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EXECUTIVE SUMMARY 
 
In the beginning of 2020, the coronavirus spread from Wuhan, China to the world affecting almost 

every country and caused a world-wide pandemic until the End of March of the same year. People 

were impacted by several regulations and also under lockdown for a while in order to prevent the 

spread and the outreach of health capacities infected people with severe illness required to survive. 

Additionally, the overall pandemic caused an economic crisis. The overall situation was also in 

Germany difficult for people due to the uncertain situation regarding the virus and its consequences 

on health and economy. The instruction to keep distance from other people in order to prevent the 

spreading of the virus can be especially harming in difficult times when people actually require social 

contact from friends and family members to get stability and support.  

The primary objective of this research is to analyze the social media usage of people between 18 

and 35 years old in Germany during the crisis with a special focus on people’s motive to use it for 

social interaction and communication. This is done based on qualitative data gathered through an 

online survey to get an overview and understanding of people’s social media behavior, their motives 

and furthermore their personal values, overall happiness and feeling of disorientation during the 

crisis. Based on this it got analyzed how people are impacted by the corona crisis and how it 

influences their motives – i.e. entertainment and information, escaping and relaxing, social 

interaction and communication - to use social media. Following the analysis, it can be concluded 

that people do require and value, next to fun and accomplishments, especially relationships and the 

sense of belonging. However, the analysis shows that people do not use social media in order to 

fulfill this need. Furthermore, it is assumed that people rather use messenger apps, video chat apps 

or direct personal interaction with other people to fulfill their needs which gives potential for further 

research.  
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1 Introduction 

1.1 Introduction to the Topic 

The COVID-19 pandemic is an on-going worldwide pandemic caused by the spread of the 

coronavirus. Due to the regulations and rules to reduce the virus' spread, social and economic 

problems and uncertainties followed and caused the corona crisis (Coronavirus, 2020). In Germany, 

the regulations included keeping distance from other people and limiting social contact as much as 

possible and followed that people's social lives got immense reduced by the regulations. 

(Coronavirus, 2020; Stoldt, 2020; Die Chronik der Corona-Krise, 2020). During March until end of 

April 2020, Germany was in lockdown to isolate as much people from each other many possible to 

decrease the spread of the virus and reduce the number of infected people at the same time 

(Coronavirus, 2020). The lockdown was an extreme and sudden situation for most people. People 

stayed mostly home, which followed an extreme restructuring of people's life and routines 

(Martera, 2020) and people needed to adjust to this new situation. For the reason that several 

countries worldwide were under lockdown, the working world and consumer activities were 

immensely reduced, which followed an economic crisis and additionally affecting many peoples' 

jobs and financial situation (Coronavirus, 2020).  

These aspects and the general crisis have many impacts on people's behavior, mental health, and 

general life situation (Martera, 2020). Additionally, especially younger people are said to be 

especially vulnerable and impacted economic crisis and the negative consequences because young 

people are often not as established in the labor market, still doing education or just started a new 

job and therefore potentially need to handle the future consequences of the crisis (Scarpetta, 

Sonnet, & Manfredi,2010; Lechner, Tomasik, & Silbereisen, 2016).  

Social media is a part of almost every person's daily life in Germany today (Worldwide Daily Social 

Media Usage by Region 2019, 2019) and the social media behavior of a person can tell a lot about 

the person's interests, thoughts and feelings and is impacted by a person's general behavior. Hence, 

people in Germany were forced to change routines and behavior due to the regulations; it most 

likely had impacts on already existing behaviors and activities like the social media usage.  
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1.2 Background and Research Question 

Most people go through a crisis once their life. A crisis can vary, from a personal crisis like losing 

someone loved or a mid-life crisis to a big collective crisis affecting whole regions, countries, or the 

world. They can be short-term and resolved fast or long-term and need many new development 

and regulations to get out of it. People within crisis are also differently affected by it. Some can 

handle them better than others depending on their personality, characters, and environment, while 

some may require help from someone professional. The impact of the same crisis can be very 

different for every person, and everyone handles the same situation differently and varies in its way 

to overcome and handle the crisis. It changes their view of things and their values and specific 

characteristics (Schwartz & Bardi, 1997; Bardi & Goodwin, 2011). Hence, the corona crisis is a 

collective crisis impacting all people in Germany, everyone needs to handle the crisis in more or less 

the same way and follow the regulations of decreasing activities, public life and reducing physical 

contact as much as possible. The internet gives many options to balance the missing activities. 

Additionally, social media is an easy opportunity to stay in contact and reach out to other people, 

to get other forms of entertainment and information, and relaxation. Social media is a part of almost 

every person's daily life today and people spend on average one hour per day on the platform online 

(Worldwide Daily Social Media Usage by Region 2019, 2019).  

Many people's behavior and routines changed offline due to the regulations, especially impacting 

people's social life and follows that people's social media behavior has probably changed and their 

motives to use it. Therefore, the research question is:  

            

How distinctive is the motive for using social media for social interaction and communication for 

people between 18 and 35 in Germany during the corona crisis and how does the crisis influence 

the motive?  

            

In order to analyze the potential impacts of the corona crisis on people's social media behavior, 

indicators for reasonably changed and new behavior patterns are required. It can be rather difficult 

for people sometimes to remember specific behavioral patterns, especially as behavior is happening 

subconsciously (Jenkins, Hurst & Rose, 1979). 
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A crisis can change people's personal value and the crisis potentially has an impact on people's 

emotions. Therefore, they will be used to explain potential impacts and connections of the corona 

crisis on people and will be used as the basis to explain how the crisis may impact people's social 

media behavior. Following the sub-question:  

 

How are people in Germany between 18 and 35 are influenced by the corona crisis?  

 

1.3 Motivation & Justification 

Most researches have focused on how social media can be helpful in crises in the future by people 

helping to find help, resources or other people for help or how to use social media as effective crisis 

communication for companies (e.g. Sutton, Palen & Shklovski, 2008; Purohit, Hampton, Bhatt, 

Shalin, Sheth & Flach, 2014; Palen, 2008). So it was mostly discussed regarding the aspects to get 

help or be helpful in crises to ensure better communication. However, there is limited research 

about how the  social media behavior of people changes in crises situations. Social media is part of 

almost every person's daily life and continues to develop and grow in the future.  Social media offers 

a massive amount of data in many variations and potential for any analysis like examining different 

phenomena, assumptions about attitudes, behavior, and perceptions can be observed and further 

analyzed to make further conclusions (Kitchin, 2014).  

It is an addition to people's offline live and gives many possibilities like entertainment, sharing 

thoughts and emotions, finding information or general content people are interested in, connecting 

with other people and more. Thus social media reflects a lot about people, what is going on in their 

life, what they like and value. Therefore, the social media usage can change when people's offline 

life changes due to any circumstances. For the reason that social media is and most likely will be a 

typical activity for people, it is helpful to understand as much about people's behavior in every 

situation as possible to do further and future research. Analyzing and understanding the people's 

social media behavior helps to understand people and the possibility to approach them better 

online and offline as it reflects the general behavior, ideas, emotions, assumptions, and attitudes.  
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1.4 Delimitation 
 

Some aspects for a better focus will limit the research. First of all, the research will only focus on 

people in Germany using social media. The COVID-19 pandemic was different in every country 

because of the different amount of cases, the overall corona situation, the regulations and 

different governmental approaches, general behavior of people during the crisis (WHO, 

2020a; Coronavirus, 2020). Therefore, the crisis is perceived differently for people in every 

country. Additionally, the research will only focus 18 – 35 as younger people are more likely to use 

social media.  

 

Furthermore, the survey was done in July and August 2020, which was after the lockdown, and 

during the summer, regulations got lowered, and cases decreased, and the overall situation was a 

bit more relaxed in Germany compared to the lockdown situation in March and April. People were 

allowed to meet with more people under regulations, to travel during the summer and public life 

was allowed under restrictions. However, the corona crisis was still on-going and impacting 

people, most people still did home office and the semester at universities happened online, 

people were still aware of the virus, but it was less extreme than the lockdown, but it still had its 

influence on people, reminding to be careful to prevent being again under lockdown. People 

needed to keep distance, wear masks and large events and gatherings of people were prohibited.  

Furthermore, the research will only focus on social networks which are the social media platforms 

to connect with others and therefore, the research will only focus on social interaction and 

communication aspect. The motive of social interaction and communication on social media could 

be potentially impacted because people should keep physical distance in real life so it may follow 

the increase of this motive to use social media.  

 

1.5 Structure 
 

Chapter 1 gives a general introduction to the research field and research question and the 

importance of the topic and its limitations.  

Chapter 2 is about a general overview of existing literature about social media and crises to better 

understand the analysis in the following. It starts by defining social media and giving an overview of 
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different types and platforms of social media. Furthermore, it elaborates a general overview of how 

and why people use it and the impact on people. Afterward, the definition of crisis follows and 

explains different types of crises and the process most people are going through. 

Chapter 3 explains the corona crisis, how it developed, and its impact in general and Germany. It 

gives important information about the COVID-19 pandemic for the analysis. It gives a general 

overview as well as the impacts and the specific situation in Germany.  

Chapter 4 explains the used research model for answering the research question and the knowledge 

and theories on which it is based and developed. The theoretical framework is based on the 

literature review and is the basis for the analysis. Different theories will be explained and how they 

are used for the analysis. 

Chapter 5 shows the hypotheses based on the theory and developed model, which will be used to 

guide the analysis.  

Chapter 6 defines and describes the methodology for this research in order to understand and 

define the following research methods, processes and analysis. 

Chapter 7 is the analysis that describes the procedure and process and then answers the hypotheses 

based on the collected and analyzed data from the survey. 

Chapter 8 is the discussion about the findings and the interpretations of the result and answers the 

research question.  

Chapter 9 concludes this research with a general conclusion about the findings, answers the 

research question, and further explains the limitations and future outlook of this research. 

2 Literature Review  
 
The following chapter gives a general overview of the required literature from past researches and 

existing literature. It ensures a good overview of social media and different crises which will be used 

as the basis for the theoretical foundation to answer the research question. As the topic is extensive, 

the literature review is reduced and limited to this specific research's essential and necessary 

aspects.  

The chapter is divided into two parts. The first part is about social media the second about and 

crises. The sections aim to clarify the importance of social media in most people's life within 20-35 

years old and to get an understanding of how important it is to most people and that it is a part of 
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most people's everyday life. The second part is about crises and how and why they have so much 

impact on people. 

2.1 Social Media  

In the following social media will be defined and further explained based on existing literature. It 

follows by on overview of the different types of social media and an explanation of social media 

behavior in order to understand why people use social media as well as the impact social media has 

on people.  

 
2.1.1 Social Media Definition  

In the past decade Social Media became a significant part of everyday life and has now immense 

impacts and effects on economy, politics and the society (Sloan & Quan-Haase, 2017). While 

traditional media’s impact decreased, social media platforms are getting more important and bigger 

with more users and hence also more influential (Sloan & Quan-Haase, 2017). Although, most 

people know the term social media, it is difficult to clearly define an exact definition and to define 

what tools, platforms and social phenomenon’s count as social media and because it is nascent and 

continues keeps evolving (Sloan & Quan-Haase, 2017; Ellison & boyd, 2013).   

Generally, it can be said that social media includes applications which enable people to interact and 

connect online with each other (Zafarani, Abbasi & Liu, 2014) which makes them social and 

distinguish them from traditional media e.g. television, newspapers, and radio (Bruns, 2015). 

Furthermore, social media platforms enable consumers to share opinions, insights, experiences and 

perspectives (Kaplan & Haenlein, 2010). It is not required to simultaneously interact or pay attention 

as it allows people to interact with both broad and narrow audiences either in real-time or 

asynchronously (Carr & Hayes, 2015). Additionally, on social media platforms the distance between 

people does not matter (Carr & Hayes, 2015) as people can connect from all over the world. Most 

of the content people consume on social media is user-generated content including i.e. pictures, 

videos, short clips and short texts which other users have created and uploaded to their profile and 

is now visible to their community (Kaplan & Haenlein 2010, p. 61). Their engagement with the 

content of other is represented by liking, writing a comment or sharing it with other people online 

(Voorveld et al., 2018).  
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Engagement and participations i.e. creating content is the most important and necessary 

component of social media (Mayfield, 2008) and without it the applications and platforms do not 

have value and no use as they would not distinguish from normal media (Obar & Wildman, 2015). 

The value is created by the possibility for users to contribute something either just by themselves 

or in collaboration with others and not only content which is not created by organizations or 

individuals who are hosting the medium (Carr & Hayes, 2015). Consequentially, Social Media has an 

impact on how people communicate, interact and manage relationships (Shirky, 2009).  

Social Media enables to create, interact, collaborate, share, and consume content which makes 

users to participants and not only consume (Obar & Wildman, 2015). Before the web was mostly 

for consumption (Web 1.0) but with social media, people became also participants (Web 2.0) which 

shifts the communication from a monologue of one to many to a dialog of many to many (Obar & 

Wildman, 2015; Dolan, 2015). Thousands of individuals can simultaneously consume and share 

content and give spontaneous feedback (Zafarani et al, 2014).  

 

2.1.2 Types of Social Media 

There are different variations and types of social media and they can be categorized into several 

dimensions and clusters. The most common social media platforms are social networks, 

bookmarking, social news, media sharing, microblogging and blogs and forums (Grahl, 2012). 

Different platforms fulfill different uses and gratifications and explains why most people use several 

different platforms and not only one (Quan-Haase & Young, 2010). For the reason, multi-platforms 

are common and preferred to use as engaging and being on several platforms requires also more 

work, most people prefer one social media which combines several different variations of social 

media depending on how they integrate different platforms on the basis of gratification they fulfill 

(Quan-Haase & Young, 2010).  

Platform characteristics are important to know in order to understand how people create, share, 

interact and and mobilize content (Sloan & Quan-Haase, 2017). Furthermore, the platforms differ 

how the community is created and maintained i.e. private versus public access to the content, the 

type of connection with other users e.g. friends or collegues and the durability of the content 

accessibility (Sloan & Quan-Haase, 2017; Voorveld, van Noort, Muntinga & Bronner, 2018).  
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Zhu and Chen (2015) distinguished the platforms into categories based on two characteristics which 

gives a good sense of the motivation and reasons for people to use them: the nature of connection 

i.e. profile or content based, and level of customization of messages i.e. the degree to which the 

platform is customized to fulfill user’s individual and particular preferences. Based on these two 

characteristics social media platforms can be categorized into:   

Relationship platforms which cover platforms that are based on a profile and mostly consist 

customized messages i.e. Facebook and LinkedIn. They require two-way confirmation and are 

mostly used for keeping relationships and staying contact with other people (Zhu & Chen, 2015). 

Self-media platforms which are also profile based but have the option that people can manage their 

own social media communications channel and are one-way initiation i.e. Twitter and Facebook fan 

pages (Zhu & Chen, 2015). 

Creative outlet platforms are content based and have the possibility and options for people to be 

creative and share their interests i.e. YouTube, Instagram, Pinterest, TikTok. The content is 

broadcasted to the whole audience. Users can follow people there are most interested in and like 

to see their content. It connects them based on their creative output and creates meaningful outlet 

for creativity while being entertaining and aesthetic (Zhu & Chen, 2015). 

Collaboration platforms which are content based as well and offer people to ask questions, get 

advice, find news or the most interesting content of the day i.e. Reddit. People connect because 

they are interested in the content and information and not because they know each other (Zhu & 

Chen, 2015).  

The social network sites are social media which enables people to connect and stay in contact with 

other people and have a social purpose and therefore create new opportunities for interaction and 

generally mostly understood as the social media platforms (boyd & Ellison, 2007). Additionally, 

TikTok will also be included although, it is not as common yet either, however, the platform had a 

strong increase of users during the corona crisis (Poleshova, 2020) and could therefore show 

relevant insights about people’s social media behavior during the crisis. The most common social 

media (social network) platforms in Germany (Moghaddam, 2019) which will be used in the analysis 

are:  
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Facebook 

Facebook is a social network (Voorveld et al., 2018) and the biggest Social Media platform with 1,6 

milliarden users. Facebook is about relationships (Voorveld et al., 2018) and only allows linkage 

between two users if both parties agree to the connection (Sloan & Quan-Haase, 2017). People can 

connect with their friends from real life, writing status updates, private messages, groups, do stories 

etc. Facebook is an allrounder in Social Media and offers many options. However, in Germany most 

people do not use it as often anymore and it is rather a platform for specific information exchange 

or groups. It is mostly used for connecting with friends and getting information.  

 

Snapchat 

Snapchat is an instant photo messanger (Voorveld et al., 2018) and offers the features to send short 

10 seconds clips and pictures called snaps directly to other people which are automatically deleted 

after a few seconds (Voorveld et al., 2018) and therefore, offers a different kind of content than the 

other platforms. People also have the option to share their content on their story which lasts then 

for 24 hours and is shown to all of their friends. Compared to Instagram and TikTok, Snapchat is 

more used for communicating with actual friends then just posting content which is available for 

everyone.  

 

Youtube 

Youtube is a video platform which enables consumers to watch videos for free online. While most 

people are rather passive on Youtube meaning they do not upload videos but only consume and 

evaluate or comment, Youtube has also many users who post regularly videos and have a huge 

follower base. The content varies from many different topics which show personal opinions of the 

people or their personal life, to information and learnings, and therefore offer people information 

or entertainment.  

  

Instagram 

Instagram is a photo-sharing application (Voorveld et al., 2018) and a platform which started 

originally to share pictures with the followers of a person. With xx amount of people using it in 

Germany it is also one of the most used platforms. As the platform developed more, it is now also 
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possible to watch stories of people, which they post and other people can watch within 24hours 

and then it is gone which is similar to the Snapchat stories. . For most people a good way, of showing 

little moments of their life without directly posting it. Additionally, Instagram also offers InstaTV 

which gives users the possibility to share longer videos which is more similar to Youtube videos. The 

newest content option Instagram offers is the Rheel function which is also short clips but it is 

inspired by the TikTok video format. Instagram is used for different reasons like staying in contact 

with friends, entertainment, information.  

 

TikTok 

TikTok is a platform for sharing short video clips with music or sound. While many platforms work 

mostly without sounds because users most often have their phone on mute and therefore even 

started to have subtitles in their videos and clips in facebook and Instagram, TikTok’s content 

requires the sounds and people also use it. The platform is mostly for entertainment with funny and 

creative clips which can be max 60 seconds. Due to the different algorithm compared to Instagram 

it is easier to go viral with a good clip and get a lot of views.  

 

Twitter 

Twitter is a micro-blogging platform which offers to share brief texts, called tweets, of 140 

characters (Voorveld et al., 2018). It allows to follow a person, account or institution without 

reciprocation.  One-way flows if information (Sloan & Quan-Haase, 2017). It is not as common in 

Germany and only has a little user group. However, it is still common for finding information and 

being up-to-date and also for entertainment purposes. About x amount of people use it in Germany.  

Nevertheless, there exist several more social media platforms like Linkedin and Xing, a business-

related social network or Pinterest which is like a pinboard of ideas collecting different content 

and representing different social media, Tumblr and Twitch and Reddit (Van Dijck, 2013; Voorveld 

et al., 2018; Moghaddam, 2019). However, as they are not used as much from people in Germany 

i.e. Tumblr, Twitch and Reddit or do not fit to the research as they do not represent people’s 

personal opinions well but rather business focused i.e. Linkedin and Xing or looking for general 

inspiration and ideas on the internet i.e. Pinterest, they are not included in this analysis and 

therefore not further elaborated.  
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2.1.3 Social Media Behavior 

The Web 2.0 has given consumers the possibility to not only consume but also to contribute and 

participate. Their role has shifted from being passive to the possibility to become active (Stewart & 

Pavlou, 2002). Consumers can take part in many different activities varying from consuming 

content, participating in discussions, sharing knowledge with others to contribute to other people’s 

activities and content (Heinonen, 2011). However, not everyone is active on Social Media meaning 

to contribute content like posting pictures, etc. most consumers are only consuming (Heinonen, 

2011). More precise actually only a few consumers are actively producing most of the user-

generated content (Heinonen, 2011). Furthermore, the social media behavior depends on the 

people’s motivation.  

 

2.1.4 Social Media Motivation 

The reasons and motivations for people to use social media vary (Hoffmann & Novak, 2012). Hence, 

there exist different categories of social media platforms also the motivations to use them can vary 

as each of them fulfills a different need and the motivation to use them varies for every person’s 

individual need and desire (Zhu & Chen, 2015). As they already got categorized into different groups 

these are also some of the first basic motivations and reason for people to use and engage with 

these social media platforms.  

However, in general the most typical and common motivations for using social Media are 

"achievement (Kuznetsov, 2006), information (Weiss, Lurie & Macinnis, 2008), peer pressure (Jung, 

Youn & McClung, 2007), positive experience (Hoffman & Novak 2009), self-understanding (Zhao, 

Grasmuck & Martin 2008) and social interaction (Lenhardt and Fox 2006), among others" (Hoffman 

and Novak 2012:6). Additionally, Shao (2009) said that people perform a variety of activities online 

mentioning the consumption of information and entertainment, the participation in social 

interaction and community development, as well as production of self-expression and self-

actualization. (Heinonen 2011). Often consumers engage in all three activities or in a combination 

of two (Heinonen, 2011).  However, more specifically the theory for the reasons and motivations 

for the usage of social media will follow in a section 5.1.  
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2.1.5 The Impact of Social Media 

The use of social media became a normal aspect of most peoples’ life and about 50% of the people 

visit a platform daily and spent on average one hour per day on any or several platforms (Houghton, 

Lawrence, Hunter, Rosenberg, Zadow, Wood & Shilton, 2018). Consequentially, it has an impact on 

the society (Neelamalar & Chitra, 2009) and social media have changed how people communicate 

and interact with each other. Furthermore, how people behave and changes the life style of many 

people (Siddiqui & Singh, 2016).  

In general, social media can have and has both positive aspects and negative aspects like most things 

do. On one hand, for instances they make it easy to stay in contact with friends and possible to meet 

new people and make friends online, because a person may would not have met otherwise because 

it connects people from all over the world and makes it easier to find people with similar interests 

and characteristics. It also helps find easier and faster current information, to stay up to date, to 

share ideas and learn new things. Furthermore, it connects people to reach similar goals and bring 

positive changes because people can support each other. Another aspect is that it keeps people 

entertained (Siddiqui & Singh, 2016; Anderson & Jiang, 2018).  

On the other hand, social media platforms can also be addictive or people because people spent a 

lot of time there. It can also cause distraction because it is so easy and always accessible. 

Furthermore, it can easily affect people with all kind of information and content negatively because 

not everything is filtered as everyone is allowed to post, so it can spread wrong information like fake 

news and rumors. Consequentially, it can also harm relationships with people and drama. It can also 

give unrealistic perceptions and ideas of other people’s life because they only post filtered and 

positive information of their life and also additionally it can create peer pressure. (Siddiqui & Singh, 

2016; Anderson & Jiang, 2018).  

Social Media is often blamed for having a negative impact on mental health (e.g., Charles, 2019; 

Coyne, Rogers, Zurcher, Stockdale & Booth, 2020). Additionally, it is blamed for making people 

choosing wrong priorities which are bad for their mental health like not getting enough sleep (Scott 

& Woods, 2018, Coyne et al., 2020) or decreasing the time spent face to face with friends (Twenge, 

2017, Coyne et al., 2020). However, it is also said that people chose to engage with specific social 

media platforms to fulfill specific needs which e.g. involves escapism or diversion from everyday life 

(Coyne, Padilla-Walker, & Howard, 2013, Coyne et al., 2020) which is actually something positive 
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because people who do not feel as well may look for connecting with others online (Coyne et al., 

2020). Additionally, studies have also shown positive impacts on using social media if people were 

depressed and can be an effective health communication for some people (Farpour, Habibi & Owji, 

2017).  

However, it always depends on a person’s individual perceptions, usage, behavior and more what 

kind of impacts social media has on the person and how it is perceived. Furthermore, there are more 

impacts and effects consequences of social media, however, only the most relevant and a general 

overview is given to give a general idea and background about social media.  

 
2.2 Crises 
 
Based on existing literature in the following crisis will be defined and explained. There are different 

kinds of crises which vary in different aspects and therefore also have different consequences on 

people. Furthermore, people behave differently in crisis situations and there are different theories 

about how people overcome it.  

 

2.2.1 Definition 

Regardless of where people live and what they do, a crisis can always happen and affect people’s 

life and situation (Ulmer, Sellnow, & Seeger, 2013). However, a crisis is always highly unexpected 

and brings many uncertainties and problems with it (Seeger, Ulmer, Novak & Sellnow, 2005). It 

follows often that people intense emotions, fear, stress, anxiety, and the unrest and concerns when 

and how it can be solved (Seeger et al., 2005). Furthermore, people handle crises differently 

depending on their past experiences, background, values, what kind of crisis it is and who or what 

is responsible for it (e.g., Coombs, 2004; Steelman, McCaffrey, Velez, & Briefel, 2015). 

In daily live the term “crisis” is often used for describing the state of excitement or the peak situation 

of a problem (Kast, 1991). However, it actually can more precisely be seen and described as the 

restriction or dilemma in which the whole life is reduced to one problem (Kast, 1991). A crisis is 

defined as unpredictable major threat which can have a negative impact (Coombs, 2005) which can 

happen to people, organization, countries, economies etc. Coombs defined a crisis as “the 

perception of an unpredictable event that threatens important expectancies of stakeholders and 

can seriously impact an organization’s performance and generate negative outcomes” (2007; 2-3).  
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It is important to distinguish between crises and disasters. Among other distinguishing 

characteristics, the important difference is that disasters can be natural or man-made, or both and 

have only negative effects. For instance, they cause damage to human life, physical environment, 

have big economic costs or social cost. However, crises are man-made and can have positive and 

negative effects. A crisis result from economic and political issues and also from disasters. (Shaluf, 

Ahmadun & Said, 2003). Therefore, crises and disasters are different events but are related.   

In general, a crisis specifically is defined as a peak situation which happens rapid without planning 

and control in a natural or social system with problems and disfunctions which happens over a 

specific amount of time. Cullberg (1978) defined a crisis as a loss of the balance which is not handle 

able because it outreaches the past-learned behavior and skills.  

In most cases, a crisis is not planned but do have negative and positive aspects which distinguishes 

them from disasters which only have negative outcomes (Shaluf et al., 2003). Therefore, crisis brings 

chances and new opportunities if they can come overcome and do not end as a catastrophe/ 

disaster. There are three factors to identify a crisis: 1) a crisis can be expected but not predicted, 2) 

the potential to disrupt organizational operations, 3) a crisis can threaten the organization, the 

industry or their stakeholders.  

 

2.2.2 Types of Crises 

There exist different types of crises, depending on who is affected, how and why and the 

circumstances. Psychologists differentiate between normative and not-normative crises, individual 

crises, and critical life situations which also include collective crises (Erikson, 1973; Oerter & 

Montada, 2002).  

Normative individual crisis describes the typical crisis’ every person has to suffer from at some point 

in life i.e. birth, puberty, meno pause, and death (Erikson, 1973). They are also called development 

crises which are a mix of biological change i.e. puberty, meno pause, social expectations i.e. 

marriage, parenthood, and typical normal obligations i.e. learning and going to school. Non-

normative individual crises are happening due to special and critical life situations and could not 

have been planned. This type of crisis only few people experience and are more difficult to handle. 

The reason for them is often problems or lost of e.g. birth of own child or sibling, death of someone 

close, unemployment, divorce or crime (Kast, 1991). Additionally, they can be based on other bigger 
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crises e.g. nature catastrophes, economic crisis, war which are called collective crisis.  This type of 

crises are critical life situations which affect all people in a specific time frame (Oerter & Montada, 

2002). 

 

2.2.2.1 Collective Crises  

A collective crisis is affecting many people at the same time and are therefore community crisis 

(Shaluf et al., 2003). This kind describes natural crisis resulting from natural disasters, industrial crisis 

which result from socio-technical disasters and non-industrial crisis which are caused by the conflict, 

also referred to “political” or non-conflict crisis (Quarantelli, 1988). A conflict crisis can be further 

distinguished into external conflict crisis because of wars, threats, terrorism and internal conflict 

crisis caused by political systems like dictatorships, internal conflicts due to ethnic or religions, or 

terrorists attacks like 9/11 attack. Non-conflict crises cover economic crises like financial crisis e.g. 

East Asia financial crisis and also non-financial crises, e.g. UK's BSC crisis (Liao, 2001). Social crises 

include among others discrimination due to gender or religion, sexual harassment, racism, 

blackmail, and more (Shaluf et al., 2003). It is important to mention that in collective crises many 

people are affected and the impacts and effects of it can additionally result into personal crisis for 

some people (Bilchitz, 2014).  

 

2.2.2.2 Individual Crises 

A person handles problems or difficult situations by using and referring to a variety of problem-

solving mechanisms which solve the problem. However, in crises the situation or problem is way 

bigger and significant and past-learned behavior do not help. The period the person is dealing with 

this situation is longer than usual problems and they get a feeling of ineffectiveness and helplessness 

(Halpern, 1973). This has an impact on the person’s mental health and is called a “personal crisis”. 

The person is in bad circumstances and in worst cases and bad crises not able to life the general and 

basic life anymore (Bilchitz, 2014). Personal crises are usually caused by stressors range from 

singular, traumatic events to transitional periods e.g. the puberty (Hankin, 2006). A personal crisis 

tends to arise when a person is suffering from several threats of their well-being i.e. physical, 

emotional, or psychological. Sometimes it is connected to a personal economic crisis and the person 

is unable to get the resources to meet their own needs (Bilchitz, 2014). This can come from different 
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directions, e.g. a person is seriously ill and therefore cannot work anymore and loses his/ her income 

or it can be that the person is able and willing to work but the company does not require the person 

anymore. The circumstances that the economic conditions in society are bad or the person’s skills 

are not good enough, it can be very difficult to get new work (Bilchitz, 2014). Consequentially, a 

person’s crisis is not always connected to its own faults but can also result from another crisis e.g. 

economic crisis, natural disasters etc. For this reason, it is not the fault of their own which can have 

different impact than if it would be.  

A personal crisis is in most cases affecting and changing past goals and values because it questions 

past experiences and is threatening for a person (Müller, n.d.). However, a crisis is also always time 

limited. If a crisis is long-term without any coping strategies it is often connected to psychosomatic 

complaints and mental disorders e.g. anxiety disorder, personality disorder, and depressions which 

can follow worth outcomes like stress, eating disorders, addictive behavior, suicidal tendency and 

more (Müller, n.d.). However, like already mentioned some smaller crises are part of every person’s 

life and are necessary for development.  

Additionally, it is important to mention that the development of a crisis is really subjective and varies 

for every person. There are no particular events, situations or circumstances which always result in 

a crisis or potential critical situation for a person because every person evaluates situations very 

individual, subjective and unqiue (Bilchitz, 2014).  

 

2.2.3 Crises Behavior  

As crises are an extreme situation, they of course have an impact on people’s mental health, life 

and routines. They have an impact on their emotions, feelings, potentially affect that people 

reevaluate what is important in their life and change values accordingly because they noticed what 

actually matters (Inglehart & Baker, 2000; Schwartz, Bardi, & Bianchi, 2000). Therefore, people also 

change specific behaviors based on these influenced factors. Not necessarily, it means everybody 

changes due to the same crisis and that changes are always extreme because every person is an 

individual and a crisis situation is subjective (Bilchitz, 2014). Every person already had different 

experiences and situations which influenced their future behavior and views, every person has 

different basis for certain behaviors in general because of their demographics like gender, age, 
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religion and also the culture (Fishbein & Ajzen, 2011). Based on this, their individual values and 

behaviors vary and therefore, also their impact of a crisis varies.  

When people go through a crisis there are typical stages in the process which identifies and explains 

how a person is behaving and how it is dealing with the situation in the moment. The process of a 

crisis people are going through can be divided into four different phases: 1) the shock phase in which 

people typically do not accept the reality and deny it, 2) reaction in which people are angry, blame 

others, are struggling with their feelings they first ignored and denied, so it is really chaotic.  3) The 

process time which describes the phase in which people are looking for new things to cover the loss, 

they accept and understand it, and they take the responsibility for their own actions. Phase 4 is the 

reorientation period and the person is lets go and releases the past situation, opens up for new 

situations and finds new routines and behaviors (Cullberg, 1978).  

In general, people are collective therefore, they require a social environment, especially in hard 

times like a crisis. It is helpful to talk with family or friends to overcome a crisis better and faster as 

talking to other people about it is supporting and effective and often even required (Cantor, 1979).  

In some cases, it can also be required or essential to get professional help depending on the person 

and the circumstances (Winness, Borg & Kim, 2010). However, with the help a person in a crisis can 

faster go through the different stages of a crisis and can more and faster adapt to it, get used to it 

and change the behavior accordingly.   

3 Corona 

In the following chapter, the COVID-19 pandemic is explained and relevant information for the 

further research and analysis given. As the situation, circumstances, regulations and therefore the 

impacts of the crisis on people were different for every country and as this research focuses on the 

impacts of the Corona crisis in Germany, therefore the specific situation of the pandemic in Germany 

is also explained.  

 

3.1 Introduction and General information about Corona 

The COVID-19-pandemic, also known as Corona Virus Pandemic, Corona Pandemic or Corona Crisis, 

is an ongoing pandemic and global spread of the COVID-19 virus which is caused by the SARS-CoV-

2 virion which affects the breathing area of humans (Kupferschmidt, 2020). It was first identified in 
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Wuhan, China in December 2019 and then developed to a global pandemic during the beginning of 

2020 affecting the whole world (Taylor, 2020). Consequentially, it is a collective crisis as it the 

situation impacts all people in more or less the same way, however as collective crisis can cause a 

personal crisis because of its impacts and consequences, some people may also have a personal 

crisis.  

End of January, the World Health Organization (WHO) put the global risk of the virus from “high” to 

“very high” and middle of March Italy had more death victims than China (2020). Middle of March 

it had the highest number of infected people in China, Italy, Spain, the Iran, Germany, France and 

the USA and end of March China, Europe and the USA were the hotspots of the pandemic. (Timeline: 

WHO's COVID-19 response, 2020) 

Due its long incubation time of 14 days, meaning the time between exposure to the virus and 

showing symptoms, as well as sometimes really low symptoms, it could spread quite fast and 

without notice to many people. (ECDC: Q & A on COVID-19, 2020) The virus spreads from person to 

person (human-to-human transmission) via respiratory droplets when people are sneezing, 

coughing, or when interacting with other people in little distance, usually less than one meter. 

(ECDC: Q & A on COVID-19, 2020). This virus was not known before the outbreak which followed 

that doctors and governments did not know from the beginning on how it spreads, how it affects 

people’s health as well as the long-term impacts and therefore, learned, got new insights and 

explanations during the pandemic (ECDC: Q & A on COVID-19, 2020; Timeline: WHO's COVID-19 

response, 2020). Most Covid-19 infected people only experience a moderate respiratory illness and 

recover without special treatment. (WHO, 2020a). However, it is estimated that around 14% of the 

diagnosed COVID-19 cases need to be hospitalized due to a serious and severe course and about 5% 

have severe illness and people who are older than 60 years old have an even higher risk rate of 

hospitalization. (The Novel Coronavirus Pneumonia Emergency Response Epidemiology Team, 

2020). As the virus spreads so easily and not always noticeable, the major problem of the COVID-19 

is that if too many people require special treatment which would quickly extend the capacity of the 

health systems due to the high number of infected people at the same time (Coronavirus, 2020).   
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3.2 Prevention of Infection & Lockdown 

In order to prevent spreading the virus, people were asked to wash hands regularly, to cover mouth 

and nose when sneezing or coughing, maintain a distance of at least one meter, in general avoid 

unnecessary travels and avoid big groups of people as well as stay home as soon as feeling unwell 

(WHO, 2020a). Additionally, it was recommended to wear masks for personal protection as some 

countries also made it mandatory to ear one (WHO, 2020b). People who were tested positive or 

might got contact with another COVID-19 infected people need to stay in quarantine in order to 

prevent spreading it to more people (ECDC, 2020). 

In order to prevent that many people, get infected at the same time and spread it, the prevention 

was trying to reduce the numbers of infected people in order to ensure not too many people, get 

infected at the same time to not exceed the health system capacities. Therefore, it was highly 

desired to reduce the Basic Reproductive Rate which describes the average number of people 

infected by one person and is estimated to be between two and four people for the COVID-19 virus 

(World Health Organization, 2020). Consequentially, it was necessary to ensure people keep 

physical distance and get generally less in contact with other people.  

As a matter of consequence, several countries and governments decided to make a lockdown to 

ensure that less people are in contact with other people which affected intensively people’s public 

and private life (Taylor, 2020). By the End of March 2020, more than 100 countries were placed in 

full or partial lockdown to stop the spread of the COVID-19 virus, which affected billions of people 

(“The World in Lockdown in Maps and Charts,” 2020) 

 

3.3 Impact and Economic Crisis 

The corona crisis is a community crisis affecting many people all over the world. The worldwide 

lockdown situation had huge impacts on the economic situation and lead to global economic 

disruptions, the postponement or cancellation of public events, and a shortage of supplies due to 

panic buying (Coronavirus, 2020). In many countries, schools, colleges and universities closed down 

following that students stayed home and did home schooling (Coronavirus, 2020). Additionally, 

many businesses also needed to follow the stay-at-home regulation which followed people doing 

home office. Furthermore, I was advised or restricted to not travel unnecessarily to other countries.     



Master Thesis | Social Media Usage in Crisis Situations  

 

 

 

 

24 

 It caused severe repercussions for economies all over the world (World Economic Outlook, April 

2020 : The Great Lockdown, 2020) as the global economic slowed down during the lockdown  as 

well as the saw stagnation of stock markets and consumer activities (Consumer Sentiment and 

Behavior Continue to Reflect the Uncertainty of the COVID-19 Crisis | McKinsey, 2020).  

Restaurants, bars and general open public spaces suffered a lot because no people were allowed to 

go out and gather with many peoples in closed rooms and also the general consumption decreased 

because people just stayed home. Additionally, the home office situation made the working ability 

for employees in companies not much easier. End of February, the market crashed (World Economic 

Outlook Update, June 2020, 2020) and several companies suffered from this situation. Some 

managed to adjust to the new circumstances, some could not handle the lockdown and needed to 

close down, following that people lost jobs (Coronavirus, 2020). However, also companies who 

survived could partly not handle to keep all of their employees which followed that people could 

not work or the loss of jobs which had an immense impact on some people. The United Nations 

(UN) predicted in April 2020 that potentially 195 million full-time workers will be unemployed (ILO, 

2020).  

 

3.4 Situation in Germany 

As the circumstances, regulations and general situation as well as the impacts of the corona crisis 

is different for every country and the people in the country. It is necessary to give a further 

overview and understanding of the specific corona situation in Germany.  

 
3.4.1 General 
The first approved infection in Germany was end of January in Bavaria (tagesschau.de, 2020a) and 

more cases followed during February (Coronavirus, 2020).  At the end of February, the Robert-Koch-

Institut (RKI) still evaluated the risk of the COVID-19 virus for the German population as “low to 

medium” and the cases could be successful isolated and cured. Middle of March already the first 

countries closed their boarders to limit people to travel unnecessary and spreading the virus 

unconsciously (mdr.de, 2020; Coronavirus, 2020) and the German chancellor Angela Merkel 

appalled in a unique situation to the whole country on TV to be careful and follow the rules to 

prevent high numbers of infections (Coronavirus, 2020). The European Union declares a stop of 

entry and German started recalls of about 160.000 people who travel abroad (Coronavirus, 2020).  
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Until the End of March the virus spread in whole German and was reevaluated as “high” and “very 

high” by the RKI for risk groups (tagesschau.de, 2020c). On the 22nd of March, the government 

imposed a curfew and contact ban, known as lockdown, which followed that millions of people 

stayed home, could not go to work, did home office and more (Coronavirus, 2020). The numbers of 

infected people continued to rise in Europe and also America and the lockdown got extended 

(Coronavirus, 2020).  

 

3.4.2 Impacts of the Corona Crisis in Germany 

The lockdown followed that the life of most people got drastically restricted and changed many 

people’s life routines and people do not know for how long (Corona und Routine - Was sich 

verändert hat, 2020). Routines got changed because many companies closed down their offices and 

started to do home office in order to reduce contact (Coronavirus, 2020), Kindergartens and schools 

got closed down as well, so children could not infect each other and then spread it to their family 

members at home (tagesschau.de, 2020b). Activities and social life got reduced and forbidden, so 

restaurants, hotels clubs, all public places got closed, sports events got cancelled, even playgrounds 

and parks got closed to ensure the least possible contact with other people (Coronavirus, 2020). 

People were limited or not allowed to travel inside the country and also countries closed also their 

borders to ensure people will not spread it to other countries (Coronavirus, 2020). Meaning that the 

life circumstances had drastically changed, people interacted way less with other people and were 

mostly home.  

Regulations changed during the crisis several times affecting different businesses and rules and as 

every state in Germany could make their own rules and regulations which fitted best the situation 

in the state, people got confused what is applying to them and what is not (Coronavirus, 2020).  

People stayed home, life was reduced, people meet only people they life together or when go 

grocery shopping. Furthermore, only a limited amount of people was allowed to enter e.g. 

supermarkets which followed long lines in front of the supermarket. People also began to panic 

about the future situation and began to do panic shopping to be prepared for potential short comes 

of goods and potential further locks of supermarkets and just to be prepared for the future 

(Coronavirus, 2020), although the government said often times that supermarkets will not close 

down and that there is no limit of food etc. However, as people still started to buy bunches of things 
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the shelves in the supermarket were partly empty (Coronavirus, 2020) , not because it reached the 

limit but because the logistics were not prepared for such a big shopping and first need to manage 

to deliver more things which of course takes time (Coronavirus: Die Flaschenhälse Der Lebensmittel-

Logistik - DER SPIEGEL, 2020). Although, most people followed the notice not to do hamster 

shopping, the few people who did affected to other people with first of all limited products in the 

stores like pasta, toilet paper, and more, but also gave a more uncertain and more stressful feeling 

about the situation (tagesschau.de, 2020c).  

Therefore, the situation was drastically for everybody because life had totally changed and routines 

are important for some people. The situation was more stressful because people needed to manage 

to work from home and maybe also take care of their small kids which could not go to the 

kindergarten or school (Stoldt, 2020). People who live alone and did home office, almost had not 

social contact anymore (Martera, 2020), students stayed home and were not allowed to participate 

in lectures anymore (Hochschulrektorenkonferenz, 2020), additionally may also lost a lot of their 

social contacts, some even returned home to their parents to not be alone in this time and have a 

bit more of stability (Höfler, 2020). Kids also stayed home and ha not contact to friends and needed 

to do home schooling which was partly difficult to organize and not all parents could handle to help 

their kids with the school materials and tasks all the time. It was a unique and stressful situation for 

everyone (Stoldt, 2020). On the other side, people got told that the number of infected people rises, 

some people died of it and hospitals got prepared for the worst (Coronavirus, 2020), fake news were 

spreading via Social Media (tagesschau.de, 2020d) and the supply of masks, disinfection etc. was 

tricky (tagesschau.de, 2020c). People did not know how the situation will continue. Every day the 

RKI had a conference to talk about the newest updates and newest consequences as well as showing 

the latest amount of infected people (RKI - Coronavirus SARS-CoV-2 - Aktueller Lage-

/Situationsbericht Des RKI Zu COVID-19, 2020). In the television was everyday a special report about 

the newest Corona information (Video: ARD Extra: Die Corona-Lage - ARD Extra - ARD | Das Erste, 

2020). The whole life and information was only about the virus. However, people got also creative 

with distance programs like balcony concerts etc. to keep up the mood, many started to do more 

sports, take care of their homes and projects they always wanted to do. (Schubert, 2020; Schyns, 

2020; Weckwerth, 2020). 
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In the beginning of June, the situation began to relax a bit again (Coronavirus, 2020). However, it 

got mandatory to wear masks as soon as entering public buildings and to keep distance. Restaurants 

and bars got open under specific regulations i.e. limited amount of people to make the life again 

starting. It was allowed again to meet with a limited amount of people depending on the state 

people live in (Coronavirus, 2020). In June and July boarder opened again and people were limitedly 

allowed to travel and do summer vacations (Coronavirus, 2020). However, all of these impacts have 

consequentially immense impacts on people as this crisis cannot be ignored and impacted many 

aspects of people’s life. Hence, it has an influence on people’s feelings, emotions, well-being, 

behavior routines and changed what people value.  

 

4 Theory Development and Foundation 

In the following sections the applied theories in order to analyze people’s social media behavior 

during the corona crisis and how it is impacted by it will be explained and elaborate which are based 

on the findings from the literature in order to answer the research question of “how distinctive the 

motive for using social media for social interaction and communication is for people between 18 

and 35 in Germany during the corona crisis and how the crisis influences the motive”. 

As none of the existing theories really fulfilled the necessary factors and covered all the parts in 

order to answer the research question in an appropriate and fulfilling way, it was necessary to 

research about general concepts and ideas of the different variables and theories and then adjust 

them to this specific research.  

In the following chapter, the used theories in order to answer the research question will be 

explained. First of all, the reasons and motivations why people use social media in general will be 

explained. Secondly, behavior will be explained and how behavior its impacted and can change, 

furthermore, the importance and impact of well-being and mentions on people’s behavior will be 

further elaborated. As values play a very important aspect of people’s life and everyday decisions, 

perception etc. they will be explained and how and why the change what impact they have on 

behavior. Lastly, these two main parts will be connected, in order to determine people’s social 

media behavior during the corona crisis and how it got impacted during the crisis times.    
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4.1 Reasons for Social Media Usage  

The Uses and Gratification Theory is a method to explain why and how people seek out and use 

specific media to satisfy their specific needs (Katz & Foulkes, 1962). In comparison to traditional 

media, user of social media have the possibilities and options themselves to choose what they want 

to consume and because it is intentionally consumed (Rayburn, 1996). Therefore, the theory fits 

well to understand consumer internet usage because it is user-directed and audience-centered 

(Stafford, Stafford, & Schkade, 2004; Severin & Tankard, 1997). 

They main reasons for social media and key motivations are entertainment, relaxation, escaping, 

information seeking, social interaction and communication and self-expressing (Ko, Cho, & Roberts, 

2005). Based on UGT method, past studies have used the motivations for using social media to 

predict users’ specific behaviors regarding social media (Baek, Holton, Harp, & Yaschur, 2011; Quan-

Haase & Young, 2010) which is based on the theoretical base of UGT including need for social 

interaction, need for entertainment, information seeking and sharing needs, and desire for 

expressing themselves which have been elaborated in literature which researched the choices of 

social media. 

Entertainment 

A motive for people to be on social media is because it is entertaining. People find entertainment 

on social media by watching videos, looking at posts, sharing their content etc., additionally to 

looking for humor and comic relief and listen to jokes (Whiting & Williams, 2013). Entertainment is 

often mentioned as the overall motivation for using social media (Muntinga et al., 2011).  

 

Relaxation 

Relaxation is often mentioned in connection and as part of entertainment (Korgaonkar & Wolin, 

1999), as entertainment and relaxation both relieves stress. Furthermore, entertainment is often 

also related with escaping from the real world and can also be defined as fun and enjoyable 

(Korgaonkar & Wolin, 1999).  
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Escape 

Social media also offers people the possibility to escape for a little while form their surrounding, life 

and routines and enables to seek enjoyment or amusement (Hur, Kim, Karatepe & Lee, 2017). It 

helps to escape the stress of the real world and to be distracted and forget about problems or 

worries for a moment.  

 
Information seeking 

Seeking for information is a significant motivation for people to use Social Media. (Smock, Ellison, 

Lampe & Wohn, 2011). People look for information but also share information by posting content 

or sharing the content of other people. People use social media to seek out information about sales, 

deals, products, events, birthdays, parties and information about businesses (Whiting & Williams, 

2013) but also about other people’s and their friends’ life.  

 

Social Interaction and Communication 

Social media makes the communication and interaction with people more simple and easier 

(Clement, 2019), and consequentially the interpersonal communication is a motivation for people 

to use social media in their daily life (Whiting & Williams, 2013). This social interaction satisfies the 

social need of people, to meet and talk with each other online and builds a sense of community and 

a sense of belonging (Park, Kee & Valenzuela, 2009).  

 

Self-Expression 
Another important factor for using social media is to express the personal identity (Boyd, 2008). It 

is defined as expressing personal opinions, ideas, thoughts as well as personal images about 

everything that matters to the person sharing it and convey interest, hobbies, ideas and feeling 

(Ting, 2014).  

 

4.2 Behavior  

In order to understand how people’s social media behavior potentially is impacted by the corona 

crisis and its consequences, it is required to understand people’s behavior and how it is influenced 

and impacted.   
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The behavior of people is very complex and difficult to explain (Ajzen, 1991) and influenced by many 

different factors i.e. individual factors e.g. personality and mood, social factors e.g. age and culture 

and information e.g. knowledge (Ajzen, 1988).  

The theory of reasoned action states that people’s behavior is influenced by people’s intentions 

(Ajzen & Fishbein, 1977). Additionally, according to Triandis’ model of interpersonal behavior (1977) 

behavior is a combination of intentions, habitual responses, the situational constraints and the 

conditions. The intention is further influenced by rationale assumptions i.e. morality as well as social 

i.e. norms, roles, self-concept and affective factors i.e. emotions.  

 

 
Figure 1: Theory of Interpersonal Behavior (Source: Triandis (1977)) 

 

The analysis of changing behavior in other studies is often based on this model, however, as often 

people desired to change their behavior to e.g. eating healthier, doing more sports, start to 

recycle more, it was reasonable to analyze people’s changed intention (Fishbein & Ajzen, 2011).  

Furthermore, there are different reasons and circumstances why people change their behavior. In 

most cases and most natural cases, it happens because people want to change a certain behavior 

e.g. eating healthier, doing more sports, start to recycle more etc. Other reasons for behavior 

changes are if something specific and important happens in people’s life i.e. giving birth, death, 

moving to another city or country, starting a new job or education (Erikson, 1973). All of these 
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events can have different effects with different strong impacts on a person. There exists several 

theories and models on how and why people change behavior.  

As the corona crisis forced people to change their behavior it is not necessary to analyze people’s 

intentions for the reasons why they changed their behavior and therefore this model is not fully 

reasonable to use for this research as the corona crisis is a facilitated condition which influences 

people’s behavior. Nevertheless, the theories give some factors which can be useful to analyze the 

behavior during the corona crisis e.g. emotions and their attitudes (Triandis, 1977).   

 

4.2.1 Emotions  

Feelings and emotions are the underlying determents of people’s emotional well-being and 

consequentially have an immense impact on people’s behavior (Fishbein & Ajzen, 1975). They play 

a significant role because they influence a person’s attitude (Dubé, Cervellon & Jingyuan, 2003). 

Emotions are influenced by the personality, believes and values of a person and therefore vary for 

everyone and explain why people experience the same situation differently and consequentially 

behave differently. Several different factors are responsible for the variation, however, a huge 

impact on a person’s emotions and behavior have their values because they have their origin in 

them (Watson & Spence, 2007). People’s feelings, emotions, moods and how they perceive a 

specific situation and their general motivation are influenced and impacted by the values of people 

(Engel, Blackwell & Miniard, 1986). Therefore, they subliminal have an impact and determine the 

willingness of a person to do certain things.  

Due to the fact, that people’s well-being and emotions can tell a lot about how they perceive a 

situation and behave, these factors are considered as a basis for this analysis in this research at hand 

to see how people are impacted in general by the corona crisis and how much disoriented they are 

at the moment due to the impacts and consist changes during the crisis.  

 

4.2.2 Values  
 
Values can be are both an indicator and a consequence of behavior (Unal & Ercis, 2006). They are 

part of the background influence among the personality, emotions, culture and knowledge 

influencing people’s attitudes and therefore have an impact on the behavior (Fishbein & Ajzen, 

1975). Values are beliefs or concepts people follow in their life (Schwartz & Bilsky, 1987) and define 
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what is important and desirable for a person (Rokeach, 1973; Schwartz, 1992) and therefore impact 

attitudes, actions and behavior of people (Odabasi & Baris, 2014). Hence, they guide people in most 

situations every day because they have an major impact on people perceiving situations.  They have 

a major influence on how people interpret and evaluate situation sand how they allocate their 

attention and what perceptions they have (Schwartz, 2012). The list of values by Kahle (1983) is a 

good method for predicting behavior (Kahle, Beatty & Homer, 1986). It consists of the values 

security, sense of belonging, warm relationship with others, self-respect, being well respected, 

sense of accomplishment, self-fulfillment, and fun and enjoyment in life (Beatty, Kahle, Homer & 

Misra, 1985).  

As a matter of consequence, values can also adapt, adjust and change because of new experiences 

or life circumstances and therefore, values change during a person’s life and in response to changes 

in life circumstances (Schwartz & Bardi, 1997; Bardi & Goodwin, 2011). There are several theories 

and studies that prove that the values of people change when there are changes due to ecological, 

historical, economic, institutional, and culture events or circumstances (Inglehart & Baker, 2000; 

Schwartz, Bardi, & Bianchi, 2000).  A personal crisis is in most cases affecting and changing past goals 

and values because it questions past experiences and is threatening for a person (Müller, n.d.). It is 

said that difficult life situations follow that people become more open and have more respect of 

authorities because they emphasize and want security. While, good life circumstances follow that 

people do not like authorities and desire more self-expression (Inglehart & Baker, 2000). 

Furthermore, self-protection values e.g. security increases when people are under threat while 

values like stimulation and self-growth potentially decrease (Verkasalo, Goodwin, & Bezmenova, 

2006).  

  
4.3 Research Model  

As this research aims to figure out how people in Germany are influenced  by the corona crisis in 

order to answer the research question how it is has an impact on the motive to use social media for 

social interaction and communication, it requires to figure first of all out, how to measure the impact 

of the corona crisis on people’s behavior and secondly on their social media behavior. For the reason 

that behavior is subconsciously, and people are not always aware of it (Landon Jr, 1978), it can be 

difficult to ask people how their behavior may has changed, especially, as the corona pandemic is 
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at the time of this research already going for a few months. People struggle to remember situations 

or behavior from the past as the behavior now is their normal behavior (Jenkins, Hurst & Rose, 

1979). Furthermore, all theories and models about behavior are based on the fact that people do 

want to change a certain behavior (e.g. Triandis, 1977; Fishbein & Ajzen, 1975) and not like in this 

case are forced to due to the pandemic situation. However, as some of these aspects to evaluate 

the intention of changing behavior can be impacted by a change in the facilitated condition due to 

the corona crisis, it was decided to analyze the social media behavior during the crisis based on 

people’s personal values and their emotions.  

As a matter of fact, that people tend to reevaluate what is important to them during difficult times 

i.e. the corona crisis (Schwartz, 2012) as it follows many uncertainties, problems and difficulties 

affecting potential people’s health, safety as well as the economy which has impact on people’s 

overall life as well. Due to this it most probably changed their values to a certain degree as these 

impacts were strong and cannot be influenced by people themselves and brings up certain 

difficulties.  

Consequentially, for this analysis people’s personal values will be considered to do further analysis 

and its impacts on the person’s social media behavior.  Furthermore, the emotions of happiness and 

the feeling of disorientation can give further insights about the impact of the corona crisis on people. 

Happiness is an indicator of how an individual evaluates the overall quality of their own life 

(Veenhoven, 1984) and the feeling of disorientation is characterized by the feeling of confusion and 

inscrutability of social and personal contexts (Gümüs, Gömleksiz, Glöckner-Rist & Balke, 2014), 

therefore it will also be analyzed how the emotional well-being of people may impact their personal 

values as it can give further understanding of how much people are impacted mentally by the crisis. 

The social media behavior will be analyzed based on the motives from the UGT model.   

Hence, these emotions and personal values reflect how people are affected by the crisis, it shows 

also how and why they use social media. The research model will therefore help to analyze the 

impact of the corona crisis on people and furthermore on people’s social media behavior:  
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Figure 2: Research Model (Source: own creation inspired by Katz & Foulkes (1962) & Triandis (1977) 

 

5 Hypotheses 

Based on this model hypotheses can be assumed in order to guide the analyzes process and to 

answer the research question. As the research aims to figure out how distinctive the motive for 

using social media for social interaction and communication for people in the age of 18-35 in 

Germany during the corona crisis is and how the crisis influences the motive, it will be analyzed what 

personal values they have during the crisis in order to assume that they are more or less impacted 

by the crisis and its consequences. As past studies have shown that people who are impacted by 

difficult situations tend to have specific values, these assumptions from secondary data can be used 

in order to analyze and explain how people use social media during the crisis. Additionally, the 

people’s general happiness as well as their feeling of disorientation which also gives insights about 

how much people feel impacted by the corona crisis. 

Firstly, it is assumed that people tend to spend generally more time on social media due to the 

reason that people used it as a habit before and past habits also influence new behaviors (Triandis, 

1977).  Especially, as the lockdown and also the still on-going regulations during the research, 

people can only do limited activities (quelle), meet with less people than they probably used to 

and spend on average much more time home than before the crisis. Therefore, people tend to be 

more bored during the crisis (Swerling, 2020) and need to spend their time differently which 
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follows the assumption that people therefore tend to spend more time on social media during the 

crisis.  

 

H1: People between 18 and 35 in Germany spend more time on social media during the crisis.  

  

Secondly, the regulations and the rules to keep distance during the crisis and meet less people, 

people became more isolated. However, social connection and exchange is an important and helpful 

factor for a healthy mind and well-being during difficult times like crisis (Farpour et al., 2017).  For 

the reason, that social media is any easy way to interact with other people from even all over the 

world (Carr & Hayes, 2015), it is assumed that people use it more to be social interactive and 

communicative with other people during the crisis.   

 

H2: People between 18 and 35 in Germany use social media during the crisis in order to social 

interact and communicate with others.  

 

Additionally, it would make be reasonable that people who are more into social interaction values 

(warm relationships with others; sense of belonging) would be more also more into social 

interaction and communication on social media.  

 

H3: People between 18 and 35 in Germany who are more value social interaction as higher 

are more into using social media for social interaction and communication.  

 

Furthermore, past studies have shown that communication on social media and in general the 

communication with other people can be very helpful and positive for the mental health during 

difficult times (Farpour et al., 2017, Quan-Hasse & Young, 2010). Hence, people can and should not 

meet with many other people and past studies have shown that people who do not feel good may 

look for connections online which can have a positive impact and be an effective communication in 

order to feel better (Coyne et al., 2020; Farpour et al., 2017), it is assumed that  
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H4: People between 18 and 35 in Germany who are less happy are using social media more 

for social interaction and communication.   

 

Lastly, people who feel more disoriented may require communication and interaction with other 

people, in order to feel less disoriented and potentially get information from other people and talk 

about it in general, people may use social media more for communication reasons when they are 

more disoriented.  

H5: People between 18 and 35 in Germany who are more disoriented use social media more 

for social interaction and communication. 

 

6 Methodology 

The following part will be explaining the research design in order to answer the research question. 

The methodology part includes how the data will be collected and analyzed in order to answer the 

research question (Bem, Zanna & Darley 1987).  

 Therefore, the research design is the framework to guide the procedure for getting the required 

information and to specify the details of the procedure in order to answer the research problem 

(Malhotra, Nunan & Birks, 2017). In order to answer how people change their Social Media behavior 

in crisis situations like the Corona pandemic, it was decided to do (exploratory & conclusive research 

design??). Therefore, it clarifies and defines the details and practical aspects for implementing the 

research approach and is laying the foundation for the thesis (Malhotra et al., 2017). The first step 

for the methodology is to decide for the right and most appropriate approach to answer the 

research question and will be explained in the following section (Doyle, Brady & Byrne, 2009). 

 

6.1 Quantitative Research Approach 

For the designing the research methodology it is essential to define the philosophical approach for 

the reason that it is an influential factor on the process of the research (Weaver & Olson, 2006). The 

selected paradigm describes a system of believes and assumptions explaining the nature of reality 

and how the world is viewed (ontology) and how to investigate the world and how knowledge is 
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developed (epistemology) which has an impact on the research process (Hanson, Creswell, Clark, 

Petska & Creswell, 2005). The research philosophy also shapes how the research question is 

understood and how the results are interpreted (Crotty, 1998).  

Traditionally, researchers have been forced to decide between the positivist stances associated with 

quantitative methods and the interpretative stance associated with qualitative methods (Howe, 

1985). Qualitative research is unstructured and mostly exploratory design with small samples in 

order to provide insights, depth and understanding and quantitative research aims for quantifying 

data and applying measurements and statistical analysis (Malhotra et al., 2017). Although, this 

research conducts quantitative data which will be analyzed objectively based on the collected data, 

it is generally said to be difficult to evaluate studies about society including believes, motivations 

and values of people as objective as individuals and their personal reality are often difficult to 

separate, and these factors can change for a person from time to time and also vary from one person 

to another (Schwartz, 1992). As the positivist approach aims for discovering natural phenomena 

based on general cause-and-effect patterns by predicting and controlling (Weaver & Olson, 2006) 

and views the meaning of objects in the world as independent from any subjective consciousness 

(King & Horrocks, 2010) and feelings, emotions, motivations and values cannot be seen objective 

and are not “value-free” (Weaver & Olson, 2006) they cannot be guaranteed to be objective and 

true which will influence the analysis and discussion of the data. Consequentially, the pragmatism 

philosophical approach is chosen for this research. It is seen as the approach for answering research 

questions that cannot use exclusively using a positivist or naturalistic/constructivist paradigm (Doyle 

et al., 2009; Johnson & Onwuegbuzie, 2004). It views the meaning of knowledge in the specific 

context and theories and knowledge as true if it supports and enables successful actions (Tashakkori 

& Teddlie, 1998).  

The design of the research is based on the explained theories and developed model in chapter 4. 

The research aims for investigating the impact of the corona crisis on people’s social media behavior 

for which a descriptive survey will be used. A descriptive study is used in order to establish 

associations and relations between the investigated variables in order to describe a population, 

phenomenon or situation systematically and accurately (Aggarwal & Ranganathan, 2019). As this 

style of research cannot answer accurately reasons of potential behaviors, secondary research will 
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be used in order to further analyze the collected data of the survey and answer the research 

question more accurately. 

Before the collection of the primary data and applying the different theories, secondary data was 

gathered for the analysis of the social media motivations, personal values and emotions. The 

secondary data is used for the further knowledge and information base to analyze the social media 

behavior and people’s values and emotions properly and will be explained on the following section.  

 
6.2 Secondary Data Collection  
 
It is essential and important for the reliability and validation of data, to base the primary 

investigations on objective evidence, which is gathered by collecting and gathering relevant findings 

from secondary sources (Malhotra et al., 2017). Secondary data is what was collected for other 

researches than this research at hand, however, it will be used for giving a strong and good 

foundation for the research design and collection of the primary data (Malhotra et al., 2017) which 

will be elaborated in the following part. For the reason that secondary data is simple and easy to 

access, is inexpensive and still gives reliable and validated output it can be used as a good foundation 

for collecting the primary data for this research at hand (Malhotra et al., 2017). 

Information from online databases and published material were used for implementing the general 

information reasons and motivations of people using social media well as knowledge and 

information about behavior, emotions as well as people’s values. Furthermore, it includes the 

information and insights about crises and its behavior of people. Sources thereby were studies and 

data sets from professional marketing research firms, commercial publishers, national and 

international institutions, and regional, national and international governments (Malhotra et al., 

2017).  

 
6.3 Primary Data Collection 
 
According to Morgan (2018), observations about the social aspects should be treated in a similar 

manner as physical phenomena is treated by physical scientists and hence require the objectivity in 

the research procedure. For this reason, the influence of the researcher on the data collection needs 

to be minimized (Johnson & Onwuegbuzie, 2004) and followed the decision to use an online survey 

for collecting the primary data. By conducting a survey, it is possible to ask a large number of people 
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the same questionnaire containing of a variety of questions regarding their behavior, motivations, 

intentions, lifestyle characteristics and demographics (Malhotra et al., 2017).  

In order to get the required data and information of the target group, an online survey is a simple, 

fast and low-cost method as people can fill out the survey on their private devices at home. 

Furthermore, for the reason that the people should be digital natives and technologically skilled to 

fulfill the requirements of the target group, an online survey helps to reduce the number of 

unsuitable people, makes it easier to contact the right people and therefore, improved the data 

quality (Malhotra et al., 2017). 

Generally, a survey requires a standardized procedure for the data collection process to ensure that 

the data is consistent and can be analyzed in a coherent and uniform manner and therefore, 

requires a structured technique for the data collection (Malhotra et al., 2017).  A standardized 

questionnaire with a specific amount of questions ensures the comparability of the data, increases 

the accuracy of the answers as well as the speed and simplifies processing the data (Malhotra et al., 

2017).  

The survey started with an easy to answer question about people’s social media behavior to have 

an easy start and potentially exclude unsuitable people right away. It follows by a set of further 

questions about the social media behavior and its potential impacts due to the crisis. Hence, online 

surveys enable the possibility of customization of the follow up questions, it gave the possibility to 

slightly adapt the following questions regarding the social media platforms and get more precise 

answers which help to make a more reliable and precise answers about the behavior of people. It 

follows by a set of questions regarding the values and emotions at the moment. The detailed set up 

of the questionnaire will be explained in the following chapter.  

7 Analysis  
In the following the collected data from the survey will be analyzed in order to answer the research 

questions of how distinctive the motive for using social media for social interaction and 

communication for people between 18 and 35 in Germany during the corona crisis is and how the 

crisis influences the motive. The suggested hypotheses from chapter 5 will guide through the 

process and will be answered in order to answer the research question.   
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7.1 Procedure 
 
The purpose of the survey is to get an overall picture of the target group, which are people using 

Social Media in Germany. As in section 4.2.2 mentioned, for this research a self-administered survey 

questionnaire was used and besides the age questions, all of these questions have fixed-response 

alternative answers (Malhotra et al., 2017) in order to minimize the effort of answering the 

questions.  The survey was set up online which has the advantage to reach a large number of people 

located somewhere in Germany via the internet, social networks and personal network at low costs. 

This would not be possible when conducting qualitative data. Additionally, it gives the possibility to 

reach groups of people online which would have been potentially missed when only using the 

personal network. Specifically, as the reason of the survey is to collect primary data of many 

different people to give an as good general and overall picture and overview of the social media 

behavior of people in Germany. For this reason, the language of the survey was German to ensure 

also a good fit for the targeted people.   

The questionnaire was pretested on 3 people and then distributed over a period of 4 weeks from 

end of July to Mid of August 2020 which was not the lockdown situation anymore and the situation 

calmed a bit down and people were allowed to travel a little under restrictions. However, the corona 

crisis was still going and impacting people, most people still did home office and the semester at 

universities happened online, people were still aware of the virus, but it was less extreme than the 

lockdown, but it still had its influence on people, reminding to be careful to not have another 

lockdown.  

Simple random sampling method is used for the sample size selection and 171 people answered the 

survey. After excluding unsuitable people who did not use social media, did not fit the criteria of the 

target group i.e. over 35 years old, did not finish the survey or answered the control question wrong 

which indicated if people just click random through the questions, the data could be used for the 

analysis, 150 were usable for this research. The age of the participants ranged from 18 to 35 with 

87% ranging between 20 to 30 years of age. The mean age of the participants in the study was 25 

years. The participants were 40 (27%) male and 109 (73%) female. 64% of them are students, 1% is 

going to high school, 26% of them is working and 7% are doing others. The data was analyzed by 

extracting the data in an excel sheet and the analyzing it with the help of the program SPSS.   
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The survey started by asking some general questions about the social media behavior of people, i.e. 

what platforms they use and which platforms they use most often. The following questions about 

the reasons and motivations based on the UGT model adapted to the platforms the person uses 

most often because different social media platforms are used for different reasons and motivational 

factors. Hence, asking all people about the same platform would falsify the overall and general 

picture of the motivation and reasons to use social media. For the analysis the answers of the 

different platforms will be combined to one overall answer to have an overall average value 

regarding the social media usage. Afterwards, questions to indicate the participants value followed 

and further the questions about people’s happiness followed and their feeling of disorientation. The 

survey concluded with the information about the demographics of the participant i.e. age, 

occupation, place of residence.  

All sets of questions indicating the reasons and motivations for using social media, the values, the 

happiness and the feeling of disorientation are extracted from similar studies and used validated 

scales in order to get reliable and validated answers. For determining the values of the respondents, 

the list of values scale based on Kahle, Liu and Watkins (1992) got used (Herche, 1994). The most 

common approach to figure out the motive and gratification is using a scale, hence to determine 

each of the motives fifteen statements got used derived from similar research studies evaluating 

social media (Apodaca, 2017; Papacharissi & Mendelson, 2011; Papacharissi & Rubin, 2000; Ting, 

2014). For analyzing the overall happiness, a two item scale got used which determines the 

happiness and satisfaction as a whole and with regard to family and job (Breyer & Voss, 2016) and 

for the feeling of disorientation a three item scale got used which determines the individual lack of 

orientation  or aimlessness based on the feeling of obscurity of social and personal aspects  (Gümüs 

et al., 2014). The survey and results can be found in Appendix A and B. 

 
7.1.1 Measurement of Motives for Using Social Media  

In order to figure out the reasons and motivations for using social media fifteen statements were 

used to determine each of the five reasons and motivates to use social media: interpersonal 

communication, information seeking, entertainment, escapism, and self- expression which derived 

from similar researches evaluating social media (Ting, 2014; Papacharissi & Mendelson, 2011; 

Papacharissi & Rubin, 2000; Seidman, 2013; Malik et al., 2015; and Rubin, Palmgreen, & Sypher, 
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1994; and Rubin, 1981. 15 statements were used to figure out people’s motivations to use social 

media. Research conducted by (Apodaca, 2017) provided the reliability of the four motives: 

interpersonal information seeking (a = .87); escapism (a = .83); communication (a = .84); and self-

expression (a = .76). Entertainment (a = .72) was excluded as the motives listed in Ting (2014), 

therefore reliability was used from Rubin (1981). The respondents were asked how likely they were 

to use the social media platforms for the shown statements on a 5-point Likert scale including: "fully 

applies," "largely applies," "partially applies," "does rather not apply" and "does not apply at all”. In 

order to prevent any biases from forming when answering the survey, the statements were placed 

randomly.  

 

Hence, the participants answered several statements for the same motives to ensure better insights 

and the consistency of the answers, they data needed to be combined to have an average answer 

for proceeding the analyzes. Therefore, a factor analysis was done to determine which variables 

correlate (see Appendix C) based on the analysis following motives for people to use social media 

are  

• Escape and Relax: to escape my surrounding for a moment, to distance myself from everyday 

problems, to get away from what I am doing, to forget about school/ work, to unwind, to 

relax (6 items, (a = ,89; mean = 3,33) 

• Social Interaction and Communication: to interact with family and friends, to feel a sense of 

belonging, to communicate with distant friends, to talk to someone when there is no one 

else to talk with, to be understood, to express myself freely (6 items, a = ,84; mean= 2,219) 

• Entertainment and Information: to get new information, to get enjoy myself, to entertain 

myself and have fun, to see what is going on (4 items; a = ,59; mean = 4,01) 

 
7.1.2 Measurement of Values 
 

Furthermore, the survey used the list of values with multi-item scale to measure people’s personal 

values including security (a = 0,76), self-respect (a= 0,81), being well-respect (a  = ,71), self-

fulfillment (a = 0,77), sense  of belonging (a  = 0,57), excitement (a  = ,72), fun and enjoyment (a = 

0,79), warm relationships with others (a  = 0,70) and a sense of accomplishment (a =0,74) (Herche 
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1994). As this scale can used to score each value (Kahle, Liu & Watkins, 1992) people were asked to 

rank each value statement on a 5-point Likert scale including: "fully applies," "largely applies," 

"partially applies," "does rather not apply" and "does not apply at all”. Additionally, these 

statements were placed in random order as well. In order to have an overall average of the 

importance of each value for people, the answers got combined before analyzing. However, some 

of the items did not show internal consistency and therefore could not be combined, therefore, 

they got used separately for the analysis or left out. Furthermore, the original list of values consisted 

of more items per value, however, in order to reduce the time people, spend on the survey as well 

as the statements needed to be translated into German and therefore wordings would be very 

similar and repetitive, each value got reduced to two to three items and the got combined (Appendix 

D).  

• Security Health & Safety: being worried about my own health and safety, being worried 

about the health and safety of family members and close friends (2 items, a = 0,76, mean = 

3,45) 

• Security Financial: my financial security is important to me (1 item, mean = 4,21) 

These two dimensions cannot be combined to low internal consistency, however, as both are as 

important due to potential different results, it got decided to keep both but separated.  

• Being Well-respected: I am easily hurt by what others say about me; The opinions of others 

are important to me (2 items, a = 0,72, mean= 3,38) 

• Self-Respect: respecting myself is very important to me (1 item, mean = 4,12) 

• A sense of Accomplishment: I need to feel a sense of accomplishment from my job; Feedback 

on my job performance is very important (2 items, a = 0,70 mean= 4,4) 

• Self-Fulfillment: I treat myself well; my desires are important to me (2 items, a =0,67 

mean=3,78)  

• Warm Relationships with Others: I value warm relationships with my family and friends 

highly (1 item, mean = 4,75) 
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•  Sense of Belonging: I need to feel there is a place that I can call home; I feel appreciated and 

needed by my closest relatives and friends; Being a part of the lives of those with whom I 

am close is a high priority for me (3 items, a = 0,59, mean = 4,38 

• Excitement: I strive to fill my life with exciting activities; I consider myself a thrill-seeker (2 

items, a = 0,90; mean =3,98) 

• Fun and enjoyment: Having fun is important to me (1 item; mean= 4,55) 

7.1.3 Measurement of Happiness & Disorientation 

The overall happiness and the feeling of disorientation got also determined by using multi-items. 

Respondents of the survey also answered the two items for happiness and three items for figuring 

out disorientation on a 5-point Likert scale including: "fully applies," "largely applies," "partially 

applies," "does rather not apply" and "does not apply at all”. Therefore, the items could be 

combined to happiness (α=0,71 mean= 3,71) and disorientation (α=0,85, mean =2,89).  

 
7.2 Analysis  
 

In the following, the results of the online survey will be analyzed accordingly. The respondents 

values and emotions i.e. happiness and disorientation will be determined and anylzed, as well as 

peoples overall social media behavior . Furthermore, it will be analyzed how personal values and 

emotions impact people's motives and reasons to use social media for social interaction and 

communication. The online survey questionnaire is attached in Appendix A and the descriptive 

results in Appendix B. 

 

7.2.1 Happiness and Disorientation  

In order to get a general overview of people’s well-being, feelings, and how much they feel which is 

potentially affected by Corona and the current consequences, the survey asked a few questions to 

determine the participants' overall happiness and feeling of disorientation at the moment. 

Furthermore, the participants were asked how much they feel disoriented to define the impact of 

the corona crisis on their lives. Figure 3 shows visually the overall happiness and the feeling of 

disorientation. It show that 29% of the people are disoriented, of which 6% is very disoriented at 
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the moment. Furthermore, 53% of these participants indicating be at least disoriented, indicated to 

have difficulties with their job studies due to Corona. 32% of the participants are somewhat 

disoriented with the situation and circumstances and 39% indicated to be less or even not at all 

disoriented.   

                                       

            
Figure 3: Happiness and Disorientation of Respondents (Source: own creation based on survey data 
see Appendix C) 

   

The overall happiness gives a first impression of how much people are impacted by the crisis. 29% 

are in some way disoriented due to the crisis while 39% as not really disoriented and the rest is 

somewhere in between, furthermore, 75% are at least happy overall, which follows that the 

majority is not as impacted by the crisis, at least not personally and emotionally. 

However, as emotions are more a state of mind for a moment and can vary a bit faster depending 

on the timing, therefore in the following the personal values of people are determined and analyzed 

to evaluate how the corona crisis impacted people more subconsciously. 

 

7.2.2 Values 

Furthermore, people got also asked a set of questions in the survey in order to determine the 

potential values the people have at the moment. Past research has shown that values can change 

because people experience new drastic situations which could potentially have an impact on 
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people’s behavior (Schwartz & Bardi, 1997; Bardi & Goodwin, 2011) and therefore could give an 

explanation of people’s social media behavior.   

 

Figure 4: Overview of Personal Values of Respondents (source: own creation based on survey data, 
see Appendix E) 

 
People who are under the perception of risk or threat tend to have an increased importance of 

self-protection values e.g., security, conformity and benevolence while reducing the importance of 

growth values e.g., self-direction, stimulation and power (Inglehart & Baker, 2000; Schwartz, 

2015). During difficult times like crisis people tend to become more traditional again and see 

themselves as less important, value more relationship and the sense of belonging and have more 

respect for authorities during difficult times like a crisis (Inglehart & Baker, 2000). Figure 4 shows 

the results of the survey show that some of these values are very high. People value warm 

relationships as most important at the moment which is supported by past researched indicating 

that people tend to value their close friends and family members as more important during 

difficult times (Farpour et al., 2017, Schwartz, 2015). Furthermore, people value fun as really 

important right now, which also supports the reasoning that people tend to require amusement 

and joy during difficult times to get distracted for a moment from their problems or difficult 

situations they cannot change themselves as a global virus spread (Katz & Foulkes, 1962). It is 

followed by the need for accomplishment and the need for financial security is also on average an 

important value, hence many people are economically affected by the corona situation and may 

lost their job or similar financial difficulties due to the economic impact of the crisis (Coronavirus, 
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2020). However, even though the coronavirus causes the crisis and an infection possibly cause 

health issues up with potential strong impacts or even death (Center for Disease Control and 

Prevention, 2020), the respondents value their health and safety at the second least important 

value. However, the positive correlation between the feeling of disorientation and security (r = 

,21; p <0,05) shows that this value is impacted if the situation worsens and people are maybe 

more impacted by the consequences of the corona crisis. Being well-respected by others is the 

value people indicated on average with the lowest importance. Additionally, there is a positive 

correlation between the feeling of disorientation and being well-respected (r = ,21; p <0,05) and 

negative correlation between happiness and being respected (r = -,21; p < 0,05), a positive 

correlation between happiness and self-fulfillment (r =,12; p < 0,05) as well as accomplishment (r = 

,12; p < 0,05).    

In the following, the values will be analyzed in more detail regarding their reasons for using social 

media in social interaction and communication context. 

 

7.2.3 Social Media Usage 
 
Instagram, Youtube and Facebook are the social media platforms which are mostly used by people 

in Germany. 85% use regularly Instagram, 86% use Facebook and 77% use Youtube, furthermore, 

56% use snapchat, 25% use TikTok and 22% of the participants use Twitter. While and 57% of the 

participants indicated to use Social Media as much as before, 40% of the respondents said to use 

Social Media more since Corona, the remaining 3% indicated to use it less. The most substantial 

increase in new users since Corona has TikTok as 12% of the people using it, used it the first time in 

Corona times. The most substantial increase of usage has Youtube and Instagram as 17% of the 

people who use it said they use it more since Corona, of which 13% had an increase in usage for 

both of these platforms. Therefore, hypothesis 1 that people spend more time on social media 

during the crisis can be approved.  

Furthermore, Instagram (79%) and Youtube (43%) are the two platforms most people use most 

often, followed by Facebook (42%), Snapchat (12%), TikTok (4%) and Twitter (3%). More precise 

28% of the participants have the top two combinations of Instagram and Youtube and 27% use 

Instagram and Facebook most often. In the following, the values will be analyzed in more detail 

regarding their reasons for using social media in social interaction and communication context. 
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7.2.4 Social Media Motives 

In the following, the impact on people's social media behavior will be analyzed.  

The respondents indicated on average, that they use social media mostly for entertainment and 

information purposes (4,01), followed by the motive to escape and to relax (3,32) and lastly, the 

respondents of the survey indicated to use social media for social interaction and communication 

(2,19).  As already mentioned, the different platforms have different functions, usages, and people's 

motivations to use them also varies. Youtube has the highest motive of being used for 

entertainment and information (4,14), followed by Twitter (4,3) and Instagram (4,01). For escaping 

and relaxing purpose, most people indicated to use Youtube for it (3,92) followed by Tiktok (3,81) 

and Instagram (3,35). The highest social interaction and communication motives is on snapchat (3,0) 

TikTok (2,44) and Instagram (2,34).  

Following that, entertainment and information is the most reasonable with the highest indication 

of likelihood to be used. However, hypothesis 2 that people use social media for social interaction 

and communication a lot during the crisis, seems based on the low average likelihood to use it (2,19) 

not given and therefore, the hypothesis is rejected. However, the potential reasonings for this will 

be further analyzed in the following. 

 
7.2.5 Social Interaction and Communication 

The comparison of the usage of unhappy (average value <=2) and happy (average value >=4) in 

combination with the motive of social interaction and communication on social media as well as the 

comparison of less disorientation (average value <= 2) and more disorientation (average value >=4) 

on the motive are shown in figure 5. The results show that people on average use social media less 

when they are happier (-7%) and use it more when they are more disoriented (+4%). However, the 

factor of happiness and social interaction and communication do not show any relation (p > ,005; 

see Appendix F) as well as no correlation with disorientation (p > ,005). Therefore, it shows that 

people who are unhappy and more disoriented use social media more for social interaction and 

communication, however if these emotions would change it would have no impact on the social 

media motive and due to this, hypothesis 4 and 5 are rejected.  
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Figure 5: Impact of Happiness and Disorientation on Entertainment and Information (source: own 
creation based on survey data see Appendix F) 

 
 

 
Figure 6: Impact of Personal Values on Interaction and Communication (source: own creation 
based on survey data) 
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The comparison of using social media for the motive of social interaction and communication 

between the low (average value <=2) and high (average value >=4) characteristics of people’s 

personal values is shown in Figure 6. The results comparing the people’s values and the likelihood 

of using social media for social interaction and communication show that people who value warm 

relationships are more likely to use social media for this motive (+16%). Furthermore, people who 

require self-fulfillment also use it more for social interaction (+12%) and people who value self-

respect as higher (+9%) and being well-respected as higher (+5%) as well. However, people who 

value financial security as high are less into social interaction (-8%), as well as an accomplishment (-

5%) and a sense of belonging (-4%).  Hence, the value of warm relationships has a high increase in 

social interaction and the sense of belonging a slighter decrease in the motive when valued higher, 

it an overall be stated that people who value social interaction as higher are more into social 

interaction and communication on social media, and therefore hypothesis 3 can be approved. 

 

Furthermore, social interaction and communication would increase slightly when security in health 

and safety increases (r = ,22; p < 0,05; see Appendix G), being respected increases (r = ,16; p < 0,05, 

see Appendix G) and/ or accomplishment increases (r = ,32; p < 0,05; see Appendix G) 

Together with the correlations of the emotions on the values it would give following relationships:  

 
Figure 7: Correlations Overview of Emotions, Values and Social Media (Source: own creation based 
on survey data) 
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This states that an increase in disorientation would increase people's need for security in health and 

saftey and being well-respected which would follow an increase of using social media for social 

interaction and communication. Furthermore, it states that an increase on the overall happiness 

would increase the need for accomplishments and self-fulfillment and decrease the need to be well-

respected. Hence, the decrease of being well-respected follows, according to the correlation a slight 

decrease in the motive of social interaction and communication, it would simultaneously also follow 

a slight increase in the motive due to the increased need of self-fulfillment. However, this cannot 

be supported by the correlation analysis of the emotions of happiness and disorientation as they 

both did not show any relationship, therefore this model cannot be supported. Additionally, the fact 

that values are difficult to be represented and explained in numbers and potentially do not get 

influenced by specific happenings or circumstances in a specific and predictable way for every 

person in the same way and may vary from person to person more than it could be represented in 

an average number (Schwartz, 2012). Therefore, the calculated relationships based on these data 

might not necessarily be true in reality as statistical data can also show spurious correlation and 

therefore, they might not necessarily be true in every case and situation (Simon, 1954). Especially 

as values are unique and always slightly differ, even if people have the same demographics, culture, 

family, education and more (Schwartz, 2012). Furthermore, people are individual, and the results of 

this survey would potentially differ in a not predictable way with another group of people with 

different demographic variables and backgrounds. For this reason, statistic data and calculations 

may predict or not predict individual relationships in this research, which do not always seem 

reasonable nor true and, therefore, will only be used in order to support further if they make sense 

in the context (Tashakkori & Teddlie, 1998).  

8 Discussion 
 
Impact of the Corona Crisis based on happiness, disorientation and values 

The personal values of the respondents, and especially the aspect of security in health and safety, 

show that the people between 18 and 35 in Germany are not really impacted by the corona crisis 

because of the potential threat of infection but rather because they worry about the negative 

economic impact of the crisis due to the results that they value their financial security more an 

average (4,21) than the security in health and safety (3,45). Especially, as the analysis shows that an 
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increase in the feeling of disorientation would follow a slight increase in the value for security in 

health and safety, people’s feeling of disorientation probably is connected to the health aspects of 

the corona crisis and not the economic impact. However, as already mentioned, this value is 

compared to other values relatively low (3,45), it does not seem to be most people’s priority.  

The low value for security in health and safety can be explained based on the general decrease of 

infections since the lockdown in March and April in Germany (Die Chronik der Corona-Krise, 2020). 

During the lockdown, the infections had a peak and people were aware of the situation and were 

following the regulations. Furthermore, the overall situation was still very new and frightening for 

people (Stieg, 2020). Consequentially, people felt probably more impacted by it and were also more 

worried about it. However, over time this situation got more normal and, therefor, was less 

threatening. Additionally, the number of cases decreased over the summer and the regulations to 

decrease the infections decreased. Compared to the lockdown situation, people probably perceived 

that the crisis is over, at least in terms of the risk of infections and people are presumably simply 

waiting and hoping that the economic situation will soon also calms down again soon.  

The assumption that people feel less threatened by the crisis can be further supported by the fact 

that the majority of people (75%) indicated to be happy. Nevertheless, even though people are 

overall happy, the still on-going crisis seems to have its impact on people’s minds, hence only 39% 

of the people indicated to be not really disoriented. 29% of the people indicated to be disoriented 

at the moment, while the rest is somewhere in between, which shows that the consequences and 

impacts of the crisis are still subconsciously there for the majority.  

The crisis seems more to impact people’s value for relationships (4,75) as these are the value which 

is on average the most important at the moment. The isolation and physical distance because of the 

corona regulations which followed less interaction with friends and family, most likely enhanced 

this value during the corona crisis. This loss of social interaction probably showed people what and 

especially who is important to them. Furthermore, past research has shown that people value other 

people and the bond and relationship with them more during difficult times (Inglehart & Baker, 

2000), which is probably another influential factor explaining why people highly require and value 

it during the crisis. It can be further supported by the results that people also value the sense of 

belonging (4,38) as high. Significantly, the value of relationships and the sense of belonging are seen 

as more traditional and conservative values (Schwartz, 1992), which is a typical value change during 
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more difficult times (Inglehart & Baker, 2000). Furthermore, it is stated that people tend to value 

accomplishments more during tough times and people on average also indicated this value as high 

(4,4). Consequentially, people are potentially not directly impacted in their overall happiness during 

the crisis. Nevertheless, the values tend to show that people probably are more impacted by the 

crisis than they know themselves or would admit.  

People also indicated fun as an essential value at the moment, which assumes that people value fun 

as high during the crisis as it helps to get distracted from potential underlying uncertainties due to 

the situation on which people do not have any impact as the corona spread and its consequences 

are not predictable or changeable by anyone or anything. Additionally, the lockdown situation was 

generally stressful mentally and boring because people were mostly at home and could not do many 

other activities (Swerling, 2020). Consequentially, these aspects follow that fun is something people 

would desire more during the crisis.  

   

General Social Media Behavior 

The results of the analysis show that people, based on their own perception indeed used social 

media more during the corona crisis than they used it before the crisis (40%). Hence, people already 

used social media before the corona crisis as a habit, people were therefore also more likely to use 

it even more during the crisis when generally fewer other things could be done due to the 

regulations and registrations. For this reason, people were also more likely to try new social media, 

which followed the increase of new people on TikTok during the crisis (12%) and the increased usage 

of Instagram and Youtube (17% each).  

As previous studies and research have shown the most common and highest motive for using social 

media is entertainment, it is also given during the crisis that people most value on average 

entertainment and information (4,01). Hence, more people indicated to use Instagram (4,01) and 

Youtube (4,14). Furthermore, the analysis shows that people tend to use social media more when 

being more unhappy and more disoriented. The reason for this is probably to be distracted from the 

crisis situation and all the continuously negative news, as well as life is generally uncertain and 

challenging at the moment. Generally, it shows that people who are less happy use social media 

more and people who are more disoriented due to the overall corona situation and impacts use it 
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also more, which supports the fact that people use it to get distracted, escape and find 

entertainment for a moment. 

 

Social Interaction and Communication on Social Media  

The results and analysis of the social interaction and communication motive on social media show, 

despite the assumption of a high usage, a low average usage tfor the motive of socializing on 

social media(2,19). Even though it is called social media and is therefore suppose to be about 

interacting with other people, it does not seem to be the reason for most people to use it during 

the crisis. Although, it was assumed that people use it more for this reason, significantly as the 

regulations for corona impacted that people met and are in general less with their friends, families 

and other people and as social media generally has already the advantage to interact and 

communicate with people from anywhere, it would have made sense that this motive would get 

enhanced during the crisis. It is potentially also explained because Youtube is one of the platforms 

mostly used by the respondents by 43% of the respondents, where most interaction is rather one-

sided (Zhu & Chen, 2015). However, Instagram (79%) and Facebook (42%) are also indicated to be 

used regularly, but not mainly for social interaction. The highest social interaction and 

communication rate from all platforms has Snapchat (3,0), but it is only indicated by 12% of the 

people as one of most used platforms. However, as the functions of sharing pictures and clips for a 

short moment with friends is also a function on Instagram, most people probably tend to use 

Instagram more for this function as well, as people tend to prefer multi-platforms on which 

several motives can be combined and make it consequentially more comfortable to be used 

(Quan-Haase & Young, 2010). However, as social media makes it possible to choose the platform 

fulfilling the needs, the decision about using a specific platform is not randomly (Quan-Hasse & 

Young, 2010) and as already mentioned that the average social interaction and communication 

motive is not as high either (2,34).  

Nevertheless, the analysis regarding the overall happiness and feeling of disorientation shows that 

people who are less happy tend to use social media for social interaction more by 7% while people 

who are less disoriented tend to also use it less by 4%. The percentage difference is not really high 

and also for the reason that there is no correlation between the emotions and the motive, it 
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seems as people are either generally into this motive on social media or they are not, but it is not 

much impacted by their emotions.  

The personal values of people seem to have more impact on the motivation to use social media 

for social interaction and communication. Especially, people who value warm relationships with 

other people use it 16% more likely for the interaction with other people. As the regulations and 

rules followed the distance from other people and generally less interaction and contact with 

others, it seems reasonable that people who value this are into social interaction on social media. 

However, the people who value the sense of belonging are less likely to use it for this reason (–

4%). Hence, social interaction and communication on social media is often presenting something 

in front of a bigger audience as content gets shared to all friends and followers. The reason for 

doing this is probably not to be a part of a group but rather to show an opinion, thought or ideas. 

Hence, social media is also often about self-presentation (Herring & Kapidzic, 2015), people are 

probably not trying to be a part of the group when presenting something on social media. 

Therefore, it seems reasonable that people do not tend to use social media for social interaction. 

Even though people can have private profiles which would follow that people potentially rather 

have more friends and at least acquaintances as audience, most people tend to thrive for getting 

as much followers/ friends/ subscribers (depending on the platform the name for the people of 

the audience vary) as possible (De Cristofaro, Friedman, Jourjon, Kaafar & Shafiq, 2014; de Vries et 

al., 2012). This follows that people most likely do not only have close friends in their audience and 

consequentially has the effect that they also are less likely to share more personal or emotional 

content and do not interact with all of them. Nevertheless, as people value warm relationships 

with others which indicates more in-depth conversations and exchanges about emotions and 

feelings, people do not share it on social media.  

This also explains that the value of self-fulfillment is higher for people who interact more socially 

and communicate more on social media (12%) because the people who interact are probably 

doing it in order to feel good and influential. This also explains the higher usage for this motive 

when valuing well-respected as higher (5%) and self-respect (9%) and can be further enhanced by 

the positive correlations of these two values on social interaction and communication and would 

follow both a slight increase in this motive.  
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Additionally, people who value financial security also tend to use social media less for social 

interaction and communication (8%), which is potentially given to the fact that people who do 

value it higher are probably more negatively affected financially by the crisis or generally more 

worried about it. Many people are economically affected by the corona situation and may lost 

their job or similar financial difficulties due to the economic impact of the crisis (Coronavirus, 

2020). This potentially impacts their confidence and hence social media interaction is like already 

mentioned often also about self-presentations or requires self-confidence when sharing content 

to a broader audience, these people are less into social interaction and communication on social 

media.   

 

Overall Social Interaction and Communication on Social Media 

However, as already stated initially, the analysis shows that people do not use social media as much 

for social interaction and communication (2,19). It also shows that even though the internet and 

social media is an excellent way of interacting and communicating, people are not on social media 

it for this reason during difficult times, even though it especially would make sense as the 

regulations followed the regulations regarding meeting other people and followed isolation and 

people overall value warm relationships as high (4,75). However, it can be explained by the 

assumptions that people instead use messenger apps like Whatsapp or video chat apps like Skype 

or facetime for connecting and communicating with other people. These platforms offer direct and 

private conversations (Nouwens, Griggio & Mackay, 2017), which is probably what most people 

want and need when valuing warm relationships. As already mentioned, social media is more about 

sharing things with a broad community of friends, acquaintances and often even strangers then 

actually communicating directly with people they are interested and count as friends. Additionally, 

many social media channels like Instagram and Youtube which most of the people indicated to use 

as the preferred social media platforms, are also more one-sided and not really for two-sided 

communication which explains the low tendency for people using it for communication aspects.  

Another aspect is, as already mentioned that people tend to become more traditional during 

difficult times (Inglehart & Baker, 2000) it could also follow that people even prefer to meet with 

their close friends or family members in real life because they maybe value relationships much more 

during the crisis. It could be that they noticed that these relationships are not really as real and 
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helpful during this more tough times as via smartphone and therefore, people require the direct 

contact. Consequently, people tend to value their close friends and family members as more 

important during difficult times, as talking to them helps to get stability and support difficult 

situations (Farpour et al., 2017; Schwartz, 2015) which is maybe stronger and easier in real life than 

via smartphone especially as the values are also applicable, accurate and have an impact on people’s 

behavior offline.  

9 Conclusion 
 
In conclusion, it can be said that people between 18 and 35 years old seem to be influenced by the 

overall crisis situation in terms of general uncertainty and instability of the consequences and 

impacts of the corona crisis. Even though most people are not impacted healthwise by the corona 

crisis and people seem generally overall happy, the impacts of the crisis are reflected in the feeling 

of disorientation, the need for relationships and the sense of belonging for stability and support 

during more difficult times and especially during the isolating times in the corona crisis, the need 

for financial security as well as the high value for accomplishments, which is typically also a sign for 

people under threat and the try to compensate for potential loss and uncertainties.  

People tend to use social media more during the crisis time, especially as not much else is going on 

and it is a general common habit for most people, either way, to spend time on social media. 

However, the motive to use social media for social interaction and communication is not as 

distinctive as it might have been assumed.  Even though it would have been reasonable due to the 

physical distance during the crisis that people do use social media for the social interaction to fulfill 

their need for close relationships, support and stability. However, the research results show that 

the increased use of social media during the corona crisis is based on the motives of entertainment, 

information, relaxing and escaping and not social interaction and communication. This is most likely 

based on two aspects: First, that people rather use messenger apps or video chat apps in order to 

stay in contact with their friends and family members during the crisis because it offers direct and 

more real conversations compared to the broad audience interaction on the social network 

platforms of social media. Secondly, because people may became even more traditional during the 

crisis and valued more interaction in real life, it gives more social value and connection than via the 

smartphone. Furthermore, people mostly use social media during the crisis besides the 
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entertainment, information, relaxing and escaping factors, mostly for passive social interaction, 

meaning that they check what others are up to online to get a general idea of what is happening 

and get the required online social aspect out of it without integrating more. As this reason for using 

social media, is part of the factor information in entertainment and information it would require 

further research.   

 
 
 
9.1 Limitations 
 
However, this research at hand is limited in some aspects. First of all, the sample group was 

relatively small with 150 people. Therefore it is not fully representative and results may vary with 

more people, which is limiting the reliability of the analysis. Secondly, behavior and values are in 

theory and in practices influenced by many more factors than indicated and used in this research; 

nevertheless for the purpose of this research at hand, it gave the desired insights and reasonings in 

order to analyze the impact of the corona crisis on the social media behavior.  

Another aspect that limits this research is that people usually have a specific group of values that 

correlate with each other and the increase of one value decreases another value. The survey asked 

to indicate each value individually on a scale from 1 to 5, which follows that several values are 

indicated as high which would potentially somehow influence each other. However, as values are 

generally difficult to be indicated in numbers, the answers of people with the validated scale still 

reliable but show different relationships and correlations as they would do if they were asked by 

ranking them or indicating to which value a person feels rather related. However, the uniqueness 

and individuality of values were also visible when preparing the data for the analyzes, hence based 

on the validated scales, some items should have been combined as they would show internal 

consistency but they did not. It shows that people still slightly differ in their attitudes and their 

understanding of different aspects of the values. However, this is also influenced on the fact that 

only a limited number of items regarding each value were used which represent the values and 

reflect the impact of the crisis the best in order to shorten the survey and ensure most people would 

finish they survey and not interrupt it because it took too long.  

Another point is, that the research at hand analyzed and evaluated the overall social media behavior 

on average and the results would therefore potentially differ in the motives for using social media 
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when looking at each platform individually. Especially platforms which were indicated with a lower 

usage rate, would potentially show different results when the data and analysis would be focused 

on them. However, as the research was aiming for on overall overview of the average social media 

behavior, the results are still valid and reliable for this research.  

The last limitation is that the random sampling method, due to its sharing on different Facebook 

groups and platforms for answering surveys, it is not as random as it seems to be on the first 

impression.the chances are high that it resulted in the circumstances that most people answered 

the survey who are writing academic research. Consequently, most likely all respondents of the 

survey used for this research at hand study or studied at a university which is overall not a 

representative sample of the average 18 to 35 year old people in Germany but rather represents a 

part of it.   

 

9.2 Future Outlook 
 
The research about the social media behavior during the crisis gives potential for future research. 

First of all, the analysis has shown that people on average do not use social media as much as 

assumed to fulfill their need for relationships and sense of belonging. As it is assumed that people 

rather use messenger apps like WhatsApp or video chat apps like Skype or people even rather values 

the direct contact with their important and close friends and family members. This gives potential 

for further research in order to investigate if this is actually given or just an assumption.  

Additionally, the remaining social media motives i.e. entertainment, information, escaping and 

relaxing can be analyzed and evaluated to show the overall usage social media usage behavior of 

German people during the crisis as this research has shown that the increase of social media usage 

is not based on fulfilling the need for social interaction. Additionally, with the basis of the collected 

data about the social media behavior and people’s values, more research in a qualitative approach 

could be done in order to understand even more about the social media behavior of people during 

the crisis and the potential impacts of different values and behaviors impacted by the crisis.  

Lastly, further research can analyze and evaluate the behavior on the individual social media 

platforms to get further and better insights about both the impact of corona as well as people’s 

general social media behavior. Especially, the platform TikTok had an increase of users during the 
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crisis and the analyzes of it would give further understandings of what people desire and need 

during the crisis.  
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APPENDICES 
 
Appendix A: Survey  
 
 
Nutz du Social Media?  
(1) q ja 

(2) q nein 

 
 
Welche Social Media Kanäle nutzt du? 
(1) q Instagram 

(2) q Snapchat 

(3) q facebook 

(4) q TikTok 

(5) q Youtube 

(6) q Twitter 

 
 
Hast du während Corona angefangen Instagram zu nutzen? 
(1) q Ja, das erste Mal gedownloadet und genutzt 

(2) q Nein, nicht das erste Mal, aber ich nutze es seitdem häufiger 

(3) q Nein, ich hatte es schon vorher und nutze es genau so viel wie vorher 

 
 
Hast du während Corona angefangen Youtube zu nutzen? 
(1) q Ja, das erste Mal gedownloadet und genutzt 

(2) q Nein, nicht das erste Mal, aber ich nutze es seitdem häufiger 

(3) q Nein, ich hatte es schon vorher und nutze es genau so viel wie vorher 

 
 
Hast du während Corona angefangen Twitter zu nutzen? 
(1) q Ja, das erste Mal gedownloadet und genutzt 

(2) q Nein, nicht das erste Mal, aber ich nutze es seitdem häufiger 

(3) q Nein, ich hatte es schon vorher und nutze es genau so viel wie vorher 
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Hast du während Corona angefangen Snapchat zu nutzen? 
(1) q Ja, das erste Mal gedownloadet und genutzt 

(2) q Nein, nicht das erste Mal, aber ich nutze es seitdem häufiger 

(3) q Nein, ich hatte es schon vorher und nutze es genau so viel wie vorher 

 
 
Hast du während Corona angefangen facebook zu nutzen? 
(1) q Ja, das erste Mal gedownloadet und genutzt 

(2) q Nein, nicht das erste Mal, aber ich nutze es seitdem häufiger 

(3) q Nein, ich hatte es schon vorher und nutze es genau so viel wie vorher 

 
 
Hast du während Corona angefangen TikTok zu nutzen? 
(1) q Ja, das erste Mal gedownloadet und genutzt 

(2) q Nein, nicht das erste Mal, aber ich nutze es seitdem häufiger 

(3) q Nein, ich hatte es schon vorher und nutze es genau so viel wie vorher 

 
 
Welchen Social Media Kanal nutzt du momentan am häufigsten? Wähle Deine Top 2.  
(1) q Instagram 

(2) q Snapchat 

(3) q facebook 

(4) q TikTok 

(5) q Youtube 

(6) q Twitter 

 
 
Ich nutze Instagram/ Youtube/ Facebook/ Snapchat/ Twitter/ TikTok um 
 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

mit Freunden und/oder 

Familie zu interagieren 

(1) q (2) q (3) q (4) q (5) q 

Informationen zu erhalten (1) q (2) q (3) q (4) q (5) q 
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 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Spaß zu haben & mich 

unterhalten zu lassen 

(1) q (2) q (3) q (4) q (5) q 

Abstand von alltäglichen 

Problemen zu bekommen 

 

(1) q (2) q (3) q (4) q (5) q 

mich zugehörig zu fühlen (1) q (2) q (3) q (4) q (5) q 

zu entspannen (1) q (2) q (3) q (4) q (5) q 

mit jemanden zu sprechen, 

wenn sonst niemand da ist  

(1) q (2) q (3) q (4) q (5) q 

mich von anderen 

verstanden zu fühlen 

(1) q (2) q (3) q (4) q (5) q 

meinem Umfeld für einen 

Moment zu entkommen 

(1) q (2) q (3) q (4) q (5) q 

kurz abzuschalten  (1) q (2) q (3) q (4) q (5) q 

mich weniger alleine zu 

fühlen 

 

(1) q (2) q (3) q (4) q (5) q 

mich zu vergnügen und zu 

amüsieren 

(1) q (2) q (3) q (4) q (5) q 

zu sehen, was so los ist (1) q (2) q (3) q (4) q (5) q 

mich frei ausdrücken (1) q (2) q (3) q (4) q (5) q 

dem zu entkommen, was 

ich gerade mache 

(1) q (2) q (3) q (4) q (5) q 
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 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Schule, Arbeit oder andere 

Dinge für einen Moment zu 

vergessen 

(1) q (2) q (3) q (4) q (5) q 

 
 
Nutzt du Social Media aktuell mehr oder weniger seit Corona (Anfang März)? 
(1) q Ich nutze Social Media mehr 

(2) q Ich nutze Social Media genauso viel wie vorher 

(3) q Ich nutze Social Media weniger 

 
 
Postest du selber aktiv auf Social Media? 
(1) q Ja, ich poste selber regelmäßig 

(2) q Manchmal, aber nicht regelmäßig 

(3) q Nein, ich schaue mir nur den Content von anderen an 

 
 
Hast du seit Corona mehr oder weniger häufig etwas gepostet? ( z.B. Insta posts, Insta 
Stories, facebook posts, Snaps & stories, Tweets, etc.)  
(1) q Ich poste mehr/ häufiger 

(2) q Ich poste genauso viel  

(3) q Ich poste weniger 

 
 
Klicke an, was für Dich persönlich zutrifft 
 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Ich bin schnell verletzt von 

den Aussagen anderer 

über mich.  

(1) q (2) q (3) q (4) q (5) q 

Mir ist wichtig, was andere 

über mich denken.  

(1) q (2) q (3) q (4) q (5) q 
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 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Aufmerksamkeitsabfrage: 

Klicke "trifft gar nicht zu" an  

(1) q (2) q (3) q (4) q (5) q 

 
 
Klicke an, was für Dich persönlich zutrifft 
 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Das Wichtigste ist mich 

selbst zu respektieren.  

(1) q (2) q (3) q (4) q (5) q 

Es ist mir wichtig, in jeder 

Situation immer das 

Richtige zu tun.  

(1) q (2) q (3) q (4) q (5) q 

 
 
Klicke an, was für Dich persönlich zutrifft 
 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Ich mache mir momentan 

oft Gedanken über meine 

Sicherheit und Gesundheit.  

(1) q (2) q (3) q (4) q (5) q 

Meine finanzielle Sicherheit 

ist sehr wichtig für mich.  

(1) q (2) q (3) q (4) q (5) q 

Ich mache mir momentan 

oft Gedanken/ Sorgen über 

die Gesundheit und 

Sicherheit von 

Familienmitgliedern oder 

Freunden.  

(1) q (2) q (3) q (4) q (5) q 
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Klicke an, was für Dich persönlich zutrifft 
 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Ich behandle mich selbst 

immer sehr gut.  

(1) q (2) q (3) q (4) q (5) q 

Mir meine Wünsche zu 

erfüllen, ist sehr wichtig für 

mich.  

(1) q (2) q (3) q (4) q (5) q 

 
 
Klicke an, was für Dich persönlich zutrifft 
 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Ich brauche einen Platz, 

am dem ich mich zuhause 

fühlen kann.  

(1) q (2) q (3) q (4) q (5) q 

Ich fühle mich akzeptiert 

und gebraucht von meiner 

Familie und engen 

Freunden.  

(1) q (2) q (3) q (4) q (5) q 

Es ist wichtig für mich, am 

Leben meiner Freunde und 

Familie teilzunehmen und 

ihnen nahe zu sein.  

(1) q (2) q (3) q (4) q (5) q 

 
 
Klicke an, was für Dich persönlich zutrifft 
 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Ich mache gerne 

aufregende Aktivitäten.  

(1) q (2) q (3) q (4) q (5) q 



Master Thesis | Social Media Usage in Crisis Situations  

 

 

 

 

67 

 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Ich bin abenteuerlustig & 

erlebnishungrig.  

(1) q (2) q (3) q (4) q (5) q 

 
 
Klicke an, was für Dich persönlich zutrifft 
 trifft voll und 

ganz zu 

trifft eher zu trifft teilweise 

zu 

trifft eher 

nicht zu 

trifft 

überhaupt 

nicht zu 

Es ist wichtig für mich Spaß 

zu haben in meinem Leben.  

(1) q (2) q (3) q (4) q (5) q 

Erholung & Entspannung 

ist unerlässlich und wichtig 

für mich.  

(1) q (2) q (3) q (4) q (5) q 

 
 
Klicke an, was für Dich persönlich zutrifft 
 trifft voll und 

ganz zu 

trifft eher zu weder noch trifft eher 

nicht zu 

trifft 

überhaupt 

nicht zu 

Eine gute Beziehung zu 

meiner Familie und 

Freunden ist sehr wichtig 

für mich. 

(1) q (2) q (3) q (4) q (5) q 

Wenn Menschen, die mir 

nahe stehen, verletzt 

werden, leide ich häufig 

mit.  

(1) q (2) q (3) q (4) q (5) q 

 
 
Klicke an, was für Dich persönlich zutrifft 
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 trifft voll und 

ganz zu 

trifft eher zu weder noch trifft eher 

nicht zu 

trifft 

überhaupt 

nicht zu 

Ich brauche ein 

Erfolgsgefühl bei meiner 

Arbeit.  

(1) q (2) q (3) q (4) q (5) q 

Feedback zu meiner 

Arbeitsleistung ist sehr 

wichtig für mich.  

(1) q (2) q (3) q (4) q (5) q 

 
 
Ich bin aktuell sehr glücklich mit meinem Leben.  
(1) q voll und ganz 

(2) q größtenteils 

(3) q teilweise 

(4) q weniger 

(5) q gar nicht 

 
 
Ich bin aktuell sehr zufrieden mit meinem Job/ Studium/ Ausbildung?  
(1) q voll und ganz 

(2) q größtenteils 

(3) q teilweise 

(4) q weniger 

(5) q gar nicht 

 
 
Hattest du Probleme mit deinem Job/ Studium/ Ausbildung seit Corona?  
(1) q ja  

(2) q nein 

 
 
Corona hat viele unterschiedliche Auswirkungen, die jeden anders betreffen und jeder anders 
wahrnimmt. 
Klicke an, was für Dich persönlich zutrifft. 
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 trifft voll und 

ganz zu 

trifft eher zu  trifft teilweise 

zu  

trifft weniger 

zu 

trifft gar nicht 

zu 

Momentan ändert sich alles 

so schnell, dass ich oft 

nicht weiß, woran ich mich 

halten soll.  

(1) q (2) q (3) q (4) q (5) q 

Momentan durchschaue ich 

nicht mehr, was eigentlich 

passiert.  

(1) q (2) q (3) q (4) q (5) q 

Aktuell ist alles so in 

Unordnung geraten, dass 

ich nicht mehr weiß, wo 

man eigentlich steht. 

(1) q (2) q (3) q (4) q (5) q 

 
 
Nun noch ein paar Fragen zu Dir:  
 
 
Wie alt bist du?  
_____ 

 
Du bist 
(1) q Weiblich 

(2) q Männlich 

(3) q divers:  _____ 

 
 
Du bist 
(1) q Schüler 

(2) q Student 

(3) q Auszubildender 

(4) q Arbeitnehmer 

(5) q Anderes: _____ 
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Du wohnst 
(1) q Alleine 

(2) q Mit meinem Partner 

(3) q Mit meiner Familie 

(4) q In einer WG 
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Appendix B: Results of the Survey after cleaning the data 
 
Social Media Usage  
 
 

Ich nutze Instagram 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 23 15,3 15,3 15,3 

ja 127 84,7 84,7 100,0 

Total 150 100,0 100,0  

 

 
Ich nutze Snapchat 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 94 62,7 62,7 62,7 

ja 56 37,3 37,3 100,0 

Total 150 100,0 100,0  

 

 
Ich nutze facebook 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 21 14,0 14,0 14,0 

ja 129 86,0 86,0 100,0 

Total 150 100,0 100,0  

 

 
Ich nutze TikTok 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 125 83,3 83,3 83,3 

ja 25 16,7 16,7 100,0 

Total 150 100,0 100,0  
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Ich nutze Youtube 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 34 22,7 22,7 22,7 

ja 116 77,3 77,3 100,0 

Total 150 100,0 100,0  

 

 
Ich nutze Twitter 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 128 85,3 85,3 85,3 

ja 22 14,7 14,7 100,0 

Total 150 100,0 100,0  

 
 

Während Corona angefangen: Instagram 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid  23 15,3 15,3 15,3 

Ja, das erste Mal 

gedownloadet und genutzt 

3 2,0 2,0 17,3 

Nein, ich hatte es schon 

vorher und nutze es genau 

so viel wie vorher 

98 65,3 65,3 82,7 

Nein, nicht das erste Mal, 

aber ich nutze es seitdem 

h�ufiger 

26 17,3 17,3 100,0 

Total 150 100,0 100,0  
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Während Corona angefangen: Youtube 

 Frequency Percent Valid Percent Cumulative Percent 

Valid  34 22,7 22,7 22,7 

Ja, das erste Mal gedownloadet 

und genutzt 

1 ,7 ,7 23,3 

Nein, ich hatte es schon vorher 

und nutze es genau so viel wie 

vorher 

89 59,3 59,3 82,7 

Nein, nicht das erste Mal, aber ich 

nutze es seitdem h�ufiger 

26 17,3 17,3 100,0 

Total 150 100,0 100,0  

 

 
Während Corona angefangen: Twitter 

 Frequency Percent Valid Percent Cumulative Percent 

Valid  128 85,3 85,3 85,3 

Ja, das erste Mal gedownloadet 

und genutzt 

3 2,0 2,0 87,3 

Nein, ich hatte es schon vorher 

und nutze es genau so viel wie 

vorher 

16 10,7 10,7 98,0 

Nein, nicht das erste Mal, aber ich 

nutze es seitdem h�ufiger 

3 2,0 2,0 100,0 

Total 150 100,0 100,0  

 
Während Corona angefangen: Snapchat 

 Frequency Percent Valid Percent Cumulative Percent 

Valid  94 62,7 62,7 62,7 

Nein, ich hatte es schon vorher 

und nutze es genau so viel wie 

vorher 

53 35,3 35,3 98,0 

Nein, nicht das erste Mal, aber ich 

nutze es seitdem h�ufiger 

3 2,0 2,0 100,0 

Total 150 100,0 100,0  
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Während Corona angefangen: facebook 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid  21 14,0 14,0 14,0 

Nein, ich hatte es schon 

vorher und nutze es genau 

so viel wie vorher 

112 74,7 74,7 88,7 

Nein, nicht das erste Mal, 

aber ich nutze es seitdem 

h�ufiger 

17 11,3 11,3 100,0 

Total 150 100,0 100,0  

 

 
Während Corona angefangen: TikTok 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid  125 83,3 83,3 83,3 

Ja, das erste Mal 

gedownloadet und genutzt 

18 12,0 12,0 95,3 

Nein, ich hatte es schon 

vorher und nutze es genau 

so viel wie vorher 

4 2,7 2,7 98,0 

Nein, nicht das erste Mal, 

aber ich nutze es seitdem 

h�ufiger 

3 2,0 2,0 100,0 

Total 150 100,0 100,0  

 
 

 
Nutze Social Media mehr seit Corona 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Ich nutze Social Media 

genauso viel wie vorher 

86 57,3 57,3 57,3 

Ich nutze Social Media mehr 60 40,0 40,0 97,3 

Ich nutze Social Media 

weniger 

4 2,7 2,7 100,0 

Total 150 100,0 100,0  
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Social Media Nutzung Top 2 Platform: Instagram 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 32 21,3 21,3 21,3 

ja 118 78,7 78,7 100,0 

Total 150 100,0 100,0  

 

 
Social Media Nutzung Top 2 Platform: Snapchat 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 132 88,0 88,0 88,0 

ja 18 12,0 12,0 100,0 

Total 150 100,0 100,0  

 

 
Social Media Nutzung Top 2 Platform: facebook 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 87 58,0 58,0 58,0 

ja 63 42,0 42,0 100,0 

Total 150 100,0 100,0  

 

 
Social Media Nutzung Top 2 Platform: TikTok 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 144 96,0 96,0 96,0 

ja 6 4,0 4,0 100,0 

Total 150 100,0 100,0  
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Social Media Nutzung Top 2 Platform: YouTube 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 86 57,3 57,3 57,3 

ja 64 42,7 42,7 100,0 

Total 150 100,0 100,0  

 

 
Social Media Nutzung Top 2 Platform: Twitter 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid nein 145 96,7 96,7 96,7 

ja 5 3,3 3,3 100,0 

Total 150 100,0 100,0  

 

 
Top 2 Combinations of Social Media Platforms 
 

Social Media Nutzung Top 2 Platform: Instagram * Social 
Media Nutzung Top 2 Platform: YouTube Crosstabulation 

Count   

 

Social Media Nutzung Top 2 

Platform: YouTube 

Total nein ja 

Social Media Nutzung Top 2 

Platform: Instagram 

nein 10 22 32 

ja 76 42 118 

Total 86 64 150 

 

 
Social Media Nutzung Top 2 Platform: Instagram * Social 
Media Nutzung Top 2 Platform: facebook Crosstabulation 

Count   

 

Social Media Nutzung Top 2 

Platform: facebook 

Total nein ja 

Social Media Nutzung Top 2 

Platform: Instagram 

nein 9 23 32 

ja 78 40 118 

Total 87 63 150 
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Social Media Nutzung Top 2 Platform: YouTube * Social 
Media Nutzung Top 2 Platform: facebook Crosstabulation 

Count   

 

Social Media Nutzung Top 2 

Platform: facebook 

Total nein ja 

Social Media Nutzung Top 2 

Platform: YouTube 

nein 36 50 86 

ja 51 13 64 

Total 87 63 150 

 
 
 

Social Media Nutzung Top 2 Platform: Instagram * Social 
Media Nutzung Top 2 Platform: Snapchat Crosstabulation 

Count   

 

Social Media Nutzung Top 2 

Platform: Snapchat 

Total nein ja 

Social Media Nutzung Top 2 

Platform: Instagram 

nein 30 2 32 

ja 102 16 118 

Total 132 18 150 
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Age 
 

Alter 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18 1 ,7 ,7 ,7 

19 4 2,7 2,7 3,3 

20 1 ,7 ,7 4,0 

21 6 4,0 4,0 8,0 

22 12 8,0 8,0 16,0 

23 15 10,0 10,0 26,0 

24 33 22,0 22,0 48,0 

25 24 16,0 16,0 64,0 

26 18 12,0 12,0 76,0 

27 13 8,7 8,7 84,7 

28 2 1,3 1,3 86,0 

29 4 2,7 2,7 88,7 

30 3 2,0 2,0 90,7 

31 4 2,7 2,7 93,3 

32 2 1,3 1,3 94,7 

33 1 ,7 ,7 95,3 

34 3 2,0 2,0 97,3 

35 4 2,7 2,7 100,0 

Total 150 100,0 100,0  
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Appendix C: Factor Analysis UGT Social Media  

 

 
 
 

Rotated Component Matrixa 

 
Component 

1 2 3 

FreundeFamilieinteragieren_ALL  ,619  

Informationenerhalten_ALL   ,543 

SpassUnterhaltung_ALL   ,638 

AbstandAlltagProbleme_ALL ,783   

Zugehörigkeit_ALL  ,746  

Entspannen_ALL ,790   

Mitjdmsprechen_ALL  ,773  

Verstandenfühlen_ALL  ,812  

Umfeldentkommen_ALL ,791   

Kurzabschalten_ALL ,798   

Wenigeralleinefühlen_ALL  ,741  

Amüsieren_ALL   ,630 

Sehenwassolosist_ALL   ,678 

Freiausdrücken_ALL  ,705  

Entkommen_ALL ,755   

SchuleArbeitvergessen_ALL ,746   

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 5 iterations. 
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Factor 1: Escape and Relax 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

,890 6 

 
Item-Total Statistics 

 
Scale Mean if Item 

Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

AbstandAlltagProbleme_ALL 16,9213 18,549 ,740 ,865 

Entspannen_ALL 16,2847 20,136 ,729 ,868 

Umfeldentkommen_ALL 16,9109 18,545 ,711 ,871 

Kurzabschalten_ALL 16,0567 20,483 ,718 ,870 

Entkommen_ALL 16,7755 18,713 ,736 ,866 

SchuleArbeitvergessen_ALL 16,5706 20,078 ,634 ,882 
 
 
Factor 2: Social Interaction and Communication 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

,835 6 

 
Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

FreundeFamilieinteragieren_

ALL 

10,1478 14,582 ,483 ,835 

Zugehörigkeit_ALL 10,9019 13,450 ,646 ,801 

Mitjdmsprechen_ALL 11,4681 14,312 ,642 ,803 

Verstandenfühlen_ALL 11,3664 13,890 ,703 ,791 

Wenigeralleinefühlen_ALL 11,1454 13,627 ,642 ,802 

Freiausdrücken_ALL 11,1998 14,035 ,565 ,818 
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Factor 3: Entertainment and Information 
 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

,593 4 

 

 
Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Informationenerhalten_ALL 12,3870 3,077 ,336 ,552 

SpassUnterhaltung_ALL 11,6610 3,133 ,413 ,496 

Amüsieren_ALL 11,9749 2,936 ,343 ,550 

Sehenwassolosist_ALL 11,9840 3,041 ,415 ,491 
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Appendix D: Happiness and Disorientation 
 
Happiness  
 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha Based 

on Standardized Items N of Items 

,705 ,710 2 

 

 
Inter-Item Correlation Matrix 

 
Happiness_Leb

en_codiert 

Happinesss_Stu

diumJob_codiert 

Happiness_Leben_codiert 1,000 ,551 

Happinesss_StudiumJob_co

diert 

,551 1,000 

 

 

 

 
 
Disoriented 
 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

,846 ,846 3 

 

 
Inter-Item Correlation Matrix 

 
Disoriented_Unordnun

g_codiert 

Disoriented_ändertsic

halles_codiert 

Disoriented_durschau

enicht_codiert 

Disoriented_Unordnung_codiert 1,000 ,647 ,688 

Disoriented_ändertsichalles_codiert ,647 1,000 ,606 

Disoriented_durschauenicht_codiert ,688 ,606 1,000 
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Happiness 
 

Happiness_Mean 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid trifft weniger zu 7 4,7 4,7 12,0 

trifft teilweise zu 30 20 20 42,7 

trifft eher zu 85 56,7 56,7 92,7 

trifft voll und ganz zu 28 18,6 18,6 100,0 

Total 150 100,0 100,0  

     

 
Disoriented 
 

Disoriented_Unordnung_codiert 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid trifft gar nicht zu 18 12,0 12,0 12,0 

trifft weniger zu 51 34,0 34,0 46,0 

trifft teilweise zu 30 20,0 20,0 66,0 

trifft eher zu 40 26,7 26,7 92,7 

trifft voll und ganz zu 11 7,3 7,3 100,0 

Total 150 100,0 100,0  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Master Thesis | Social Media Usage in Crisis Situations  

 

 

 

 

84 

Appendix E: Values 
 
Security Health & Safety 
 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

,761 ,763 2 

 

 
Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Security_Gedankenübermei

neSicherheitundGesundheit

_codiert 

3,6133 1,084 ,617 ,380 . 

Security_GedankenGesund

heitFamilienmitgliedernoder

Freunden_codie 

3,2800 1,304 ,617 ,380 . 

 

 
Security Financial and Health & Safety 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

,101 2 

 

 
Item-Total Statistics 

 
Scale Mean if Item 

Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

Value_Security_SicherheitGesun

dheit_ALL 

4,2067 ,595 ,055 . 

Security_FinanzielleSicherheit_c

odiert 

3,4467 ,964 ,055 . 
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Being Well-Respected 
 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

,724 2 

 

 
Item Statistics 

 Mean Std. Deviation N 

BeingRespected_verletztAus

sagenandererübermich_codi

ert 

3,2533 1,05669 150 

BeingRespected_wichtigand

ereübermichdenken_codiert 

3,5000 ,98137 150 

 

 
Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

BeingRespected_verletztAus

sagenandererübermich_codi

ert 

3,5000 ,963 ,570 . 

BeingRespected_wichtigand

ereübermichdenken_codiert 

3,2533 1,117 ,570 . 

 

 
Accomplishment 
 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

,671 2 
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Item Statistics 

 Mean Std. Deviation N 

SelfFullfillment_behandlemic

hselbstimmersehrgut_codiert 

3,4733 ,89515 150 

SelfFullfillment_meineWünsc

hezuerfüllenwichtigfürmich_c

od 

4,0867 ,75916 150 

 

 
Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

SelfFullfillment_behandlemic

hselbstimmersehrgut_codiert 

4,0867 ,576 ,512 . 

SelfFullfillment_meineWünsc

hezuerfüllenwichtigfürmich_c

od 

3,4733 ,801 ,512 . 

 
 
Self-Fulfillment 
 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

,671 2 

 

 
Item Statistics 

 Mean Std. Deviation N 

SelfFullfillment_behandlemic

hselbstimmersehrgut_codiert 

3,4733 ,89515 150 

SelfFullfillment_meineWünsc

hezuerfüllenwichtigfürmich_c

od 

4,0867 ,75916 150 
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Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

SelfFullfillment_behandlemic

hselbstimmersehrgut_codiert 

4,0867 ,576 ,512 . 

SelfFullfillment_meineWünsc

hezuerfüllenwichtigfürmich_c

od 

3,4733 ,801 ,512 . 

 
 
 
 Sense of Belonging 
 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

,586 ,588 3 

 

 
Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Squared Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

SenseofBelonging_zuhausef

ühlenkannwichtig_codiert 

8,6867 1,371 ,402 ,167 ,477 

SenseofBelonging_akzeptiert

gebrauchtvonFamilieundeng

enFreunden_c 

8,8733 1,534 ,363 ,133 ,532 

SenseofBelonging_Lebenmei

nerFreundeFamilieteilzuneh

men_codiert 

8,7067 1,538 ,424 ,181 ,447 
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Excitement 
 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

,895 2 

 

 
Item Statistics 

 Mean Std. Deviation N 

Excitement_aufregendeAktivi

täten_codiert 

4,0133 ,86689 150 

Excitement_abenteuerlustiga

mperlebnishungrig_codiert 

3,9400 ,89914 150 

 

 
Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Excitement_aufregendeAktivi

täten_codiert 

3,9400 ,808 ,810 . 

Excitement_abenteuerlustiga

mperlebnishungrig_codiert 

4,0133 ,751 ,810 . 

 
Fun 
 

Statistics 
Value_Fun   
N Valid 150 

Missing 0 

Mean 4,5533 

Median 5,0000 

Std. Deviation ,55001 

Range 2,00 

Minimum 3,00 

Maximum 5,00 
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Overall Values 
 
Security Health and Safety 
 

Statistics 
Value2_Security_SicherheitGesun

dheit_ALL   
N Valid 150 

Missing 0 

Mean 3,4467 

Median 3,5000 

Mode 4,00 

Range 4,00 

Minimum 1,00 

Maximum 5,00 

 
Security Financial 
 

Statistics 
Security_FinanzielleSicherheit_co

diert   
N Valid 150 

Missing 0 

Mean 4,2067 

Median 4,0000 

Mode 4,00 

Range 3,00 

Minimum 2,00 

Maximum 5,00 
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Being Well-Respected 
 

Statistics 
Value2_BeingRespected_ALL   
N Valid 150 

Missing 0 

Mean 3,3767 

Median 3,5000 

Mode 4,00 

Range 4,00 

Minimum 1,00 

Maximum 5,00 
 
 
Self-Respect 
 

Statistics 
SelfRespect_Wichtigsteselbstzure

spektieren_codiert   
N Valid 150 

Missing 0 

Mean 4,1200 

Median 4,0000 

Mode 4,00 

Range 3,00 

Minimum 2,00 

Maximum 5,00 
 
 
Accomplishemt 
 

Statistics 
Value2_Accomplishment_ALL   
N Valid 150 

Missing 0 

Mean 4,4133 

Median 4,5000 

Mode 4,00 

Range 2,00 

Minimum 3,00 

Maximum 5,00 
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Self-Fulfillment 
 

Statistics 
Value2_SelfFullfillment_ALL   
N Valid 150 

Missing 0 

Mean 3,7800 

Median 4,0000 

Mode 4,00 

Range 3,00 

Minimum 2,00 

Maximum 5,00 
 
Excitement 
 

Statistics 
Value_Excitement   
N Valid 150 

Missing 0 

Mean 3,9767 

Median 4,0000 

Std. Deviation ,84014 

Range 4,00 

Minimum 1,00 

Maximum 5,00 
 
Fun 
 

Statistics 
Value_Fun   
N Valid 150 

Missing 0 

Mean 4,5533 

Median 5,0000 

Std. Deviation ,55001 

Range 2,00 

Minimum 3,00 

Maximum 5,00 
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Values Low-High Characteristics on Values 

 

Security Health Safety Low 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 19 19 19 

Missing 0 0 0 

Mean 3,0687 1,8670 4,0482 

 

High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 63 63 63 

Missing 0 0 0 

Mean 3,3912 2,3170 3,9683 

 

 

 
Security Financial low 

 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 5 5 5 

Missing 0 0 0 

Mean 2,9833 2,5833 3,0750 
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High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 128 128 128 

Missing 0 0 0 

Mean 3,3052 2,1578 4,0576 

 

 
Being Respected Low 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 18 18 18 

Missing 0 0 0 

Mean 2,8046 2,0185 4,1597 

 
High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 56 56 56 

Missing 0 0 0 

Mean 3,7456 2,2868 4,0677 

 

 

 
Self-Respect low 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 6 6 6 

Missing 0 0 0 

Mean 3,2361 1,7361 3,6736 
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High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 124 124 124 

Missing 0 0 0 

Mean 3,2904 2,1656 4,0104 

 

 

 
Accomplishment low (below/ and 3) 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 1 1 1 

Missing 0 0 0 

Mean 2,5833 2,4167 3,8750 

 
High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 140 140 140 

Missing 0 0 0 

Mean 3,3500 2,1942 4,0134 

 

 
Self-Fulfillment low 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 5 5 5 

Missing 0 0 0 
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Mean 3,3333 1,5833 3,9167 

 

 

High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 85 85 85 

Missing 0 0 0 

Mean 3,2245 2,1781 4,0034 

 

Excitement Low 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 4 4 4 

Missing 0 0 0 

Mean 3,6458 2,3125 4,0938 

 

High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 100 100 100 

Missing 0 0 0 

Mean 3,3967 2,2814 4,0258 

 

 
Fun (below/ and 3) 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 4 4 4 

Missing 0 0 0 
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Mean 3,1806 2,0972 3,1354 

 

High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 146 146 146 

Missing 0 0 0 

Mean 3,3301 2,1964 4,0322 

 

 
Warm Relationships (below/ and 3) 
 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 3 3 3 

Missing 0 0 0 

Mean 3,4444 1,4444 3,8750 

 

 

High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 147 147 147 

Missing 0 0 0 

Mean 3,3237 2,2090 4,0111 
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Sens of belonging low (below/ and 3) 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 9 9 9 

Missing 0 0 0 

Mean 3,1080 2,3951 3,4213 

 
High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 134 134 134 

Missing 0 0 0 

Mean 3,3392 2,1829 4,0420 
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Appendix F: Correlation Happiness and Disorientation and UGT 
 

Happiness low 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 7 7 7 

Missing 0 0 0 

Mean 3,9048 2,5762 4,3036 

 
Happines high 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 86 86 86 

Missing 0 0 0 

Mean 3,1803 2,2245 3,9627 
 
 
Correlations Happiness and Social Media UGT 

 

Correlations 

 
Happiness_mea

n 

Faktor_Escape

Relax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

Happiness_mean Pearson Correlation 1 -,264** -,021 -,122 

Sig. (2-tailed)  ,001 ,799 ,137 

N 150 150 150 150 

**. Correlation is significant at the 0.01 level (2-tailed). 
 
 

Disoriented Low 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 41 41 41 

Missing 0 0 0 
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Mean 3,1543 2,1978 3,8465 

 
Disoriented High 
 

Statistics 

 
Faktor_EscapeR

elax 

Faktor_SocialInt

eraction 

Faktor_SpassInf

os 

N Valid 31 31 31 

Missing 0 0 0 

Mean 3,7016 2,3871 4,2164 

 
 
 
Correlation Disoriented and Social Media UGT 

Correlations 

 
Disoriented_me

an 

Faktor_Escape

Relax 

Faktor_SocialIn

teraction 

Faktor_SpassIn

fos 

Disoriented_mean Pearson Correlation 1 ,285** ,144 ,243** 

Sig. (2-tailed)  ,000 ,078 ,003 

N 150 150 150 150 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Appendix G: Correlation Regression Analysis Values and Social Interaction and Communication 
 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1,244 ,864  1,439 ,152 

Value_Security_SicherheitG

esundheit_ALL 

,217 ,061 ,286 3,536 ,001 

Security_FinanzielleSicherhe

it_codiert 

-,080 ,081 -,083 -,985 ,326 

Value_BeingRespected_ALL ,187 ,070 ,227 2,669 ,009 

SelfRespect_Wichtigsteselbs

tzurespektieren_codiert 

-,016 ,081 -,017 -,197 ,844 

Value_Accomplishment_ALL -,317 ,129 -,216 -2,449 ,016 

Value_SelfFullfillment_ALL ,189 ,103 ,183 1,832 ,069 

Value_Excitement ,037 ,086 ,041 ,428 ,669 

Value_Fun ,237 ,133 ,175 1,779 ,077 

Value_WarmRelationships ,015 ,133 ,010 ,111 ,912 

Value_SenseofBelonging -,145 ,124 -,108 -1,169 ,244 

a. Dependent Variable: Faktor_SocialInteraction 
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Appendix H: Regression Analysis Happiness and Disoriented & Values  
 
 
 
Value Security Health & Safety 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,222a ,049 ,037 ,96354 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 7,098 2 3,549 3,822 ,024b 

Residual 136,476 147 ,928   
Total 143,573 149    

a. Dependent Variable: Value_Security_SicherheitGesundheit_ALL 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,973 ,490  6,067 ,000 

Happiness_mean -,039 ,107 -,030 -,368 ,713 

Disoriented_mean ,214 ,080 ,216 2,669 ,008 

a. Dependent Variable: Value_Security_SicherheitGesundheit_ALL 

 
Security Financial 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,135a ,018 ,005 ,76918 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1,623 2 ,811 1,372 ,257b 

Residual 86,970 147 ,592   
Total 88,593 149    

a. Dependent Variable: Security_FinanzielleSicherheit_codiert 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,711 ,391  9,487 ,000 

Happiness_mean ,138 ,085 ,134 1,627 ,106 

Disoriented_mean -,006 ,064 -,008 -,096 ,924 

a. Dependent Variable: Security_FinanzielleSicherheit_codiert 

 
Being Respected 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,301a ,091 ,078 ,86690 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 10,996 2 5,498 7,316 ,001b 

Residual 110,472 147 ,752   
Total 121,468 149    

a. Dependent Variable: Value_BeingRespected_ALL 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 



Master Thesis | Social Media Usage in Crisis Situations  

 

 

 

 

103 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,550 ,441  8,052 ,000 

Happiness_mean -,207 ,096 -,171 -2,160 ,032 

Disoriented_mean ,206 ,072 ,226 2,848 ,005 

a. Dependent Variable: Value_BeingRespected_ALL 

 
Self-Respect 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,214a ,046 ,033 ,77207 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 4,215 2 2,108 3,536 ,032b 

Residual 87,625 147 ,596   
Total 91,840 149    

a. Dependent Variable: SelfRespect_Wichtigsteselbstzurespektieren_codiert 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,831 ,393  9,758 ,000 

Happiness_mean ,160 ,085 ,152 1,869 ,064 

Disoriented_mean -,105 ,064 -,133 -1,631 ,105 

a. Dependent Variable: SelfRespect_Wichtigsteselbstzurespektieren_codiert 

 
Accomplishment 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 
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1 ,210a ,044 ,031 ,49948 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1,700 2 ,850 3,407 ,036b 

Residual 36,673 147 ,249   
Total 38,373 149    

a. Dependent Variable: Value_Accomplishment_ALL 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,767 ,254  14,828 ,000 

Happiness_mean ,115 ,055 ,169 2,077 ,040 

Disoriented_mean ,077 ,042 ,150 1,839 ,068 

a. Dependent Variable: Value_Accomplishment_ALL 

 
Self-Fulfillment 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,367a ,135 ,123 ,67424 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 10,414 2 5,207 11,454 ,000b 

Residual 66,826 147 ,455   
Total 77,240 149    
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a. Dependent Variable: Value_SelfFullfillment_ALL 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,732 ,343  7,966 ,000 

Happiness_mean ,333 ,075 ,345 4,460 ,000 

Disoriented_mean -,064 ,056 -,088 -1,140 ,256 

a. Dependent Variable: Value_SelfFullfillment_ALL 

 
 
Excitement 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,100a ,010 -,004 ,84161 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1,047 2 ,524 ,739 ,479b 

Residual 104,121 147 ,708   
Total 105,168 149    

a. Dependent Variable: Value_Excitement 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,534 ,428  8,257 ,000 

Happiness_mean ,058 ,093 ,052 ,627 ,532 

Disoriented_mean ,078 ,070 ,092 1,115 ,267 
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a. Dependent Variable: Value_Excitement 

 
Fun 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,143a ,020 ,007 ,54804 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression ,922 2 ,461 1,534 ,219b 

Residual 44,152 147 ,300   
Total 45,073 149    

a. Dependent Variable: Value_Fun 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4,082 ,279  14,646 ,000 

Happiness_mean ,081 ,061 ,110 1,330 ,185 

Disoriented_mean ,060 ,046 ,107 1,303 ,194 

a. Dependent Variable: Value_Fun 
 
 
Warm Relationships 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,144a ,021 ,007 ,50228 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
ANOVAa 
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Model Sum of Squares df Mean Square F Sig. 

1 Regression ,787 2 ,394 1,560 ,214b 

Residual 37,086 147 ,252   
Total 37,873 149    

a. Dependent Variable: Value_WarmRelationships 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4,406 ,255  17,247 ,000 

Happiness_mean ,038 ,056 ,057 ,687 ,493 

Disoriented_mean ,071 ,042 ,140 1,703 ,091 

a. Dependent Variable: Value_WarmRelationships 

 
 
 
Sense of Belonging 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,158a ,025 ,012 ,55057 

a. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1,144 2 ,572 1,887 ,155b 

Residual 44,560 147 ,303   
Total 45,704 149    

a. Dependent Variable: Value_SenseofBelonging 

b. Predictors: (Constant), Disoriented_mean, Happiness_mean 

 

 
Coefficientsa 
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Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,854 ,280  13,763 ,000 

Happiness_mean ,114 ,061 ,154 1,869 ,064 

Disoriented_mean ,035 ,046 ,063 ,768 ,444 

a. Dependent Variable: Value_SenseofBelonging 
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