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Abstract: In Malaysia, social media usage is incredibly high among youth, with a large proportion 
actively engaging with applications such as TikTok, Instagram, WhatsApp and Facebook. They use 
these platforms daily and often spend several hours online. This study aims to investigate the factors 
(informativeness, entertainment, sociability and perceived convenience) that influence undergraduate 
students’ satisfaction with social media applications. A structured questionnaire was administrated to 
268 undergraduate students using simple random sampling. The data were then analysed using SPSS 
software, employing descriptive statistics, Pearson Corelation and multiple linear regression to 
evaluate the significance of the proposed predictors. The findings revealed that all four factors 
significantly and positively influence user satisfaction. The study offers valuable insights into 
behavioural drivers of social media satisfaction among Malaysian undergraduates. These findings may 
be helpful for future researchers and developers seeking to design more engaging and user-friendly 
social media platforms. 
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1 Introduction 
 
Technological advancement, particularly in social media applications, has profoundly transformed 
global social interaction, communication, and entertainment. In Malaysia, social media plays a vital 
role in the digital lifestyle of its citizens, with students being among the most active users. As of 2024, 
83.1% of Malaysians are active social media users and increment of 4.6% compared to 2023 [1]. Each 
social media platform serves different purposes and offers unique features designed to fulfill user needs. 
For example, WhatsApp remains the most widely used platform, engaging 90.7% of users aged 16 to 
64 [2]. Students also rely heavily on social media for socialising, entertainment, learning about current 
issues, and academic-related activities [3]. Beyond networking, platforms such as TikTok, YouTube, 
Facebook, Twitter, WhatsApp, and Instagram now play an important role in supporting e-learning and 
knowledge sharing. According to [4], the flexibility, interactivity, and accessibility of social media 
enhance students’ awareness and engagement in educational activities contributing to a more dynamic 
learning environment. 
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While the integration of social media into students’ daily and academic live expanded rapidly during 
the COVID-19 pandemic, this widespread adoption has also introduced new challenges. During 
lockdowns, students increasingly relied on social media to maintain social connections and access 
educational resources, with TikTok alone recording approximately 315 million downloads in the first 
quarter of 2020 [5] and 150 million daily active users with each accessing the platform 4.7 times per 
day and 22% spending over an hour daily [6]. However, the surge in usage has coincided with a rise in 
user dissatisfaction due to negative experiences such as the spread of misinformation, cyberbullying [7] 
and exposure to harmful content [8]. These issues can adversely affect students’ mental well-being and 
ultimately reduce the perceived value of these platforms. This contrast between high usage and rising 
dissatisfaction highlights the need to better understand the factors that influence user satisfaction among 
student populations.  

To examine these issues more systematically, it is essential to define the core concepts underpinning 
this study. Social media refers to an online environment where individuals interact to establish 
relationships and share information, experiences, and interests [9]. Common platforms such as TikTok, 
YouTube, Instagram, and WhatsApp enable communication, content creation, and information 
exchange. Within this context, user satisfaction is a key determinant of continued platform use. It 
encompasses emotional fulfillment, ease of use, and performance aspect of digital platform. According 
to [10], satisfaction represents the perceived level of contentment derived from a product, service, or an 
online social environment. In social media settings, user satisfaction reflects the extent to which the 
system meets users’ needs and expectation [11]. Satisfaction occurs when user’s expectations are 
fulfilled, whereas dissatisfaction is often triggered by negative experiences may prompt users to switch 
to alternative platforms. 

Previous studies have identified several key factors that may influence satisfaction with social media 
platforms. Informativeness refers to the degree to which content satisfies users’ needs for relevant and 
valuable information. The transition from traditional to digital media has made social media a primary 
source for real-time information and knowledge acquisition [12]. Informative content not only educates 
but also enhances satisfaction by meeting users’ cognitive and practical needs. For example, [13] found 
that TikTok serves as an effective educational platform, allowing students to learn and enjoy content 
simultaneously. Empirical findings further show that informativeness significantly predicts TikTok user 
satisfaction [10], while [14] reported a strong positive correlation information sharing and satisfaction 
among Malaysian students. 

Besides informativeness, entertainment is another factor contributing to social media engagement, 
often serving as a form of escapism and relaxation [14]. Students use social media to relieve academic 
stress and experience enjoyment in their daily routines [10]. Study by [15] found that entertainment 
significantly influences satisfaction and loyalty among TikTok users, while [14] reported a strong 
positive correlation (r = 0.793) between entertainment and satisfaction. Similarly, [16] concluded that 
entertainment motivations have a greater influence on satisfaction than information seeking, as 
enjoyable content fosters positive emotional responses that enhance user loyalty. While sociability 
reflects users’ ability to connect, communicate, and engage with others through social media. This 
includes commenting, messaging, and content sharing, which fosters a sense of community and 
belonging. Studies by [14] and [15] demonstrate that enhanced social interaction contributes to deeper 
emotional attachment and continued use of social media platforms. 

Lastly, perceived convenience refers to how easily users can navigate and complete tasks within 
application [15]. Evidence from mobile and e-learning contexts shows that convenience and ease of use 
significantly predict satisfaction [17] and [18]. As social media platforms increasingly integrate e-
commerce features such as TikTok Shop and Instagram Shop, convenience has become even more 
relevant. [19] observed that combining social networking with shopping functions enhances 
convenience, thereby increasing satisfaction by minimising the need to switch between platforms. 

Despite the growing body of research on social media usage and satisfaction, several gaps remain. 
Most existing studies examine general social media users or working adults, with limited focus on 
undergraduate students, who represent a distinct and highly active demographic with unique 
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behavioural patterns [10]. In Malaysia, [1] reported that 69% of university students used Facebook, 
while 93% used YouTube and WhatsApp, indicating high engagement for academic collaboration, 
communication, and entertainment. Given these trends, it is essential to identify the factors influencing 
user satisfaction among university students. 

2 Method 
 

A. Study Design and Data Collection 

This study used a cross-sectional research design in gathering data from undergraduate students. From 
a total of 881 undergraduate students who enrolled at Universiti Teknologi MARA Cawangan Kelantan, 
Kota Bharu Branch, 268 students were selected as respondents. This study employed simple random 
sampling technique and sample selection by using random number generator. Then, questionnaires that 
comprise of demographic information, user’s satisfaction, informativeness, entertainment, sociability, 
and perceived convenience were then distributed in Google Form using Whatsapp application to all 268 
selected undergraduates. 

B. Statistical Analysis 

The collected data were cleaned and analysed using Statistical Package of Social Sciences (SPSS) 
software. Descriptive analysis, Pearson correlation and multiple regression analysis applied in this study 
to describe demographic information, to examine relationship between factors as well as to determine 
significant factors that contribute to user’s satisfaction. In order to perform correlation and regression 
analysis, assumptions checking on residuals and multicollinearity is checked to ensure the model 
adequacy. It was found that all assumptions are fulfilled and model adequacy checking accepted since 
there is a normal and constant for residuals, and multicollinearity do not exist. For this study, the level 
of significance was set at p-value < 0.05 and using 95% confidence interval.   

3 Result and Discussion 
 
A. Descriptive Analysis 
 
A summary of the respondents’ demographic profile is presented in Table 1. More than half of the 
participants are female, comprising 175 (65.3%) students while 93 (34.7%) were male. Most of the 
respondents are aged between the 22-23 years old, representing 126 students (47%). In contrast, the 
smallest age group consist of students below 20 years old with only 3 (1.1%) respondents.  
 

In terms of academic programmes, CDCS/CS241 reported the highest participation, with 86 (32.1%) 
students, whereas only 8 (3.0%) students are from CDCS/CS291 program. Semester-wise distribution 
shows that Semester 5 had the largest proportion of respondents, with 111 (41.4%) students, while 
Semester 1 has the fewest participants with just 5 students taking part in this study. 

 
TikTok appear as the most favored platform, with 143 respondents (53.4%) choosing it, significantly 

surpass other applications. Instagram ranked second with 37 respondents (13.8%), followed closely by 
YouTube at 34 respondents (12.7%) and X (formerly Twitter) with 32 respondents (11.9%). While 
Facebook and others application show much lower levels of favouritism, with 10 respondents (3.7%) 
and 11 respondents (4.1%), respectively. WhatsApp are the least popular social media application 
choose by respondents with only 1 respondent (0.4%).  
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Table 1: Respondents' Demographic Characteristics (n=268) 
Characteristics Frequency (n) Percentage (%) 

Gender   
Male 93 34.7 

Female 175 65.3 
Age   

Less than 20 years 3 1.1 
20 – 21 years 118 44.0 
22 – 23 years 126 47.0 

More than 23 years 21 7.8 
Course   

BA 240/270 33 12.3 
BA 242/272 34 12.7 
BA 249/279 61 22.8 
BA 250/280 46 17.2 

CDCS/CS241 86 32.1 
CDCS/CS291 8 3.0 

Semester   
1 5 1.9 
2 6 2.2 
3 39 14.6 
4 75 28.0 
5 111 41.4 
6 32 11.9 

Favorite social media apps   
TikTok 143 53.4 

Instagram 37 13.8 
Youtube 34 12.7 
X/Twitter 32 11.9 
Facebook 10 3.7 
Whatsapp 1 0.4 

Others 11 4.1 
Duration on social media (day)   

Less than one hour 10 3.7 
1 – 2 hours 48 17.9 
3 – 4 hours 76 28.4 

More than 4 hours 134 50.0 
 
Regarding daily time spent on social media, half of respondents (134 students) reported using social 

media for more than 4 hours a day, making it the highest usage duration. This was followed by 76 
students (28.4%) who use social media for 3-4 hours daily, and 48 students (17.9%) who use it 1-2 
hours. Only 10 respondents (3.7%) reported using social media for less than 1 hour per day. In short, it 
revealed that most respondents dedicated a significant amount of time to social media, with half of them 
exceeding 4 hours usage per day, indicating a high level of engagement with social media applications 
daily. 

B. Correlation Analysis 

Table 2 presents the Pearson’s Correlation results between dependent variable (users’ satisfaction) and 
independent variables - informativeness, entertainment, sociability, and perceived convenience. All p-
values were less than 0.05 level of significant, indicating statistically significant correlation between 
user satisfaction and independent variables (informativeness, entertainment, sociability and perceived 
convenience). The correlation was positive, with values of 0.709, 0.626, 0.470 and 0.692 respectively 
for informativeness, entertainment, sociability and perceived convenience. Therefore, it can be 
concluded that users’ satisfaction is significantly and positively associated with all four independent 
variables.  
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Table 2: Result of Pearson Correlation Coefficient 
Variable Pearson Correlation, r p-value 

User Satisfaction * Informativeness 0.709 <0.00001 
User Satisfaction * Entertainment 0.626 <0.00001 

User Satisfaction * Sociability 0.470 <0.00001 
User Satisfaction * Perceived Convenience 0.692 <0.00001 

 
These results are consistent with prior study. [10] similarly reported that informativeness is a key 

driver of users’ satisfaction, particularly on platforms with educational content such as TikTok, 
Twitter/X and LinkedIn. In addition, the current finding also aligns with [15] that found entertainment 
is a significant factor for satisfaction and influence users’ continuous intention to use applications. 

C. Multiple Linear Regression 

This study employed multiple regression analysis using enter method to determine significant predictors 
for users’ satisfaction on social media application. The predictors were informativeness, entertainment, 
sociability and perceived convenience. As shown in Table 3, the overall regression model was 
statistically significant (F=166.461, p-value<0.0001), indicating that the predictors have significant 
effect on predicting users’ satisfaction. 
 

Table 3: Result of Model Significant 
Model F statistics p-value 

Regression (Enter Method) 166.461 <0.00001 
 
Table 4 presents the summary of regression coefficients for each of predictors. All four variables 

demonstrated statistically significant effects on user satisfaction, with the p-values values of <0.001 for 
informativeness, 0.004 for entertainment, 0.029 for sociability, and <0.001 for perceived convenience. 
Since all p-values were below the 0.05 significance threshold these finding confirm that all variables 
were important predictors of users’ satisfaction on social media application and should be retained in 
the final model.  
 

Table 4: Summary of Regression Coefficient 
Variable Coefficient  t statistics p-value 
Constant 0.440 2.004 0.046 
Informativeness (X1) 0.400 7.757 <0.001 
Entertainment (X2) 0.146 2.880 0.004 
Sociability (X3) 0.068 2.204 0.029 
Perceived Convenience (X4) 0.307 5.206 <0.001 

Dependent variable (Y): User Satisfaction 

Hence, the multiple linear regression equation represents the final model for this study is as follows: 

     (1) 

 
 

Based on Eq. (1), this indicates that when the social media application is positively good in term of 
informativeness, entertainment, sociability, and perceived convenience, the users’ satisfaction towards 
the application will also higher or well said as highly satisfied. his result is consistent with previous 
studies such as [10] and [14] which reported that users are satisfied with social media applications 
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because it provides lot of information that delivered effectively through texts, videos as well as photos.  
However, [15] suggested in their study that social media applications may not always be useful tool to 
gain information, but it still significantly influences users’ satisfaction. [18] underlined that perceived 
convenience is critical in shaping student satisfaction either directly or indirectly influencing continued 
use of learning or digital platforms.  

 
The presents findings further support the work by [14] and [15], who found that entertainment and 

sociability were significantly affect users’ satisfaction in using social media applications. Entertainment 
offer users to escape themselves from stress and quick relaxation from any works while sociability can 
be assessed through social media application where they used to connect with each other’s and 
community. Thus, this shows that entertainment and sociability were crucial factor encouraging users’ 
satisfaction especially among university students. 

D. Model Fitness 

Table 5: Result of Model Fitness 
Model R-Square Adjusted R-Square 

Regression (Enter Method) 0.744 0.740 
 

The findings of R-Square (0.744) and Adjusted R-Square (0.740) are presented in Table 5. These values 
indicates that 74.4% of total variation in users’ satisfaction can be explained by the four predictors - 
informativeness, entertainment, sociability and perceived convenience, while the remaining 25.6% is 
explained by the other factors. Similarly, the Adjusted R-Square 74.0% of the variation is explained 
after adjusting for the number of predictors, since the value of R-Square close to 1 this indicates that 
the model is good fit. 

4 Conclusion 
 

In conclusion, the findings revealed that 53.4% of undergraduates of Universiti Teknologi MARA 
Cawangan Kelantan, Kota Bharu Branch selected TikTok as their preferred social media platform rather 
than other social media applications making it the most popular choice among respondents. In contrast, 
WhatsApp was the least favored social media application with only 0.4% preference. The analysis also 
showed that a substantial number of respondents (134 students) spend more than 4 hours daily on social 
media application, whereas only 10 students used social media less than one hour daily.  
 

This study further examined the relationship between informativeness, entertainment, sociability, 
perceived convenience and the user’s satisfaction using Pearson Correlation analysis. The results 
demonstrated that all four variables are positively significant correlated with users’ satisfaction. 
Multiple regression analysis was then conducted to determine which factors are significantly 
influencing users’ satisfaction on social media applications. The multiple linear regression analysis 
confirmed that all predictors, informativeness, entertainment, sociability and perceived convenience 
have a significant relationship toward users’ satisfaction. The most important variable in this study was 
informativeness as it had coefficient value larger than other variable, followed by perceived 
convenience, entertainment and sociability. 

  
This highlights that social media developer should design applications that easier to navigate and 

use, as well as promote their applications more on educational contents. But at the same time, they 
should balance it with elements of entertainment and social interaction to maintain the platform’s 
interactivity and user engagement. 
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