitivity to the evaluation of others,
incompetence and inadequacy, inferiority, and high
reactivity to evaluative events, unlike grandiose
narcissists [89]. Based on that, it could be assumed that
the narcissists of this study were of the vulnerable type,
hence, were not gratified by SNS, since it opens room
for others evaluation, comments, and criticism. Results
indicated that narcissism also insignificantly affected
millennials SNS usage (H5. 2 rejected). According to
[90], millennials social media usage is not only related to
maintain their self-esteem, attention seeking and
narcissistic motives, but it is to primarily communicate
with others and stay connected with them. Surprisingly,
results revealed that narcissism significantly affected
SNS addiction (path coefficient= 0.24, p-value=0.000;
H5. 3 supported). Results were in support with previous
studies, which argued that narcissism and social media
addiction are positively correlated [91]. Narcissists use
social media in a way for self-promoting, which can be
seen and identified by others. Therefore, self-promoting
and beautiful profile pictures are used by those with a

narcissistic personality. Moreover, vulnerable narcissists
feel safer and more comfortable in the online
environment, than in offline communications and
interactions, unlike grandiose narcissists, which to them,
SNS is just one of many tools that they can use, to reach
their narcissistic goals [92]. Furthermore, vulnerable
narcissists could be addicted in terms of exposing their
information on SNS; to project the image of being
perfect, which they have a difficulty in projecting in their
offline communications and interactions, unlike
grandiose narcissists who can easily promote the image
of perfection anytime and anywhere [93].

The results revealed that leisure boredom
significantly affected gratifications obtained from SNS
(path coefficient=0.091, p-value=0.025; H6. 1
supported). When leisure experiences are not exciting,
they are more likely to result in boredom, which is one of
the major motives to use social media [86]. Social media
allows individuals who have nothing to do, to engage in
different online activities. SNS games and activities
provide a platform for leisurely bored individuals to have
fun and pass their time [94]. Gratifications offered by
social media, especially the entertainment gratification,
offer individuals a let out from boredom or stress [95].
However, results revealed that leisure boredom
insignificantly affected SNS usage (H6 .2 rejected) and
SNS addiction (H6 .3 rejected), based on previous
studies, if users are engaged in and provided with
alternatives and supplements to online activities, they
might engage in other offline social activities, which
would prevent them from logging into social media [94].
Moreover, even though SNS helps in relieving feelings
of boredom in leisure, through the interpersonal
interactions they allow, individuals who are fond of their
families, other offline and outdoor leisure activities
report lower levels of SNS addiction [38].

Results indicated that social capital was significant
with gratifications obtained from SNS (path coefficient=
0.971, p-value = 0.000; H7. 1 supported). According to
preceding studies, it is not the technology itself that
affects the individual’s social capital, but the way
individuals use it, and whether it affects individuals’
social capital depends on the reasons behind their usage
[43]. Individuals use these platforms to both satisfy their
hedonic needs and manage their social relationships [96].
The results indicated that social capital was also
significant with SNS usage (path coefficient=0. 141, p-
value=0.000; H7. 2 supported) and SNS addiction (path
coefficient= 0.13, p-value=0.003; H7.3 supported).
Social capital can be increased by social media usage [97
], and the intensity of social media usage affects the
accumulation of interpersonal relationships [98]. The
main purpose behind SNS is to provide users with the
technology that would offer them the ease to build social
networks [99], and users who are addicted to social
media are more likely to develop stronger ties and
relationships with others on these platforms [40,41].
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The results revealed that attitudes toward SNS
advertising were significant with gratifications obtained
from SNS (path coefficient = 0.169, p-value = 0.000; H8
.1 supported), attitudes toward SNS advertising are
strongly influenced by certain gratifications provided by
SNS. For example, socialization, communication, and
information gratifications provided by SNS may lead to
more favorable attitudes toward SNS advertising [100].
Attitudes toward SNS advertising were also significant
with SNS usage (path coefficient = 0.16, p-value = 0.000;
H8.2 supported), since the more a consumer is engaged
in a magazine, television program, or newspaper, the
more likely their evaluation will be favorable to the
advertisements embedded. The same case is applicable to
social media as an advertising vehicle. The higher the
engagement with social media platforms, the more likely
the evaluations and the attitudes toward social media
advertising are to be positive [101]. However, results
revealed that attitudes toward SNS advertising were
insignificant with SNS addiction (H8. 3 rejected).
According to previous studies, users who are more
dependent or addicted to social media; may only slightly
have positive attitudes and perceive social media
advertising as effective or interesting. In addition to that,
social media addicts may eventually stop responding or
even checking these advertisements, especially if these
advertisements are repetitive or irrelevant to them [102,
103]

4. Managerial Implications
Many organizations have a mistaken belief that

simply establishing a page on social media and posting
information or content occasionally will result in an
incremental increase in their sales. However, this is not
true, since social media should become an essential and a
fundamental part of an organization’s overall marketing
strategy, to yield full potential [104].

The study provides valuable insights into the
behavioral attitudes of millennials toward SNS
advertising, as well as several other usage characteristics,
which have previously received limited empirical
investigation. SNS should be utilized in a way that would
create and strengthen the bond between consumers and
firms, and develop trustworthy relationships with users,
especially since the high influence SNS has on
millennials provides endless opportunities for firms. The
next few paragraphs will draw the attention to several
concerns regarding the marketing strategies targeted to
consumers through SNS.

Tailor SNS Advertising Messages: in order to
appeal to millennials who may be difficult to reach or are
notoriously fickle, advertisements must be created
carefully to be stimulating and interactive. It is not only
important for marketers to tailor the way they advertise
for their products and services on SNS, but it also
important that they understand the reasons that drive
individuals to develop favorable attitudes and interact
with their advertising messages. This can be achieved by

understanding why consumers are using SNS and what
they are doing on these platforms in the first place; to be
prepared to adapt or alter their SNS advertising strategies
in an owing way to the changes that occur in the
environment, and to be able to increase the effectiveness
of such advertisements. Tailored advertising would
persuade consumers through relevance and meaningful
content, which would not only make advertisements
more appealing and interesting to them but would also
create more loyal consumers.

Encourage Millennials to get Involved: since SNS
allows users to have a voice, it can serve as valuable
feedback for companies to improve, by encouraging the
audience to get involved. Marketers should utilize SNS
platforms in a proactive way, to achieve their corporate
goals, through effective brand building, customer
relationship management, and by focusing on enhancing
millennials experience, through getting them involved,
and paying attention to their feedback, reviews, and
recommendations, which would build loyalty,
satisfaction, and long-term relationships.

Realize the Benefits of Millennials: millennials
have been identified as an important force, which drives
the online shopping industry, they use social media to
post photos about products and to learn about products/
services [105] and share their opinions and expertise with
others. Millennials look to their peers to determine the
benefits and merits of products/services [49] and are
more likely to purchase a product if recommended or has
been “liked” by their friends on SNS [50]. Since results
revealed that millennials, who were more gratified by
SNS or engaged in higher SNS usage had a larger social
capital, marketers can empower them to be more active
in the advancement and promotion of their brands.
Especially since individuals are more likely to be
influenced by an opinion or action of a friend and
become interested in purchasing a certain product when
suggested by a friend, than when suggested by an
anonymous person [106].

Therefore, marketers should make use of
millennials enormous influence on their social networks
and on other generations as well, by enabling them to be
the disseminators of the marketing messages, through e-
WOM. Millennials can effectively serve as a positive
WOM and e-WOM for brands. E-WOM has
supplemented traditional marketing communications and
has proven to have a significant impact on consumers’
attitude formations, judgments, and decision making.
Especially since consumers find practical and emotional
benefits in their participation in the e-WOM and believe
that these online conversations have a great impact on the
products they consider purchasing [107].

5. Conclusions
As the usage of SNS expands and develops rapidly,

it is more likely to play a more visible role in the lives of
many people all around the world [108]. This study
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adopted the U&G theory and aimed to identify the social
and psychological origins of needs, which may result in
different patterns of SNS usage, need to obtain certain
gratifications or cause SNS addiction. It also investigated
the possible consequences of gratifications obtained,
SNS usage and SNS addiction on millennials social
capital and attitudes toward SNS advertising. The study
presented prior research, added knowledge, and directs
for future research. The study added new knowledge to
marketing theory by shedding light on user behaviors on
SNS in digital platforms and is considered one of the first
researches to empirically test and demonstrate the SNS
addiction phenomenon among millennials in Egypt.

With regards to the study’s limitations and direction
for future research, the researcher’s ability to make
causal claims has been limited by the lack of longitudinal
studies. Longitudinal studies are necessary when
studying individual behavior because they can show the
nature of growth and trace the patterns of change. It gives
a truer picture of the cause-and-effect relationships over a
period of time [109]. Second, this study was only
conducted on the millennial age group, because
millennials are the age group most likely to be affected
by this condition, because they are heavy SNS users
[110,111]. However, SNS has been witnessing an
overwhelming popularity over the past years, and SNS
addiction might be a phenomenon that not only exists
among millennials. Therefore, it is also recommended to
examine other age groups in future studies.

Third, the study only focused on three SNS
platforms (Facebook, Instagram, and YouTube), since
they were found to be the most popular SNS platforms
with the highest user engagement rates. However, future
studies could also identify other SNS platforms used by
millennials, to expand the scope and understanding of the
whole SNS addiction phenomenon. Fourth, to better
uncover the behavior of narcissists on SNS, it is
recommended to measure narcissism in more details to
see how vulnerable narcissists differ from grandiose
narcissists. Finally, this study only investigated
millennials attitudes toward SNS advertising in terms of
favorability or infavorability. It is also suggested to
explore not only their attitudes toward SNS advertising,
but to also measure if their attitudes are reflected in their
purchasing behavior.

The researcher hopes that the current research
would have helped in constructing a foundation for
future investigations on SNS issues.
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