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ABSTRACT 

 
This study applied the uses and gratifications theory to determine how audience 

motives for using niche social network sites compared with motives for using popular 

social network sites. An online survey presented a single sample (N=554) with items 

measuring motives for using the popular social network site Facebook alongside items 

measuring motives for using the niche social network site Ravelry for comparison. 

The results demonstrate that there is a significant amount of overlap between the 

motives for Ravelry use and for Facebook use. The motives of relaxing entertainment, 

expressive information sharing, habitual pass time, social interaction, cool new 

technology, and professional advancement emerged during separate factor analyses of 

both the Ravelry and Facebook use motive scales. New friendships emerged only as a 

motive for Ravelry use. The results also showed the most salient motive for Facebook 

use was social interaction where the most salient motives for using Ravelry were 

relaxing entertainment and new friendships. The strongest motive for using Facebook 

related to relationships maintenance, which supports findings of past research. In 

contrast, Ravelry use motives show members are seeking new relationships through the 

niche social network site. Implications of the significant differences between motives 

for using the niche social network site and the popular social network site are discussed. 

Additional research is suggested to refine the current conceptual definition of social 

network site and to classify social network sites. 
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Introduction 

Since its founding in 2004, Facebook has grown its population of active users to 

more than one billion as of December 2012 (“Facebook: Key facts,” n.d.). Such large-

scale participation in a website has drawn a great deal of attention; so much so, that 

Facebook was the subject of a hit movie in 2010 called The Social Network. 

The popularity of social network sites has also captivated the research 

community. Researchers across disciplines have studied social network sites to try to 

understand the sites’ makeup, impact, culture, meaning, and the people who use these 

sites (Acquisti & Gross, 2006; Boyd & Ellison, 2008). 

The term social network site (SNS) generally refers to a website that allows users 

to create a network of connections to people with whom they wish to share profile 

information, news, status updates, comments, photos, or other forms of content 

(Steinfield, Ellison, Lampe, & Vitak, 2012). Early definitions note that online SNSs are 

Internet communities where individuals interact through profiles presenting their public 

image and their networks of connections to others (Acquisti & Gross, 2006). 

Boyd and Ellison (2008) ascertained that SNSs have three distinct characteristics 

that separate them from other modes of computer-mediated communication. They found 

that SNSs are “web-based services that allow individuals to (1) construct a public or 

semi-public profile within a bounded system, (2) articulate a list of other users with 

whom they share a connection, and (3) view and traverse their list of connections and 

those made by others within the system” (p. 211).  
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Hundreds of active social network sites meet these characteristics today. Popular 

SNSs like Facebook, Twitter, LinkedIn, Google+, and Flickr are open to the general 

population and attract millions of active members. According to Pew Research Center 

(2012), 67% of online adults use social network sites (Duggan, 2012). 

Boyd and Ellison (2008) observed that individuals often extend existing 

relationships into popular SNSs. For example, high school graduates might retain or 

reestablish connections using SNSs. Other SNSs connect strangers based on shared 

interests or activities. Although face-to-face relationships may be extended through their 

use, the present study posits that these other sites are more often aimed specifically at 

creating new connections between people with shared interests. Specifically, the present 

study looked at these other SNSs that target or draw niche audiences.  

Of the hundreds of existing SNSs, a handful of niche SNSs maintain more than a 

million active users. An anecdotal examination of a list on Wikipedia provides examples 

of niche SNSs such as 43 Things, CafeMom, and Ravelry (“List of Social Networking 

Sites,” n.d.). Although more robust and popular SNSs are fully capable of connecting 

niche audiences, millions of users still have an affinity for sites that are off the beaten 

Internet path. The question remains as to why. 

In 2008, David Beer published a response to Boyd and Ellison’s (2008) social 

network site definition. In this article, Beer (2008) recognized a pressing need to classify 

in order to arrive at a more descriptive analysis, considering the rapidly changing and 

shifting nature of online culture. However, he felt that Boyd and Ellison's definition was 

too broad and questioned, “why not stick with the vernacular terminology, social 

networking site, which is more differentiated and descriptive of the processes, rather than 
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moving toward this re-definition forwarded in [B]oyd and Ellison’s article?” (Beer, p. 

519, 2008).  

Boyd and Ellison’s (2008) definition is used in research today and was unaffected 

by Beer’s (2008) observation. By learning more about how these niche sites are used by 

their members, researchers can determine whether they are truly SNSs or another genre 

of site with some SNS characteristics. Understanding the similarities and differences 

between popular and niche SNSs offers the opportunity to examine the current SNS 

definition, expands the understanding of the SNS audience, and also informs effective 

marketing strategies, advertising approaches, and the construction of niche social network 

sites that succeed. 

There is a vast body of research on the most popular social network sites, like 

Facebook and Twitter, and their audiences. What has yet to be tested is whether niche 

social network sites and their audiences differ. In hopes of understanding niche social 

network sites and their users, the purpose of this study is to determine how audience 

motives for using niche social network sites compare to motives for using popular social 

network sites. 

For the purposes of this study, a niche social network site is a website that meets 

the characteristics defined by Boyd and Ellison (2008) and allows users who share a 

common interest or activity (i.e. knitters, runners, educators, etc.) to create a network of 

connections with people they wish to share profile information, news, status updates, 

comments, photos, or other forms of content related to their shared interest or activity. 

Niche social network sites closely resemble an SNS description offered by Raacke and 

Bonds-Raacke (2008) which states that they are, “virtual places that cater to a specific 
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population in which people of similar interest gather to communicate, share, and discuss 

ideas” (p. 169). 

In contrast, popular social network sites, for lack of an existing distinction, are 

those SNSs that meet the characteristics defined by Boyd and Ellison (2008) and are open 

to the general public while not restricting membership outside of setting an age 

minimum, such as Facebook, Twitter, Google+, and the like.  

Why distinguish niche social network sites? SNSs can vary in the extent to which 

they offer new information and communication tools to their users (Boyd & Ellison, 

2008). This may very well be the case with niche SNSs when compared to popular SNSs. 

This may also explain, for example, the motives that 3.4 million knitters, crocheters, 

designers, spinners, weavers, and dyers (“Ravelry People Search,” n.d.) have for using a 

specialized SNS versus just connecting with one another through an existing popular SNS 

like Facebook. 

Although sites that cater to niche audiences meet the definition of SNS, 

characterizing them as such may be premature. As noted through my observations, the 

way users access niche SNSs can vary dramatically from one user to the next. For 

example, one user may access a site daily to check for new messages and see the recent 

activities of friends, while another may occasionally access the same site solely for 

functions outside communicating with other members.  

Differentiating between popular and niche social network sites allows for a fuller 

understanding of the SNS user audience and prevents over-generalizations. In order to 

understand the SNS audience and why individuals use niche social network sites when 
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popular sites are so readily available, this study addresses the following research 

questions: 

RQ1: What are the motives for niche social network site use? 
 
RQ2: What are the motives for popular social network site use? 
 
RQ3: How do motives for using niche social network sites compare with motives 
for using a popular social network site? 
 

A great deal of effort goes into advertising and marketing online each year. In 

spite of the many advanced options available to advertisers and marketers, effectively 

measuring the impact of efforts to advertise online is still challenging (Rodgers, Wang, 

Rettie & Alpert, 2007). Rodgers et al. (2007) assert, “consumer motives for Internet use 

have been identified as a key to understanding the effectiveness of interactive advertising 

strategies” (p. 448). Marketers must have an understanding of social network site 

audiences before they can advertise effectively on these sites. This underscores the need 

to distinguish whether audience motives for using popular SNSs differ from those for 

using niche SNSs. 

It is clear that the development of social network sites has added new dimensions 

to the way people communicate online. Answering the research questions aids in 

reaching the overarching goal: To understand what draws audience members to niche 

SNSs versus using existing popular SNSs.  

The present study applied a uses and gratifications (U & G) framework to 

examine what sets niche SNSs apart from popular SNSs. Since its introduction in the 

1940s, researchers have used U & G to understand what draws audience members to new 

media and content. The U & G approach has a rich history of assisting in the pursuit of 
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understanding why people use specific media and what people use media for (McQuail, 

2000). 

Uses and gratifications offers an appropriate means to examine niche social 

network sites. Notable examples of historic U & G research included studies pointed at 

understanding the audiences of radio soap operas, quiz shows, and newspaper (Katz & 

Foulkes, 1962). While U & G has been used to examine popular social network sites (i.e. 

Park, Kee, & Valenzuela, 2009; Quan-Haase & Young, 2010; Raacke & Bonds-Raacke, 

2008; etc.), it has yet to be used specifically to explore niche social network sites. The U 

& G framework assumes that (a) audience members are active and selective, (b) they are 

goal-oriented and aware of their needs, and (c) they select their particular type of media 

and content to satisfy those needs (Kaye & Johnson, 2002; McQuail, 2000; Ruggiero, 

2000).  

Survey research was used to collect data directly from a niche SNS audience 

about their use of both the niche site Ravelry and the popular SNS Facebook. The uses 

and gratifications framework allows this study to answer the research questions, develop 

a better understanding of the SNS audience, and determine where uses of niche and 

popular SNSs diverge. The methods section of this thesis provides a detailed outline of 

this approach. Aside from adding to the body of research on social network sites, the 

results validate the need to differentiate between the popular and niche SNS audiences 

and the need to differentiate between the sites themselves. 

This thesis does the following: (a) outlines the uses and gratifications theory and 

its application in the present study; (b) reviews the existing research on social network 

sites; (c) provides a detailed explanation of the research methods; (d) demonstrates how 
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U & G was used to uncover audiences motives for using niche social network sites; and, 

(e) discusses the limitations, implications, and conclusions drawn from this study. 

Extant literature and research regarding social network sites offers fertile ground 

for further research into SNSs. The first step in understanding the importance of social 

media use is determining what motivates audiences to use this medium. McQuail (1984) 

said it best, “what is central for mass communication is not message-making or sending 

and not even the messages themselves, but the choice, reception and manner of the 

audience” (p. 184). 
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Literature Review 

Uses and Gratifications 

The uses and gratifications (U & G) theory has a long history dating back as far as 

the 1940s (McQuail, 2000). The study of media use began with the simple attempt to 

understand the appeal of popular radio programming. This approach has provided insight 

into what draws audience members to new media and content. Notable examples of 

historic U & G research include attempts to understand why women listened to radio soap 

operas, the gratifications provided through quiz shows, the functions served by 

newspaper reading, and the motives behind listening to serious music on the radio (Katz 

& Foulkes, 1962). In the past, U & G theory has provided a “cutting-edge theoretical 

approach in the initial stages of each of the mass communications medium” (Ruggeiro, 

2000, p. 27). 

Scholars have examined many conventional media over the past 70 years, such as 

radio, newspapers, television, and the telephone to name a few (Ruggeiro, 2000). A 

crucial turning point for U & G research came with the publication of the article “Mass 

Communication Research and the Study of Culture,” by Elihu Katz in 1959 (McQuail, 

1984). In this article, Katz asserted: 

[L]ess attention [should be paid] to what media do to people and more to what 
people do with the media. Such an approach assumes that even the most potent of 
mass media content cannot ordinarily influence an individual who has no use for 
it (McQuail, 1984, p. 178). 
 

Because of Katz’s work, the theory saw a surge in research in the 1960s and early 

1970s (McQuail, 2000). Research maintained focus on the idea of the active audience 
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with a concentration on the gratifications sought (Ruggeiro, 2000). Throughout the 

1970s, U & G researchers spent an increased amount of time examining audience 

motivations and developing typologies of the ways people used media to gratify social 

and psychological needs (Ruggeiro, 2000). This subset of research did not provide a 

refined theoretical perspective. However, Ruggiero (2000) contended that a typology of 

uses gives researchers, “a benchmark base of data for other studies to examine further 

media use” (p. 12). Thereafter, typologies have been invaluable in helping researchers to 

better understand audience members and predict their behavior.  

The testing and refinement of use and motive typologies have continued in 

modern U & G research. For example, McQuail (2000) proposed the following as 

motives for audience use of radio and television programming (p. 388):  

• Diversion: escape from routine or problems; emotional release 
• Personal Relationships: companionship; social utility 
• Personal identity: value reinforcement; reality exploration; self-reference 
• Surveillance: information seeking 
  
Even more recently, uses and gratifications theory has been used to examine new 

media and computer-mediated communication as the Internet grows and accessibility 

becomes more widespread. The rapid expansion of the World Wide Web provided users 

with a wider range of sources to choose from, and in turn provided researchers with a 

wider range of phenomena to examine. The following are select examples of studies that 

use a variety of use motive typologies to apply uses and gratifications theory to new 

media. 

Kaye and Johnson (2002) studied the Internet and the uses and gratifications of 

accessing political information from online sources. They surveyed more than 300 

respondents to assess their motives for use. Their findings suggest that reasons for 
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accessing political websites could be categorized under four motives: guidance, 

information seeking/surveillance, entertainment, and social utility (Kaye & Johnson 

2002).  

Papacharissi and Rubin (2000) identified five motives that predict Internet use. 

Their analysis identified interpersonal utility, passing time, information seeking, 

convenience, and entertainment as motives. Additionally, Kaye (2005) identified six 

motives in the study of blog readers: information seeking and media checking, 

convenience, personal fulfillment, political surveillance, social surveillance, expression, 

and affiliation.  

As new communication technologies continue to grow, users are given more 

media options than ever before. Researchers have explored the U & G of the Internet and 

computer-mediated communication in a variety of different contexts. Some examples of 

contextual approaches in online media included: the World Wide Web (Flanagin & 

Metzger, 2001; Kaye & Johnson, 2002; Korgaonkar & Wolin, 1999), the Internet 

(Papacharissi & Rubin, 2000; Parker & Plank, 2000), and personal home pages 

(Papacharissi & Rubin, 2000).  

Motives for using the Internet span both interpersonal and mass communication 

situations. Many researchers have made the specific distinction between use motives that 

are traditionally associated with mass communication (i.e. entertainment, surveillance, 

passing time) and those associated with interpersonal communication (i.e. social 

interaction, identity) (Kaye & Johnson, 2002; Papacharissi & Rubin, 2000; Tewksbury & 

Althuas, 2000). The Internet has advanced the potential of human communication by 

offering a mixture of uses and gratifications in one place that were only obtainable 
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through multiple mediums in the past. The uses and gratifications theory offers the 

opportunity for understanding the uses of social network sites and the communication 

situations found therein. 

Social Network Sites 

Computer-mediated communication (CMC) is communication facilitated by 

computer technologies (Papacharissi & Rubin, 2000). This type of communication comes 

in many forms online such as e-mail, bulletin boards, chat rooms, computer conferencing, 

blogs, and now social network sites. Social network sites offer a combination of features 

from their predecessors making them an object of increasing attention. A great deal of 

research has been done over the past 20 years on the many forms of computer-mediated 

communication. Research focusing on SNSs, despite the attention they have received, is 

still relatively limited but growing rapidly.  

The historic roots of social network sites reach back to 1997 (sixdegrees.com) 

(Acquisti & Gross, 2006; Boyd & Ellison, 2008). The earliest SNS research focused on 

understanding the social network site makeup. These approaches included examinations 

of their basic capabilities such as how profiles are constructed, how connections are 

made, and what other communication features are available (Steinfield, et al., 2012). 

Further research examined SNSs from a number of approaches including ethnographic 

and sociological examinations of online self-representation; discussions of information 

sharing and privacy within online social networks; marketing value of online social 

network technology; research on how information revealed in social networks can be 

exploited; and, identity-sharing behavior in online social networks (Acquisti & Gross, 

2006). 



12 
 

The bulk of current research seems to fall into three broad categories of study. 

Within the context of social network sites, researchers have been examining the 

information shared, the ways people use their online identities, and the relationships 

between users. Examination of these categories reveals both some limitations in existing 

research as well as areas for further research. 

Shared Information. The majority of research into shared information on social 

network sites has focused on the types and amount of personal information shared by site 

members and questions the potential impact on privacy and personal security. For 

example, much of this research area examines the potential for identity theft. Other work 

attempts to explain why users are willing to reveal such personal information on social 

network sites when they would normally seek to protect their privacy on the Internet 

(Acquisti & Gross, 2006; Dwyer, Hiltz & Passerini, 2007; Stutzman, 2006). 

Online privacy and personal security are significant concerns in an age where 

credit card and identity theft are legitimate threats. Many characteristics of SNSs make 

them gold mines of personal information. The information users share in updates, photos, 

and profiles has been seen as potentially harmful to users. For example, Foursquare.com 

is a location-based SNS that allows users to “check-in” and publicly share where they are 

located and save where they have been. In 2010, a number of hackers and media exposed 

the privacy concerns associated with posting one’s location at any given time (McCarthy, 

2010). This highlighted the fact that a Foursquare user’s movements could easily be 

tracked and monitored using the site, increasing the user’s risk of being victimized. 

Research has approached this type of study of shared information on SNSs in a number 

of different ways.  
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Initially, this line of research looked at whether the information revealed online 

posed a threat to privacy and safety (Gross & Acquisti, 2005; Lenhart & Madden, 2007; 

Stutzman, 2006). Other studies have examined the relationship between the information 

users share on SNSs and their reported views on privacy concerns (Acquisti & Gross, 

2006; Dwyer et al., 2007). Dwyer et al. (2007) found that Facebook members expressed 

significant trust in both Facebook and its members. Further, their conclusions suggest that 

members are more trusting online than they would be in new face-to-face relationships. 

Acquisti and Gross (2006), using a combination of data mining and survey research, 

found that SNS members who reported being concerned with privacy issues significantly 

misunderstood the actual size and composition of online communities and the visibility of 

the information in their own member profiles.  

Online Identity. The next concentrated area of research into social network sites 

sought to understand how people use and create their online identities. Research into 

online SNS identities examined the creation of online personas, how users manipulate 

their profiles, and how members use aspects of profiles to influence friendships and 

manage impressions (Boyd, 2008; Boyd & Heer, 2006; Tong, Van Der Heide, Langwell 

& Walther, 2008; Walther, Van Der Heide, Kim & Westerman, 2008). This research 

studied how individuals use SNS features and technology to build and maintain the image 

they wish to project online. 

Boyd (2008) examined why teenagers like social network sites and the role the 

sites play in modern social development. The study found that teens were using this 

venue to learn how to interact with people with whom they were less familiar and that 

SNS interactions were playing an important role in how teens developed their social 
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identities. Similar studies have examined how SNS members use and manipulate their 

online profiles to experiment with and build identities online, both real and fake (Boyd & 

Heer, 2006; DiMicco & Millen, 2007). In 2012, a widely reported hoax involving then 

Notre Dame linebacker Manti Te’o and a fictitious woman he dated on Facebook 

garnered international attention and displayed the issues, complexities, and unique nature 

surrounding online identities.  

Another aspect of online identities explored in SNS research looked at how 

members use profiles when making judgments about their impressions of the identities of 

others. Lampe et al. (2006) found that SNS members use online profiles to investigate 

people they met in person. The researchers described this behavior as social browsing. In 

another approach to this same type of investigation into social browsing, Tong et al. 

(2008) conducted an experiment to determine the extent that SNS features (i.e. number of 

friends, profile contents, etc.) are used by onlookers to judge popularity and social 

attractiveness. The attractiveness and behaviors of one’s friends is another aspect of 

SNSs used by onlookers to pass impression judgments on one another’s online identities 

(Walther et al., 2008). These aspects of impression management and the impact that an 

owner’s profile has on the identity they project leads users to manipulate and sculpt the 

online impression they wish to depict – even if it means an inaccurate or fictitious 

representation of the owner’s offline identity (Boyd & Ellison, 2008). 

Relationships. Research into the relationships between users on SNSs looked at 

the structure of the connection networks built by users (Hogan, 2008; Liben-Nowell, 

Novak, Kumar, Raghavan & Tomkins, 2005). An additional focus in this area explored 

the nature of the connections people made within SNSs. Many studies argued that sites 
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like Facebook are used to extend or maintain existing offline relationships (Choi, 2006; 

Ellison, Steinfield & Lampe, 2007; Lampe, Ellison, & Steinfield, 2006) instead of 

building new relationships as many had speculated in both the academic community and 

the popular press. 

The development of virtual communities within various modes of computer-

mediated communication has been a focus of the popular press and scholarship. Research 

into SNSs is no exception. However, studies have found that the majority of relationships 

in social network sites were initiated offline and in person (Ellison et al, 2007; Ellison, 

Steinfield & Lampe, 2009; Lampe et al., 2006; Subrahmanyam et al., 2008). Lampe et al. 

(2006) set out specifically to investigate this aspect of SNS online relationships. They 

found that people were “using Facebook as a surveillance tool for maintaining previous 

relationships, and as a ‘social search’ tool with which they investigate people they’ve met 

offline” (p. 170).  

Most other research regarding online connections within SNSs started with a 

different primary investigative focus, but the emerging results demonstrated that the 

majority of users were not seeking to meet new people on these sites. This research 

essentially showed that users are maintaining and building existing relationships with 

friends and family in this venue. Ellison et al., (2007) found that online interactions do 

not remove people from their offline networks, but are used to support relationships and 

keep people in contact. This finding further demonstrates that SNSs may play a role 

different from that described in early literature on virtual communities. 

A large trend in research on relationships in SNSs is the study of various aspects 

of social capital. Steinfield et al. (2012) defined social capital as “the accumulated 
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resources derived from the relationships among people within a specific social context or 

network” (p. 3). Researchers have explored how social capital is built, maintained, and 

manipulated on SNSs and its impact on users.  

Building on their earlier research on social capital, Ellison, Steinfield and Lampe 

(2011) explored how SNS users perceived differences between real and Facebook friends 

and how SNS members use online connections to manage social capital. The findings of 

this study suggest that SNSs play an important role in helping college students maintain 

social networks and develop the social capital that is embedded within them. The 

researchers felt that communication practices within an SNS impact social capital 

outcomes and underscore the importance of examining not just whether individuals use a 

particular site, but what they do with it (Ellison, et al., 2011). 

Additional examples of research on social capital in social network sites include 

how the SNS medium affects social capital processes (Ellison, Lampe, Steinfield & 

Vitak, (2010), how SNSs and social capital affect a professional organization (Steinfield, 

DiMicco, Ellison & Lampe, 2009), and how social capital in SNSs use can affect self-

esteem (Steinfield, Ellison, & Lampe, 2008). 

Additional SNS research. In addition to the research areas identified above, 

there is a growing body of research into other aspects of social network sites. This 

scholarship focuses on unique SNS population subgroups (Boyd & Ellison, 2008). 

Research on population subgroups has included examinations of SNS members based on 

religion, race, ethnicity, and sexuality.  

Uses and Gratifications of SNS  

Social network sites are relatively nascent forms of communication technology. 
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Research, while prolific, is still in its infancy when compared to other modes of 

computer-mediated communication. Because of this, it is not surprising that examinations 

of SNSs using uses and gratifications theory are limited. In social network site research, 

the “benchmark of base data” that Ruggiero (2000) suggested would come from applying 

the uses and gratification approach has yet to be seen (p. 12). Additionally, existing 

research focuses on the most popular SNSs because of their size and popularity. These 

studies largely look at how audiences are using Facebook. Facebook has been an obvious 

focus for much of the research examining SNS use (Steinfield, et al., 2012). 

Sheldon (2008) pointed out “[a]s college students spend more time online than 

each generation before, it is important to know the gratifications they seek and obtain 

from the new media” (p. 39). Though this is true, most studies of Facebook to date have 

collected data on college student uses for two reasons. First, the earliest Facebook 

research focused on college populations because the site was restricted to student 

audiences until late 2006. Second, research at academic institutions is often limited to 

convenience samples of the student population.  

Sheldon (2008) studied the uses and gratifications of Facebook by surveying 172 

college students. The objective of this research was to see what students’ motives were 

for using Facebook, how individual differences related to motives for Facebook use, and 

to what degree motives and individual characteristics can predict the attitude and 

behavior outcomes of Facebook use. This study used demographic information such as 

gender, age, and education level to predict Facebook use motives. In this U & G 

approach, the study found that people go to Facebook to meet needs that are traditionally 

met through other media; however, they seek to fulfill their interpersonal communication 
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needs first (relationship maintenance). Sheldon (2008) found, “most students go to 

Facebook to maintain relationships with people they know” (p. 40). 

In another early study of Facebook uses by college students, Joinson (2008) 

investigated the uses of the site and the gratifications derived from those uses. This 

research identified seven unique use motives: social connection, shared identities, 

content, social investigation, social network, surfing, and status updating. Again, 

demographic information was used to evaluate the predictability of Facebook use 

motives. Users derive a variety of gratifications from SNSs, including traditional content 

gratification as well as building social capital, communication, surveillance, and social 

network. One distinction in this study was the added measure of patterns of Facebook 

use. For example, increased frequency of use was positively correlated with seeking 

social connection gratifications. 

In a more recent approach to studying the uses and gratifications of Facebook, 

Papacharissi and Mendelson (2011) surveyed 344 college students to discern how they 

use this popular SNS. Prevalent motives that were uncovered included habitually passing 

the time and relaxing entertainment. Overall, this study found that motives for Facebook 

use furthered the notion that SNSs offer uses that converge from traditional and new 

media such as the escapism and companionship typically found in television use and the 

information seeking and career advancement seen in Internet use. 

Papacharissi and Mendelson (2011) added open-ended questions to their approach 

to ensure uses were not overlooked. Open-ended responses helped the researchers 

determine that users perceive Facebook as helping them to “relieve boredom or distract 

them from or relieve them of daily stresses” (p. 19). Additionally, responses to the open-
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ended questions supported the researchers’ interpretations of the quantitative data. The 

study indicated that participants “stressed” that they rely on Facebook for staying 

connected to those they already know. Participants valued Facebook for helping them 

keep up with people at a distance and keep others updated. 

As with much of the previously mentioned studies on SNSs, Papacharissi and 

Mendelson (2011) found that users are able to fulfill traditional mediated and 

interpersonal needs simultaneously, stating that Facebook’s “relaxing entertainment … 

provided a way in which Facebook became useful for the generation of bonding social 

capital, thus reaffirming users’ ties and connections to their close sphere of family and 

friends” (p. 21). 

Throughout the research on the uses of Facebook and popular SNSs, two themes 

seem apparent: first, people use Facebook to build and maintain relationships and 

connections with people they already know; second, motives for use are made up of a 

combination of uses seen in both traditional media (i.e. television, newspaper, radio, etc.) 

and new media (computers, the Internet, chat rooms, etc.) (Joinson, 2008; Papacharissi & 

Mendelson, 2011; Sheldon, 2008; Urista, Dong, & Day, 2009). It remains undetermined 

whether the motives for use of niche SNSs can be distinguished from the motives for 

using popular SNSs. 

Sites that the present study would define as niche social network sites are 

mentioned throughout the literature, but often only in passing to recognize that they exist. 

For example, Boyd and Ellison’s (2008) only mention of sites that cater to niche 

audiences is as follows: 

“While most SNSs focus on growing broadly and exponentially, others 
explicitly seek narrower audiences. Some, like aSmallWorld and 
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BeautifulPeople, intentionally restrict access to appear selective and elite. 
Others--activity-centered sites like Couchsurfing, identity-driven sites like 
BlackPlanet, and affiliation-focused sites like MyChurch--are limited by 
their target demographic and thus tend to be smaller” (p. 218).  
 

This characterization exemplifies a lack of attention paid to niche SNSs.  

The examination of existing literature here shows a Facebook-heavy approach to 

the study of social network sites. Because niche SNSs draw smaller and very specific 

audiences, researchers have passed them up in favor of popular SNSs that attract broad 

swaths of demographically-diverse users. This approach made sense as popular SNSs 

offered a richer research environment when SNS technology first gained popularity. 

However, this focus on popular sites has led to the creation of a body of knowledge 

dominated by studies of Facebook and Twitter. Further, typical studies focused largely on 

college student use of the sites. Currently, some niche sites are drawing a massive user 

base and the time is ripe for seeking deeper understanding of why people join niche 

SNSs. Understanding how audiences use niche social network sites can be used to 

uncover the potential significance that may go unseen in research focused solely on 

popular sites.  
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Methods 

The following section describes the research methods employed during this study. 

To reiterate, the purpose of this study is to determine how audiences use niche social 

network sites by answering the following questions: (RQ1) what are the motives for 

niche social network site use?; (RQ2) what are the motives for popular social network 

site use?; and, (RQ3) how do the motives for niche social network sites use compare with 

motives for using popular social network sites? 

To address the research questions, it was necessary to identify two social network 

sites in order to collect the material necessary for a comparison. As seen in the review of 

literature, studies have primarily investigated how audiences use Facebook as it is by far 

the largest SNS worldwide, having surpassed the once popular MySpace in 2008 

(Steinfield, et al., 2012). Under these circumstances, it makes sense to use Facebook as 

the choice popular SNS here.  

In order to support this study’s purpose, it was also necessary to call on a single 

niche social network site as the starting point for discovery. The website Ravelry.com 

offers features that make it useful as such a starting point. 

Ravelry offers a unique SNS environment that varies from that of popular social 

network sites. Ravelry describes itself as: 

[A] place for knitters, crocheters, designers, spinners, weavers and dyers to keep 
track of their yarn, tools, project and pattern information, and look to others for 
ideas and inspiration. The content here is all user-driven; we as a community 
make the site what it is. Ravelry is a great place for you to keep notes about your 
projects, see what other people are making, find the perfect pattern and connect 
with people who love to play with yarn from all over the world in our forums. 
(“Ravelry About Us,” n.d.). 
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Although Ravelry.com calls itself a community, it is clear from the description 

that it offers much more. The distinction from popular SNSs is notable. Humphrey 

(2009), in his research on economies within an online social network market, recognized 

that Ravelry not only meets Boyd and Ellison’s (2008) requisite standards for being a 

social network site but also adds the ability to track the connections between objects and 

people. By this standard, Ravelry is a database for tracking and sharing the many things 

associated with the fiber crafts such as projects, yarn, tools, and patterns all built into a 

social network site. 

The most well known popular social network sites, Facebook, Twitter, and 

LinkedIn, serve approximately 1 billion, 500 million, 200 million users respectively 

(“List of Social Networking Sites,” n.d.). These numbers are vastly different from the 

numbers of users found on the sites that serve niche markets. Ravelry is a niche social 

network site that caters to fiber crafters and has seen a dramatic increase in membership 

since its creation in 2007. The site’s membership continues to grow; it exceeded 3-

million members on March 8, 2013. Ravelry’s apparent success with a niche audience 

and the diverse features the site offers to members make it an optimal choice for 

discovering the prominent motives for using niche SNSs in comparison to the uses of 

popular sites.  

Sampling Method 

The ability to sample directly from the Ravelry population provides a unique 

situation. As seen in past studies, most studies of popular SNSs to date have collected 

data using “convenience” samples made up of available college students (Wimmer & 

Dominick, 2011, p. 92). The present study had the opportunity to draw a sample directly 
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from the niche SNS user population and use a sampling method that most closely 

resembles “snowball sampling” (Stacks, p. 204, 2011). Though both convenience and 

snowball produce non-probability samples, this variation in approach from previous 

research into SNSs provides a more adequate representation of the characteristics of the 

population in question than a convenience sample.  

Sampling Ravelry users directly had some limitations. Efforts to contact Ravelers 

and request their participation in this study had to be coordinated and approved through 

the site’s management. The obvious objective was to use a method that produced the least 

amount of sampling error. Drawing a simple random sample from the Ravelry population 

was not possible, as doing so would have violated the website’s policy on “spam” 

(“Ravelry Community Guidelines,” 2009). 

Following the published policies regarding spam set under the Ravelry 

community guidelines (2009), the researcher obtained permission from a group 

moderator (see Appendix A) and then posted an invitation to participate in the study to a 

Ravelry Main 6 board entitled Loose Ends (see Appendix B). The Main 6, as they are 

referred to on the site, are discussion boards located inside the SNS that are automatically 

made available to every Ravelry member upon joining the site. A link to the invitation 

was also shared by Ravelry users themselves in a variety of settings. To the best of my 

knowledge, a dyer shared the invitation on her personal Ravelry board, a yarn store 

proprietor shared the link through Facebook and the board moderator tweeted a link to 

the Ravelry invitation. The full extent to which the invitation was shared is not known.  

Researchers have had success garnering adequate sample sizes using snowball 

samples when studying other Internet-based communication. The approach used in the 



24 
 

present study is similar to what Kaye (2010) did when eliciting 1,989 responses by 

posting a survey link to several blogs asking for participation from readers.  

Instrument 

Social network sites can vary in the amount and type of content and unique tools 

they offer users (Boyd & Ellison, 2008). This, in part, may explain the motives so many 

fiber crafters (knitters, crocheters, designers, spinners, weavers, and dyers) have for using 

this specialized venue. The present study applied a uses and gratifications (U & G) 

framework to examine what sets Ravelry use motives apart from the motives for using 

Facebook through survey data collection. Since its introduction in the 1940s, U & G 

theory has been used repeatedly to understand what draws audience members to new 

media and content. Further, in the U & G effort to understand why people use media and 

what they use it for, the survey has been a key tool in finding answers (McQuail, 2000). 

Survey research has aided in understanding the U & G gained from a number of 

new media. In one example, Perse and Dunn (1998) used a random national telephone 

survey of 1,071 adults to understand how and why people use home computers. 

Papacharissi and Rubin (2000) surveyed 279 college students when they set out to predict 

Internet use. In 2010, this method of data collection proved valuable when Kaye (2010) 

surveyed an impressive 1,989 blog readers to understand their motivations. There are 

hundreds of modern examples of surveys employed in U & G research. Surveys have 

been used in researching new media uses in a variety of context: the World Wide Web 

(Kaye & Johnson, 2002), personal home pages (Papacharissi, 2002), and Facebook 

(Papacharissi & Mendelson, 2011; Park, et al., 2009; Sheldon, 2008) to name a few. 



25 
 

Additionally, the best way to learn how and why members use Ravelry is to go straight to 

the source. 

In reviewing the available uses and gratifications research conducted on popular 

SNSs, one study stood out for its efforts to create a typology of uses by combining 

interpersonal, media, new media and professional development motives and adapting 

measures used in past research on Facebook (Papacharissi & Mendelson, 2011). 

Papacharissi and Mendelson’s (2011) scale for measuring Facebook use motives was 

adapted for use in the current comparison between the popular SNS Facebook and the 

niche SNS Ravelry. Papacharissi and Mendelson (2011) set out to study how motives and 

social-psychological traits affect Facebook use, social network structure, and social 

capital. In doing so, they compiled and adapted statements from past research to construct 

a scale of 11 potential motives for use. Although their research took a deeper look into 

the sociability of Facebook, they collected data on SNS uses, patterns of use, and 

demographics that can be used here to address the present study’s purpose and research 

questions. 

Smock et al. (2011) used the scale developed by Papacharissi and Mendelson 

(2011) in their effort to explore motives for using specific features of Facebook. This 

study confirmed the findings from the original use of the scale and was able to bring 

more clarity to “who is using what tool to what end” (Smock et al., 2011, p. 2328). The 

researchers examined the use of selected Facebook features – including status updates, 

comments, wall posts, private messages, chat, and groups – and found a more detailed 

explanation of how motivations are related to use that was not seen in the previous 

employment of the scale in a study of general Facebook use. Smock et al. (2011) 
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identified the same motives for using Facebook as Papacharissi and Mendelson (2011)  

and pinpointed which features accounted for each of the use motives. This additional test 

of the scales’ usefulness and reliability added to the appeal of using it in the present 

study. 

This instrument developed by Papacharissi & Mendelson (2011) measured 11 

Facebook use motive categories: pass time, relaxation, entertainment, information 

sharing, professional advancement, companionship, social interaction, cool and new 

technology, self-expression, habit, and escape.  

The present study measured two main constructs: Facebook use motives and 

Niche SNS use motives. The single sample drawn from the Ravelry audience was 

presented with statements measuring Facebook use motives alongside Niche SNS use 

motives, providing the means for the present study to collect the data necessary for 

addressing each of the research questions. The survey instrument consisted of five 

portions. The first portion contained questions designed to measure individual Ravelry 

members’ motives for using the site. Using survey questions based on the 11 use motives 

found in Papacharissi and Mendelson (2011) and their subsequent recommendations, data 

was collected to answer RQ1 that was specifically intended at uncovering niche SNS use 

motives.  

Papacharissi and Mendelson’s scale provides a measure that has proven valid and 

reliable in past research (2011). However, as recommended by both Papacharissi and 

Mendelson (2011), and Smock et al. (2011), the present survey expanded two motives 

from the original scale. The motive of “social interaction” was split in the original study 

to represent two motives: “social interaction” and “meet new people.” These new motives 
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were measured on the original scale with a reduced number of items when compared to 

the remaining motives. The resulting motive of “meet new people” was considered a 

significant social motive for SNS use by researchers but did not meet the criteria for 

inclusion in statistical analysis in the past studies. 

The present study represented each of the now 12 potential use motives with three 

items on the survey. Using software functions available, the Ravelry use motive 

statements in this section of the instrument were presented to respondents in random 

order to reduce the possibility of “question contamination” and bias (Wimmer & 

Dominick, 2011, p.198). 

Next, section 2 of the instrument contained questions used to gather data about the 

respondents Ravelry use habits (i.e. log in frequency; communication activities; number 

of friends, etc.). 

Sections 3 and 4 of the survey instrument asked the respondents questions about 

their motives for using Facebook and Facebook use habits in the same manner in which 

they were questioned about their motives for using Ravelry and Ravelry use habits in the 

preceding two sections. 

As seen in the example set by Papacharissi and Mendelson (2011), the survey 

instrument added a total of six open-ended questions - three regarding Ravelry and three 

regarding Facebook - to ensure that any uses unique to the selected niche and popular 

SNS were not overlooked. As suggested by Song, Larose, Eastin, and Lin, (2004), “new” 

gratifications sought by Internet users illustrate shortcomings in existing U & G 

constructs that were developed in past investigations.  
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The last portion of the survey gathered demographic information by asking 

respondents to report such information as their age, gender, highest grade-level 

completed, and annual income. A copy of the survey instrument can be found in 

Appendix C. 

The survey instrument was administered using the online survey program 

Qualtrics that was available to the researcher through an existing license owned by 

University of Missouri, Columbia. Because Ravelry members were recruited directly 

through the site, it was efficient to make the survey available and easily accessible by 

simply clicking a link. The link to the survey was active and accepted responses between 

October 20 and November 19, 2013. 

Sample Description  

Population and sample size. The population for this study is the total number of 

registered Ravelry members. As of October 20, 2013, when the survey link was activated 

and made available, the population was made up of 3,491,705 knitters, crocheters, 

designers, spinners, weavers, and dyers (“Ravelry People Search,” n.d.). The only criteria 

for inclusion was that the respondent be a Ravelry member, a Facebook member and be 

over the age of 18 for reasons of consent. A copy of the study consent form is located at 

Appendix D. 

Six-hundred ninety-two people began the online survey. Of those 692, 111 

participants dropped out prior to completing the survey and an additional 27 cases were 

deleted listwise for missing data, leaving a total of 554 study participants and a 

completion rate of 80 percent.  
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The present study used criteria recommended by Wimmer and Dominick (2011) 

to determine whether the sample size was adequate. Because sampling error cannot be 

calculated for non-probability samples, the following guidelines recommended for 

multivariate studies were used: “50 = very poor; 100 = poor; 200 = fair; 300 = good; 500 

= very good; 1000 = excellent” (p. 103). According to these criteria, the sample size is 

considered “very good” (p. 103).  

Demographics. Of the 554 participants, 542 were female (97.8% of the total 

respondents), and 12 were male (2.2% of the total respondents). Survey respondents 

ranged in age from 18 to over 65 and included 28 respondents ages 18 to 24 (5.1%) and 

22 participants age 65 or older (4%). More than 75% of respondents reported their age as 

between 25 and 54 years old. The largest age group included 152 respondents age 35 to 

44 year olds (27.4%).  

As for respondents level of education, more than 80% of the respondents had 

completed at least a 2-year College Degree. This included 211 respondents with 4-year 

College Degrees, 140 (25.3%) respondents who reported “Master’s Degree”, 37 (6.7%) 

respondents with “Doctoral Degree”; and, 30 (5.4%) with “Professional Degree” such as 

a medical or law degree. 

Eighty-eight respondents (15.9% of total respondents) earn below $20,000 

annually; 44 (7.9%) earn $20,000 - $29,999; 43 (7.8%) earn $30,000 - $39,999; 60 

(10.8%) earn $40,000 - $49,999; 66 (11.9%) earn $50,000 - $59,999; 48 (8.7%) earn 

$60,000 - $69,999; 33 (6%) earn $70,000 - $79,999; 27 (4.9%) earn $80,000 - $89,999; 

99 (17.9%) earn $90,000 or more; and 46 (8.3%) indicated that they prefer not to provide 

information about their annual income. 
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Two-hundred fifty-four respondents (45.8% of total respondents) were employed 

full-time and 87 (15.7%) were employed part-time. Of the remaining 38.5% of 

respondents, 41 (7.4%) were students; 56 (10.1%) were retired; 23 (4.2%) were 

unemployed, but seeking employment; 48 (8.7%) reported being unemployed by choice; 

and, 45 (8.1%) reported their employment status as “other.” 

The complete demographics of this sample are available in Table 1.  

Table 1: Respondent Demographics   

N = 554 Frequency Percentage 

Age    

18 to 24 years 28 5.1 

25 to 34 years 132 23.8 

35 to 44 years 152 27.4 

45 to 54 years 132 23.8 

55 to 64 years 88 15.9 

65 years and over 22 4.0 

Gender   

Male 12 2.2 

Female 542 97.8 

Education Level   

Some High School 3 .5 

High School / GED 16 2.9 

Some College 76 13.7 

2-year College Degree 41 7.4 

4-year College Degree 211 38.1 

Master’s Degree 140 25.3 

Doctoral Degree 37 6.7 

Professional Degree (JD, MD) 30 5.4 

Annual Income   

Prefer not to answer 46 8.3 

Below $20,000 88 15.9 

$20,000 - $29,999 44 7.9 

$30,000 - $39,999 43 7.8 

$40,000 - $49,999 60 10.8 

$50,000 - $59,999 66 11.9 

$60,000 - $69,999 48 8.7 

$80,000 - $89,999 27 4.9 

$90,000 or more 99 17.9 
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$70,000 - $79,999 33 6.0 

Employment Status   

Employed Full-time 254 45.8 

Employed part-time 87 15.7 

Student 41 7.4 

Retired 56 10.1 

Unemployed, but seeking employment. 23 4.2 

Unemployed by choice 48 8.7 

Other 45 8.1 

Social network site use habits. There was an interest in learning about 

respondents’ use habits and how they may vary between the popular and niche social 

network sites. To that end, the instrument asked questions to gather data about both the 

respondents Ravelry and Facebook use habits (i.e. log in frequency; communication 

activities; number of friends, etc.).  

Patterns of Ravelry use. Participants were asked to report some general 

information about their Ravelry membership. Overall, the majority of respondents 

reported being Ravelry members for between 1 and 5 years. More specifically, 5.8% (n = 

32) of the respondents reported being members for less than 1 year; 56.5% (n = 313) 

reported 1 – 5 years; and, 37.7% (n = 209) said more than 5 years. Additionally, 

respondents reported on the number of friends they have on the site. More than 65% (n = 

363) of respondents reported having 50 or fewer friends in Ravelry with an additional 

9.4% (n = 52) reporting zero friends. Of the remaining respondents, 12.1% (n = 67) 

reported having between 51 and 100 friends; 8.5% (n = 47) reported having between 101 

and 200 friends; 3.1% (n = 17) reported having between 201 and 500; and, 1.4% (n = 8) 

reported having more than 500 Ravelry friends. 

Respondents were also asked about some specific activities they may have 

participated in on Ravelry during the 60 days prior to taking the survey (1 - never, 2 - 
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Less than once a month, 3 - once a month, 4 - two to three times per month, 5 - once a 

week, 6 - two to three times per week, 7 - daily; 8 - more than once a day). Respondents 

were asked how often they logged in to Ravelry (M = 7.14, SD = 1.04). More than 77% 

of respondents reported logging in to the site at least once a day, including 252 of total 

respondents indicating that they log in more than once a day. Additionally, respondents 

reported that during the 60-day period in question they infrequently (M = 3.23, SD = 

1.82) updated their Ravelry profiles including taking actions such as changing the 

information in their personal about me and notebooks. For example, 44.9% (n = 249) 

indicated they made changes less often than once a month, where 2.9% (n = 16) reported 

making these changes every day. Further, when asked how often they communicated with 

others on Ravelry (M = 4.89, SD = 2.01), 38.8% (n = 175) reported they had 

communicated with others on the site between once and three times per week. These 

activities included sending private messages, responding to forum posts, and commenting 

on posted projects and photos.  

Patterns of Facebook use. Participants were also asked to report some general 

information about their Facebook membership in the same manner as they were regarding 

Ravelry. Overall, 49.5% of respondents (n = 274) reported being Facebook members for 

more than 5 years. Additionally, 19 respondents (3.4%) reported being members for less 

than 1 year; 261 respondents (47.1%) reported being members between 1 and 5 years. 

When asked to report the number of Facebook friends they had, 7.7% (n = 43) of 

respondents indicated having 10 or fewer friends and 4.5% (n = 25) reported having more 

than 500 friends. Of the remaining respondents, 19.7% (n =109) reported having between 

11 and 50 friends; 21.7% (n = 120) reported having between 51 and 100 friends; 26.7% 
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(n = 148) reported having between 101 and 200; and, 19.7% (n = 109) reported having 

201 to 500 Facebook friends. 

Respondents were also asked to report some specific Facebook activities they 

may have participated in during the 60 days prior to taking the survey using the same 

measures for Ravelry activities (on a 1 to 8 scale; 1 = never, 8 = more than once a day). 

Respondents were asked how often they logged in to Facebook (M = 6.32, SD = 1.85). 

More than 69% of respondents (n = 365) reported logging in to the site at least once a 

day, including 141 of total respondents indicating that they log in more than once a day. 

Additionally, the majority of respondents (n = 375, 67.7%) reported that during the 60-

day period in question they updated their Facebook profiles less than once a month. A 

total of 59 respondents (10.7%) indicated that they updated their profiles once a week or 

more.  

When asked how often they communicated with others on Facebook (M = 5.16, 

SD = 2.08), 304 (54.9%) respondents reported communicating with others on Facebook 

at least 2 to 3 times per week. Of that group, 68 respondents indicated that they 

communicated with others on Facebook more than once each day. These activities 

included sending private messages, commenting on and liking their friends’ posts. Table 

2 offers a complete listing of all use pattern data for both Ravelry and Facebook collected 

from respondents.  

Table 2: Combined Patterns of Use (N = 554) 

 SNS = Ravelry SNS = Facebook 

 Frequency Percentage Frequency Percentage 

How long have you been a [SNS] member?  (M = 2.32, SD = .58) (M = 2.46, SD = .56) 
Less than 1 year 32 5.8 19 3.4 
1 – 5 Years 313 56.5 261 47.1 
More than 5 years 209 37.7 274 49.5 

In the last 60 days, how often have you logged into (M = 7.14, SD = 1.04) (M = 6.32, SD = 1.85) 
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[SNS]? 
Never 4 0.7 22 4.0 
Less than one a month 0 0.0 21 3.8 
Once a Month 1 0.2 16 2.6 
2-3 Times a Month 5 0.9 27 4.9 
Once a Week 14 2.5 31 5.6 
2-3 Times a Week 101 18.2 72 13.0 
Daily 177 31.9 224 25.5 
More than Once a Day 252 45.5 141 25.5 

In the last 60 days, how often have you updated your 
[SNS] profile?  

(M = 3.23, SD = 1.82) (M = 2.33, SD = 1.49) 

Never 118 21.3 201 36.3 
Less than Once a Month 131 23.6 174 31.4 
Once a Month 62 11.2 72 13.0 
2-3 Times a Month 99 17.9 48 8.7 
Once a Week 60 10.8 27 4.9 
2-3 Times a Week 68 12.3 26 4.7 
Daily 11 2.0 5 0.9 
More than Once a Day 5 0.9 1 0.2 

In the last 60 days, how many times have you 
communicated with others on [SNS]?  

(M = 4.89, SD = 2.01) (M = 5.16, SD = 2.08) 

Never 38 6.9 47 8.5 
Less than Once a Month 53 9.6 36 6.5 
Once a Month 39 7 38 6.9 
2-3 Times a Month 96 17.3 65 11.7 
Once a Week 79 14.3 64 11.6 
2-3 Times a Week 136 24.5 148 26.7 
Daily 52 9.4 88 15.9 
More than Once a Day 61 11 68 12.3 

How Many friends do you have in [SNS]?  (M = 2.94, SD = 1.29) (M = 4.41, SD = 1.41) 
0 52 9.4 19 3.4 
1 - 10 174 31.4 24 4.3 
11 - 50 189 34.1 109 19.7 
51 – 100 67 12.1 120 21.7 
101 – 200 47 8.5 148 26.7 
201 – 500 17 3.1 109 19.7 
More than 500 8 1.4 25 4.5 

 

Use frequency. Additionally, based on the nature of the particular niche that 

Ravelry caters to, this study was interested in seeing how users would characterize the 

frequency of their own use and in getting a sense of the degree to which use of the site 

and use of Facebook might be influenced by the time of the year.  
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Ravelry use frequency. When asked to characterize the frequency of their Ravelry 

use (M = 1.26, SD = .52), the majority (n = 428, 77.3%) indicated that they were daily 

users of the site. One-hundred ten (19.9%) respondents characterized their use as weekly; 

13 (2.3%) respondents characterized their use as monthly; and 3 (0.5%) indicated they 

were only occasional users. When asked if there were times of the year when they are 

more likely to use Ravelry, 435 respondents indicated that their use is likely to be the 

same all the time. Seventy-seven respondents indicated that they were more likely to use 

Ravelry when preparing for special occasions or during the holidays. The remaining 42 

respondents indicated that there are likely to use the site sporadically. 

When asked whether time of the year influenced the frequency of their Ravelry 

use, 442 respondents indicated that they are likely to use Ravelry with the same 

frequency year-round. One-hundred twelve respondents, however, reported that they 

experience seasonal change in their use of the site: 62 respondents were more likely to 

use the site in the winter; 8 were more likely to use the site in the spring; 7 were more 

likely to use the site during the summer; and, 35 were more likely to use the site in the 

fall. 

Facebook use frequency. When asked about the frequency of their Facebook use 

(M = 1.61, SD = .99), the majority (n = 362, 65.3%) characterized their use of the site as 

daily. One-hundred seven (19.3%) respondents characterized their use as weekly; 26 

(4.7%) respondents characterized their use as monthly; and 59 (10.6%) indicated they 

were only occasional users. Three-hundred thirty-four respondents indicated that they 

were likely to use Facebook the same all the time. When asked if there were times of the 

year when they are more likely to use Facebook, 42 respondents indicated that they were 
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more likely to use the site when preparing for special occasions or during the holidays 

and 178 respondents indicated that they are likely to use Facebook sporadically. 

When asked whether time of the year influenced the frequency of their Facebook 

use, 535 respondents indicated that the seasons have no influence and they are likely to 

use Facebook with the same frequency year-round. Only 19 respondents reported that 

they experience seasonal changes in their use of Facebook: 11 respondents were more 

likely to use the site in the winter; 1 was more likely to use the site in the spring; 4 were 

more likely to use the site during the summer; and, 3 were more likely to use the site in 

the fall. 

Table 3 displays a side-by-side comparison of the data collected from respondents 

on how they would characterize the frequency of their Ravelry and Facebook use. 

Table 3: Combined SNS Use Characterization (N = 554) 

 SNS = Ravelry SNS = Facebook 

 Frequency Percentage Frequency Percentag
e 

How would you Characterize how frequently you use 
(SNS) throughout the year?  

(M = 1.26, SD = .523) (M = 1.61, SD = .987) 

Daily 428 77.3 362 65.3 

Weekly 110 19.9 107 19.3 

Monthly 13 2.3 26 4.7 

Occasionally (less than monthly) 3 0.5 59 10.6 

I am likely to use (SNS) …     

The same all the time. 435 78.5 334 60.3 

More around the holidays. 34 6.1 9 1.6 

More when planning for special occasions. 43 7.8 33 6.0 

Sporadically. 42 7.6 178 32.1 

I use (SNS)…     

The same year-round. 442 79.8 535 96.6 

More in the winter 62 11.2 11 2.0 

More in the spring 8 1.4 1 <1 

More in the summer 7 1.3 4 <1 

More in the fall. 35 6.3 3 <1 
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Results 

Social Network Site Use Motives 

Ravelry Use Motives. Research question one (RQ1) asked, “What are the 

motives for niche social network site use?” In addressing this question, respondents were 

asked to indicate how much they agree with a series of items about why they use the 

niche SNS Ravelry. Respondent answers were measured on a 5-point Likert scale (1 = 

strongly disagree, 5 = strongly agree). Principal components analysis with Varimax 

rotation was used to extract and interpret possible Ravelry use motive factors from these 

items adapted based on Papacharissi and Mendelson’s (2011) scale for measuring 

motives for Facebook use (see Appendix C). A total of eight factors with eigenvalues 

greater than +/- 1.0 emerged.  

In determining whether to retain these factors, the 60/40 criteria outlined by Stack 

(2011) were used. Stacks explains that, “‘good’ factors are produced by (1) at least two 

items that ‘load’ at +/- .60 and (2) do not ‘load’ on other factors greater than +/- .40, thus 

producing a clean dimension” (p. 59). From the Ravelry use motives scale, 1 factor and 

11 total items did not adhere to Stacks’ (2011) criteria and were dropped from further 

analysis.  

Finally, Field (2013) recommended that if several factors exist, reliability of the 

items making up each factor should be measured separately as a subscale. The reliability 

of items contributing to each retained factor was measured using coefficient alpha. 

Acceptable reliability coefficients are those .70 or higher, with coefficients of .90 or 
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higher considered “excellent” (Stacks, p. 51, 2011). The seven remaining factors all had 

acceptable reliability coefficients and were retained for further analysis. 

 Table 4 summarizes the seven retained Ravelry uses motive factors and individual 

item loadings. 

Table 4: Summary of Ravelry Use Motive Factors and Items 

Factors and Items Loadings α Variance Explained 

Factor 1: Relaxing entertainment   .828 26.76% 

Because it relaxes me. .736   

Because it allows me to unwind. .724   

Because it is fun. .710   

To entertain myself. .687   

Because it is enjoyable entertainment. .675   

Factor 2: Habitual pass time   .821 11.41% 

Because it passes the time away. .767   

To give me something to do to occupy my time. .735   

Out of habit. .724   

To help pass the time when I am bored. .722   

Factor 3: Social interaction   .878 6.99% 

To keep in touch with friends or family. .822   

To communicate with distant friends. .819   

For chatting with people I otherwise would lose contact with. .804   

Factor 4: Expressive information sharing   .792 4.46% 

To share my knowledge and expertise. .752   

To share my views. .749   

To share information that may be of interested or useful to others. .724   

To tell others about my opinions. .689   

Factor 5: New friendships  .719 3.49% 

To communicate with like-minded people. .686   

Find groups of people who share my interests. .680   

To feel like I am a part of a group. .607   

Factor 6: Professional advancement   .808 3.18% 

Because it is helpful for my career. .833   

To sell my patterns or products. .793   

To help me network with professional contacts. .767   

 Factor 7: Cool new technology   .711 2.82% 

Because it’s the thing to do. .800   
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Because everyone else is doing it. .696   

Because it is cool. .613   

Note. All items included the opening “I use Ravelry…”    

 
The factor analysis of Ravelry use motive statements yielded seven interpretable 

factors, or motives for using Ravelry, that accounted for 59.12% of the variance: relaxing 

entertainment (M = 4.04, SD = 0.64), habitual pass time (M = 3.14, SD = 0.94), social 

interaction (M = 2.50, SD = 1.12), expressive information sharing (M = 3.25, SD = 0.79), 

new friendships (M = 3.88, SD = 0.79) professional advancement (M = 1.91, SD = 0.89), 

and cool new technology ( M = 2.37, SD = 0.84). 

Responses to all the retained items were summed and averaged to form the 

subscales representing each factor. These scores formed new variables that were used for 

the additional analysis. 

Facebook Use Motives. Research question two (RQ2) asked, “What are the 

motives for popular social network site use?” In addressing this question, responses 

within the data collected from respondents on their motives for using Facebook were 

analyzed. The same set of criteria were used to extract and interpret possible Facebook 

use motive factors as those criteria used in extracting the Ravelry use motive factors. A 

total of eight factors with eigenvalues greater than +/- 1.0 emerged through the principal 

components analysis with Varimax rotation.  

Factors with at least two items loading at +/- .60 or greater that did not load on 

other factors at greater than +/- .40 were retained for future evaluation (Stacks, 2011). 

Two factors and 15 items from the Facebook use motives scale were dropped from 

further analysis by applying these criteria. The remaining six Facebook use motive 



40 
 

factors were subjected to reliability analysis and were retained after demonstrating a 

coefficient alpha greater than .70. 

Table 5 summarizes the six retained Facebook Uses Motive factors and individual 

item loadings. 

Table 5: Summary of Facebook Use Motive Factors and Items  
Factors and Items Loadings α Variance Explained 

Factor 1: Habitual pass time  .926 42.35% 

To give me something to do to occupy my time. .802   

To help pass the time when I am bored. .796   

Because it passes the time away. .776   

Out of habit. .744   

Because it is just something I do. .711   

So I can get away from what I am doing. .616   

Factor 2: Relaxing entertainment  .903 7.97% 

Because it relaxes me. .718 
 

 

Because it is fun. .700 
 

 

Because it helps me relax after school or work. .681 
 

 

Because it is enjoyable entertainment. .659 
 

 

Factor 3: Expressive information sharing  .847 6.03% 

To share my views. .813  
 

To tell others about my opinions. .775  
 

To share information that may be of interested or useful to 
others. .677  

 
Factor 4: Professional advancement  .831 3.63% 

Because it is helpful for my career. .877   

To help me network with professional contacts. .821   

To post my resume and/or other work online. .769   

Factor 5: Social interaction  .862 3.08% 

To communicate with distant friends. .854   

For chatting with people I otherwise would lose contact with. .813   

To keep in touch with friends or family. .807   

Factor 6: 2 Cool new technology  .774 2.50% 

Because everyone else is doing it. .789   

Because it’s the thing to do. .754   

Note. All items included the opening “I use Facebook…”    

 
Factor analysis produced six interpretable Facebook use motive factors 

accounting for 65.57% of the variance: habitual pass time (M = 2.81, SD = 1.04), 
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relaxing entertainment (M = 2.75, SD = 1.01), expressive information sharing (M = 2.69, 

SD = 1.04), professional advancement (M = 1.87, SD = 0.87), social interaction (M = 

4.09, SD = 0.93), and cool new technology (M = 2.46, SD = 1.04). 

Responses to all of the retained items from the Facebook use motive factors were 

summed and averaged to form the subscales representing each factor.  

A complete list of all deleted items from both the Ravelry use motive scale and 

Facebook use motive scale is located at Appendix E. 

Social Network Site Motives Compared 

Research question three (RQ3) asked: “How do motives for using niche social 

network sites compare with motives for using a popular social network site?” In 

addressing this question, it was necessary to consider the use motives that emerged 

during the factor analysis for each SNS; the items that loaded to each factor that emerged; 

and, the importance given to each use motive by the respondents.  

Both the Ravelry use motive scale (a = .959) and Facebook use motive scales (a = 

.916) contained items adapted from Papacharissi and Mendelson (2011) and were 

intended to measure 12 use motive categories: pass time, relaxation, entertainment, 

information sharing, professional advancement, companionship, social interaction, cool 

and new technology, self-expression, habit, escape, and new friendships. 

There was a considerable amount of overlap between the factors that emerged 

from the Ravelry use motive scale and those that emerged from the Facebook use motive 

scale. Two factors emerged from the factor analysis of both scales that represent the a 

priori categories as they were originally conceptualized. Professional advancement 

emerged as a motive for use of both Ravelry (α = .808, variance explained = 3.18%) and 
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Facebook (α = .831, variance explained = 3.63%) and contained only the three respective 

items representing the category as it was conceptualized by Papacharissi and Mendelson 

(2011). Additionally, social interaction also emerged as a use motive for both Ravelry (α 

= .878, variance explained = 6.99%) and Facebook (α = .862, variance explained = 

3.08%) and was also a clean representation of the way the a priori category was 

conceptualized. 

In addition to the two factors that emerged as clean concepts, overlap also existed 

in other factors that varied slightly in the way the items loaded from one SNS to the 

other. The factor cool new technology emerged from both scales however, the item 

“because it is cool” only loaded on the Ravelry factor (α = .711, variance explained = 

2.82%). The fact that the items, “because everyone else is doing it” and “because it is the 

thing to do” still loaded on Facebook factor (α = .744, variance explained = 2.50%) 

indicates that there is a social expectation to be on Facebook even if the coolness or 

newness does not influence users’ motives as it appears to with Ravelry use.  

The factor of relaxing entertainment also emerged as a motive for using both 

social network sites with the item loadings varying between the sites. The Ravelry factor 

(α = .828, variance explained = 26.76%) combined the two items from the a priori 

category relax and three from entertainment. The Facebook factor (α = .903, variance 

explained = 7.97%), on the other hand, combined two items from the a priori category 

relax and two from entertainment. Both combinations indicate that use is motivated by a 

passive approach to seeking entertainment through the SNSs.  

Habitual pass time also emerged as a factor for both SNSs with varied item 

loadings. The three items from the a priori category pass time loaded to both factors. As a 



43 
 

motive for using Ravelry (α = .821, variance explained = 11.41%), the factor also 

included one item from the habit category. As a motive for using Facebook (α = .926, 

variance explained = 42.35%), the factor included two items from the category habit and 

a single item from the category escape. The addition of the element of escape in the 

Facebook factor implies that this motive for using Facebook has an element of 

procrastination to the habitual use of the SNS to pass time.  

The motive of expressive information sharing emerged as both a Ravelry factor (α 

= .792, variance explained = 4.46%) and a Facebook factor (α = .847, variance explained 

= 6.03%). As a Ravelry use motive, the factor combined two items from the category 

self-expression and two from the category information sharing. As a motive for using 

Facebook, the factor had only three items load, two from self-expression and one from 

information sharing. Both sets of loadings indicate that SNS use is motivated by a need to 

share both general and personal information. However, the specific items that loaded to 

both the Ravelry and Facebook factors indicate that this motive weighs slightly more 

toward the need to share personal information. 

The most significant difference between the factors that emerged from the two use 

motive scales was a single factor that emerged only from the factor analysis of one scale. 

The factor of new friendships (α = .719, variance explained = 3.49%) emerged only from 

the Ravelry use motive scale. One item from the category companionship and two 

original items added by the present study to the a priori category of new friendships 

loaded to this motive. The factor was comprised of the items, “To communicate with 

like-minded people”; “Find groups of people who share my interests”, and “To feel like I 

am a part of a group.” Based on these loadings, this factor indicates that Ravelry use is 



44 
 

motivated by a need to join groups and find new connections that is not seen in Facebook 

use. 

Items from the a priori category escape did not load to any emerging Ravelry 

factor. Items from the a priori categories of new friendships and companionship did not 

load to any of the Facebook factors that emerged. 

This comparison of the results of the factor analyses and the motives that emerged 

from both the Ravelry use motive and Facebook use motive scales suggests that 

underlying similarities do exists between the motives for using niche SNSs and the 

motives for using popular SNSs. However, the emergence of the new friendships motive 

for using Ravelry is most significant. 

A complete summary of Ravelry use motives is located in Table 4 and the 

summary of Facebook use motives is located in Table 5.  

In examining the results, a focus on the relevance of the mean scores for each use 

motive subscale demonstrated in a little more detail some differences that exist between 

Ravelry use motives when compared to Facebook use motives.  

Ravelry relaxing entertainment (M = 4.04, SD = 0.64) and Ravelry new 

friendships (M = 3.88, SD = 0.79) had the highest mean scores of the Ravelry use 

motives, indicating that these motives were more likely to be salient to most of the 

respondents. In contrast, Facebook social interaction (M = 4.09, SD = 0.93) had the 

highest mean score, rendering it the most salient Facebook use motive to the study’s 

sample. This indicates that most respondents seek to use Ravelry for its role in relaxation 

and to foster new friendships and are most likely to use Facebook to maintain existing 

relationships with friends and family. The motives of professional advancement and cool 



45 
 

new technology were the least salient on both the Ravelry use motive and Facebook use 

motive scales. The mean scores for Ravelry cool new technology (M = 2.37, SD = 0.84), 

Ravelry professional advancement (M =1.91, SD = 0.89), Facebook cool new technology 

(M = 2.46, SD = 1.04), and Facebook professional advancement (M =1.87, SD = 0.87) 

indicate that these were more likely to be significant for a very specific and smaller part 

of the study population. 

From the Ravelry use motives, expressive information sharing (M = 3.25, SD = 

0.79) and habitual pass time (M = 3.14, SD = 0.94) were also fairly important factors. To 

a lesser extent, Ravelry social interaction (M = 2.50, SD = 1.12), Facebook habitual pass 

time (M = 2.81, SD = 1.04), Facebook relaxing entertainment (M = 2.75, SD = .1.00), and 

Facebook expressive information sharing (M = 2.69, SD = 1.04) were likely salient to a 

smaller portion of the sample. 

Table 6 summarizes the subscale means and standard deviations. 

Table 6: Summary of Subscale Means & Standard deviations 

Ravelry Factor M SD 

Relaxing Entertainment 4.04 0.64 

New Friendships 3.88 0.79 

expressive information sharing 3.25 0.79 

Habitual Pass Time 3.14 0.94 

Social Interaction 2.50 1.12 

Cool New Technology 2.37 0.84 

Professional Advancement 1.91 0.89 

Facebook Factor   

Social Interaction 4.09 0.93 

Habitual Pass Time 2.81 1.04 

Relaxing Entertainment 2.75 1.00 

expressive information sharing 2.69 1.04 

Cool New Technology 2.46 1.04 

Professional Advancement 1.87 0.87 

Note. Factors arranged in descending order by mean. 
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Open-ended Reponses 

As part of gathering the data needed to gauge motives for using SNSs, the survey 

instrument included six open-ended questions in order to inform the results of the study 

and ensure that any motives unique to the selected niche and popular SNS were not 

overlooked. 

Facebook. In the case of the Facebook use motives, the responses received 

through the open-ended questions supported the findings. Through the factor analysis, 

Facebook use motives emerged as social interaction, habitual pass time, relaxing 

entertainment, expressive information sharing, cool new technology, and professional 

advancement. Social interaction was by far the most salient motive to the most 

respondents with a M of 4.09 and SD of .93. Social interaction was followed by the 

Facebook use motive habitual pass time proving less salient to a smaller portion of the 

sample with its M of 2.81 and SD of 1.04. In reviewing the responses to open-ended 

questions on Facebook use, the strong salience of social interaction was also clearly 

reflected. In response to the question, “why did you join Facebook?,” 49% of respondents 

indicated that they sought memberships to stay in touch with friends or family. For 

example, one respondent said, “To find people I'd lost touch with [and] post family 

pictures for distant family members.” 

An additional 15% indicated that they were asked or felt pressured to join by 

friends or family that wished to stay in touch. One respondent said, “My family made me 

do it,” and another added, “because family members stopped updating anywhere else.” 
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An unexpected subcategory of the social interaction motive that emerged from the 

open-ended responses is that 5% of respondents stated that they had joined Facebook to 

supervise their family member use of the site:  

“To keep track of my teenage children.” 
 
“To supervise my children's activities.” 

“My mother joined it when I was 17. I didn't have a Facebook, and I had to have a 
method of damage control as to what she put up about me--so I joined.” 

The next largest motive indicated by respondents for joining Facebook was that it 

was a cool new technology with 23% stating things like, they joined, “to see what all the 

fuss was about,” or “I had read about it somewhere and wanted to see what it was all 

about.” The remaining motives for joining Facebook represented in the open-ended 

responses included joining for entertainment, general interest, information sharing and 

professional advancement but made up only 8% of responses when combined. 

Respondents were also asked to describe in their own words why they use 

Facebook. These responses also supported the findings of the factor analysis with 83% of 

respondents indicating that their primary motive for using the site is social interaction 

with existing friends and family members. Additional uses previously identified through 

the factor analysis included relaxing entertainment, habitual pass time, expressive 

information sharing, and professional advancement and, when combined, accounted for 

16% of responses. 

Two motives for using Facebook not seen in through the factor analysis emerged 

from these responses. Meeting new people and shopping were listed as primary motives 

for using Facebook however, are considered insignificant as they accounted for 1% of 

responses. 
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Though the structure of the question did not lend itself strictly to revealing 

motives for using the site, respondents were also asked, “why do you find Facebook 

appealing?” More than 33% of respondents indicated that the site is appealing because it 

allows them to facilitate social interactions with existing friends and family members. 

This further supports the findings of the factor analysis. Respondents also indicated that 

the site is appealing because it is easy of use, entertaining, a source of news and 

information, helps pass time, facilitates professional advancement, and because of its 

popularity and large population. 

The question of why respondents find Facebook appealing made the false 

assumption that all of the site’s users find it appealing. Unexpectedly, 35% of 

respondents indicated that they do not. Disagreement with the site’s appeal varied 

between respondents. Many simply stated that, “I don’t.” Others expressed varying 

degrees of dislike for Facebook from, “I don’t. It’s a necessary evil” to “I think Facebook 

is the devil” and “I find it utterly appalling.” 

Ravelry. The data from the factor analysis of the Ravelry use motive scale 

revealed that relaxing entertainment, new friendships, expressive information sharing, 

habitual pass time, social interaction, cool new technology, and professional 

advancement were all motives for use of the site Ravelry. In part, the responses provided 

by respondents in the open-ended questions supported the findings of the factor analysis. 

One of the most salient motives emerging from the Ravelry use motive scale was new 

friendships with a M of 3.88 and SD of .79. When asked to describe in their own words 

why they use Ravelry, 25% of the responses indicated that their primary motive for use 

included some aspect of the new friendships motive. For example, one respondent said, “I 
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did not realize that it would open up a whole new world to me, introducing me to people 

who enjoyed knitting as much as I do.” 

Additionally, when asked, “Why did you join Ravelry?,” 11% of the responses 

indicated that new friendships (i.e. connecting with strangers, meeting new people, etc.) 

was a primary motive in the decision to seek site membership. An example respondent 

said, “[I] didn't have any knitting groups in my area and wanted to read about knitting, 

spinning, weaving and talk with people who share my interest.” 

As added support, the new friendships motive was the most often cited with 26% 

of responses indicating it was Ravelry’s primary appeal.  

In addition to confirming new friendships as a salient motive for using Ravelry, 

some of the open-ended responses identified other existing motives that emerged through 

the factor analysis of the Ravelry use motive scale. When asked why they joined Ravelry, 

one other of the previously identified motives was supported by the open-ended 

responses. Twelve percent of respondents reported that cool new technology was their 

primary motive for joining the site. 

When asked to describe in their own words why they use Ravelry, less than 6% of 

the remaining responses showed previously identified motives as their primary motive for 

use of Ravelry: habitual pass time, relaxing entertainment, professional advancement and 

expressive information sharing.  

Finally, Relaxing entertainment and expressive information sharing were also 

identified by less than 1% of open-ended responses to the question of Ravelry’s appeal. 

On the other hand, many of the responses to the open-ended questions indicate 

that the a priori categories that were measured by the instrument did not fully capture the 
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motives for joining or continuing to use Ravelry. For example, 58% of the responses to 

the open-ended question of why they joined indicated that the primary motives were 

resources available within the site ranging from tools (i.e. databases, search functions, 

organization capabilities) and information to education. Additionally, 20% indicated they 

joined based solely on recommendations from others and 9% said they joined because of 

general interest in the site. Of those respondents that indicated that their motive for 

joining the site was tools and resources, 195 respondents specifically cited the availability 

of knitting patterns. One respondent said, “originally for the patterns,” and another, 

“initially for the patterns and yarn ideas,” and another, “patterns, patterns, patterns.”  

Motives also emerged that were not seen in the Ravelry use motive scale when 

respondents were asked to describe in their own words why they use the site. The most 

significant motives that emerged out of this question were tools and access to 

information. Thirty-eight percent of respondents indicated that using tools within the site 

was their primary use motive:  

“Because of the awesome pattern and yarn databases.” 
 
“To keep track of projects I am working on, have worked on, and want to work 
on.” 
 
“Being able to view peoples finished projects and read any notes they may have 
made, so useful prior to buying wool and starting a project.” 
 
Again, 92 respondents specifically called out the access to patterns as a primary 

motive for continuing to use Ravelry.  

Access to information was the second most significant motive identified by 

respondents when asked to describe why they use Ravelry. Nineteen percent of responses 

indicated that information was their primary motive for use. Exemplary responses 
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included: “I like having access to all the craft-related information”; “It's the best 

comprehensive source for knitting information”; and, “valuable wealth of information in 

one spot.” 

Though less significant, other motives that emerged from respondents 

descriptions of their reasons for using Ravelry that were not previously identify through 

the factor analysis included: education (9%); access to expert advice (.5%); source of 

inspiration (2%); and, shopping (.5%). 

When respondents were asked why they find Ravelry appealing, only three 

additional appeals emerged that had not been previously identified through the factor 

analysis or through the other open-ended questions. Four respondents indicated that they 

find Ravelry appealing because it is affordable (i.e. membership is free); 25 indicated the 

appeal of the exclusive, focused content; and, 53 indicated that Ravelry is appealing 

because it is easy to use. 

No respondents indicated that they did not find Ravelry appealing as seen in their 

responses to Facebook. 
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Discussion 

Limitations 

As seen in the results, the motive scale selected for measure was a valuable tool in 

identifying the features, functions, and content available within a social network site as a 

product of identifying the motives for use. The motive scale selected to collect data in the 

present study produced valuable information but presented a limitation. Future research 

that attempts to understand the motivations of the niche SNS audience should consider 

creating a new scale or adapting a more comprehensive existing scale to measure motives 

for use of these sites. While the instrument developed by Papacharissi & Mendelson 

(2011) measured 11 use motive categories representing a combination of interpersonal, 

media, newer media, and professional advancement motives, it was unable to detect use 

motives unique to the niche SNS. An overarching scale intended to test for motives of 

Internet use as a whole, for example, would be more apt to draw out uses specific to a 

distinct classification of SNS. In addition, a more comprehensive scale would allow 

future research to compare other popular SNSs, such as Twitter or Pinterest, with niche 

SNSs or compare multiple niche SNSs. 

Future research on any SNS, popular or otherwise, should also consider scale 

items that draw a distinction between relationships with friends and relationships with 

family. The heavy focus of past research on the use of Facebook has led to a blending of 

these groups based on the nature of one particular SNS. 

The non-probability sampling method used was another limitation of the present 

study. Although the sample size was acceptable, there was no way to ensure it was 
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representative of the Ravelry population. This was one of the elements that may have 

prevented the study from drawing a demographically-diverse sample. The niche SNS 

selected for this exploratory research also hindered the sample. The study was 

disproportionately female, likely as a result of the particular niche catered to on Ravelry. 

The resulting sample was only 2.2% males. The inverse may have been true had the site 

selected catered to a predominately-male niche pastime.  

Distributing the survey and recruiting participants through the niche social 

network site added a limitation to the study that should be acknowledged. This strategy 

likely contributed to some of the negativity toward Facebook reflected in the open-ended 

responses. However, this approach was deemed unavoidable in order to gain an adequate 

sample size consisting of respondents who were both Ravelry and Facebook members. 

When the survey launched, the Ravelry and Facebook populations were roughly 3.4 

million and 1.2 billion respectively. The probability of recruiting a Ravelry member who 

was also a member of Facebook was far greater than that of recruiting a Facebook 

member who was also a Ravelry member. The likelihood of not reaching an adequate 

sample size would have increased exponentially had this study attempted to recruit 

participants from the Facebook population. 

As with any method of data collection, survey research has its limitations. With 

surveys, the reliability of self-reported data is difficult to measure. A well-known 

criticism of uses and gratifications approaches is the inability to confirm the veracity of 

the respondents' answers (Ruggeiro, 2000). The nature of the Internet adds some 

challenges to sampling. While other researchers have noted that capturing a random 

sample can prove difficult (Kaye and Johnson, 2002), the primary disadvantage to data 
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collection via the Internet is that there is no method to tell whether the person who 

completed the study was the intended recipient (Wimmer & Dominick, 2011). 

Implications and Future Research 

Aimed at understanding niche social network sites and their users, the purpose of 

this study was to determine how audience motives for using niche social network sites 

compared with motives for using popular social network sites. The approach to making 

this comparison was adopted from the approach developed by Papacharissi and 

Mendelson’s (2011) study on Facebook uses.  

The present study had four primary findings. First, the results demonstrated that 

there was a significant amount of overlap between the motives for using Ravelry and 

those for using Facebook. Second, the most salient motives for using Ravelry and 

Facebook differ. Third, unlike the findings in much of the existing research on Facebook 

and popular SNSs, Ravelry users are more likely to seek the development of new 

friendships through their niche SNS use. Fourth, the study identified personal utility and 

information seeking motives for use of Ravelry not seen in past studies of social network 

sites. 

In terms of overlapping results, the motives of relaxing entertainment, expressive 

information sharing, habitual pass time, social interaction, cool new technology and 

professional advancement all emerged during the separate factor analyses of both the 

Ravelry use motive and Facebook use motive scales. The strength of the salience varied 

between the sites but all were represented.  

The results showed that the most prominent motives for using each site differed. 

Not surprising, the most significant motive for using Facebook emerged as social 
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interaction. The motive encompassed the items “to keep in touch with friends or family”; 

“to communicate with distant friends”; and, “for chatting with people I otherwise would 

lose contact with,” and indicates that the strongest motive for using Facebook in this 

study was related to maintaining existing relationships. As seen in the literature review, 

past studies have demonstrated that sites like Facebook are used to maintain or extend 

existing offline relationships (e.g. Choi, 2006; Ellison et al., 2007; Lampe et al., 2006; 

Sheldon, 2008). The results of the present study support the past findings and 

demonstrate that Facebook remains a means for users to maintain existing relationships.  

In contrast, the most salient motives for using Ravelry that emerged through the 

factor analysis proved to be relaxing entertainment and new friendships--an obvious 

difference from the Facebook top motive. This accentuates a significant difference 

between the motives for using the niche SNS and the popular SNS and runs counter to the 

aforementioned results on relationship maintenance in SNSs.  

Only one motive emerged through the factor analysis that was not applicable to 

both SNS use scales: new friendships. This distinct motive emerged only from the 

analysis of the Ravelry use motive scale. This clearly illustrates the finding that users 

were more likely to seek the development of new relationships on Ravelry than on 

Facebook. The significance is only amplified by the finding that new friendships was one 

of Ravelry’s most prominent use motives. 

An additional difference between the motives for using Ravelry and those for 

using Facebook is seen in the way the factor of cool new technology emerged from the 

use motive scales for each site. The item “because it is cool” only loaded to the Ravelry 

factor. The items “because everyone else is doing it” and “because it is the thing to do” 
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still loaded on the Facebook factor and reflects the existence of a social expectation or 

pressure to be on Facebook.  

The existence of social pressure to participate in Facebook was confirmed further 

by the results of the open-ended questions. Fifteen percent of respondents said that they 

were asked or felt direct pressure to join the site. Additionally, 35% of respondents 

indicated that they do not like Facebook and do not find it appealing... yet, all of the 

respondents are Facebook members. This, combined with 83% percent of respondents 

stating that their primary motive for using the site was maintaining existing relationships, 

further supports the notion that there is a perceived pressure to participate in Facebook. 

One can theorize that these findings would likely not be seen in other popular social 

network sites (i.e. Twitter, Pinterest, etc.) where users are seeking information exchanges 

outside of connections with existing friends and family. 

The fourth and most significant finding in the data collected was that 58% of the 

respondents indicated that their primary motives for joining Ravelry were resources 

available specific to the site, ranging from tools (i.e. databases, search functions, 

organization capabilities, etc.) and information to educational value and instruction. This 

finding tells us that niche SNS use is more instrumental and goal-oriented based on the 

utility of the functions within a particular niche site. Significant to any future study, this 

finding would have gone unidentified had the survey instrument not included the open-

ended questions. This data provided the clearest view of variation between the two types 

of sites and demonstrated the existence of a real distinction between the motives for using 

the niche SNS when compared to the popular SNS, proving the thesis of this study and 

calling for a definition of niche social network site unto itself. 
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The current definition of social network site may account for a narrowed view of 

motives that did not allow for the discovery of some of the Ravelry use motives. It was 

only though the open-ended responses that the present study discovered that the typology 

presented by Papacharissi and Mendelson (2011) is not necessarily applicable to every 

site that meets the standing definitions used to conceptualize social network sites. The a 

priori use categories measured though their scale did not capture motives unique to the 

niche SNS. 

Papacharissi and Mendelson’s (2011) Facebook use motive scale was developed 

using a convergence of interpersonal, media, new media and professional development 

motives however, with the development of niche SNSs, proved insufficient. The findings 

of the present study suggest that niche SNS use motives include personal utility 

(organizing projects, tracking tools and yarn, etc.) and information seeking (product 

research, learning new techniques, expert advice, etc.) that were not present in the 

Facebook use motives identified by Papacharissi and Mendelson (2011).  

This examination of niche SNSs began by using Boyd and Ellison’s SNS 

definition as the lens for defining both the niche and popular SNS. This lens accounts for 

the degree of overlap discovered between the motives for using a niche SNS and a 

popular SNS. Both Ravelry and Facebook meet the requisite characteristics and are 

“...web-based services that allow individuals to (1) construct a public or semi-public 

profile within a bounded system, (2) articulate a list of other users with whom they share 

a connection, and (3) view and traverse their list of connections and those made by others 

within the system” (Boyd and Ellison, 2008, p. 211). 
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Based on the findings, and the continued rapid growth of the social network site 

genre, Boyd & Ellison’s (2008) definition of social network site needs to be refined in a 

way that takes variations between SNSs into consideration. Beer (2008) was the first to 

identify that the current social network site definition is too broad, but did not offer a 

solution to narrow the field. 

The way the concept of social network site is currently defined using the requisite 

characteristics set by Boyd and Ellison (2008) casts a very broad net that encompasses 

too many sites. For illustration, an apple can broadly be defined as a round fruit with a 

red, smooth, edible skin, and edible flesh. However, this definition can also be used to 

describe a cherry. Further saying that the fruit is cultivated from a tree in the rose family 

can still be too broad, again describing both an apple and a cherry. Through experience, 

we know that an apple and a cherry are inherently different. However, it isn’t until the 

following definitions are offered that we can see that their scientific classifications and 

seed composition are distinguishing characteristics: 

Apple (n.): the fleshy usually rounded red, yellow, or green edible pome fruit of a 
usually cultivated tree (genus Malus) of the rose family. (“Apple,” n.d.) 

Cherry (n.): a pale yellow to deep red or blackish smooth-skinned drupe [fruit] 
enclosing a smooth seed, from any of numerous trees and shrubs (genus Prunus) 
of the rose family. (“Cherry,” n.d.) 

The findings of the present study demonstrate that popular and niche SNSs have 

distinguishing characteristics that warrant further exploration to refine their definitions. 

Each of the major findings identified motives for use that indicate these characteristics 

are found in the form of features, functions, or content specific to the individual sites 

actively selected by users. 
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If we consider Boyd and Ellison’s definition as the definition of social network 

site as an overarching category of web application, we can add to and expand this 

definition by identifying and developing a classification system to differentiate further 

between the sites that meet the current requisite for being called “social network site.” By 

continuing to rely on the broad definition, the potential for research to uncover 

differences that may be inherent to social network site sub-classifications will be lost. 

Further, by not clearly defining or identifying potential classifications among social 

network sites, we lose the ability to distinguish between the audiences, predict site use, 

and gauge the impact and potential effects of their use. The findings of the present study 

suggest that there are a number of possibilities to explore for creating social network site 

classifications. 

The first distinction in classification between niche and popular social network 

sites that was originally proposed by the present study was to differentiate based on the 

target audience for membership. Popular social network sites are seen as being aimed at 

members of the general public, while niche SNSs are seen as having membership that is 

intended for individuals who share the common activity or interest catered to by the 

particular niche site. 

By employing a uses and gratifications approach to compare the two sites, the 

present study was able to identify even clearer areas of distinction between them. The 

data gathered suggests additional classification possibilities among sites meeting the 

present definition of social network site based on identified use motives. 

First, the findings show that the different types of information exchanges that 

motivate active selection of the niche and popular social network sites may aid in 
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developing classifications among SNSs. The results of the two factor analyses indicate 

that members were motivated to use Facebook to exchange information (i.e. profile 

information, status updates, personal photos, etc.) as a means of relationship 

maintenance. Motives for using Ravelry, on the other hand, included information 

exchanges as a means of establishing relationships and for passive entertainment. Further, 

the results of the opened-ended questions show that motives for using Ravelry include 

information exchanges that support education and gaining resources that support 

execution of their chosen craft. 

When determining the requisite characteristics that define social network sites, 

Boyd and Ellison (2008) actively “chose not to employ the term ‘networking’” (p. 211). 

Networking by their account “emphasizes relationship initiation, often between 

strangers” and is not the primary practice on many SNS (Boyd & Ellison, 2008, p. 211). 

These assertions may be exactly where future exploration should begin, as the results of 

the present study show that members were specifically seeking the use of niche SNSs 

with the goal of connecting with strangers. 

Next, the uses and gratifications approach employed in the present study was 

instrumental in identifying motives for use of the niche SNS that offered perspective on 

functions, features, and content of interest to users that we would have not seen 

otherwise. The data gathered through the open-ended questions showed motives for use 

of the niche SNS that suggest an additional possibility for classification of SNSs. The 

findings tell us that niche SNS use is goal-oriented and can be based in the utility found 

on the site. Fifty-eight percent of respondents said that they joined Ravelry for these 

resources. Additionally, these site features--discovered as a product of identifying use 
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motives--show us that the niche SNS not only allows users to create connections with 

people but also create connections between people and things (i.e. yarn, patterns, 

projects, etc.). 

As discussed in the introduction, U & G theory assumes that (a) audience 

members are active and selective, (b) they are goal-oriented and aware of their needs, and 

(c) they select their particular type of media and content to satisfy those needs (Kaye & 

Johnson, 2002; McQuail, 2000; Ruggiero, 2000). It stands to reason, then, that users are 

turning to Ravelry to satisfy specific needs that they perceive cannot be met through the 

information exchanges and features found in popular social network sites.  
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Conclusion 

With the wide variety of social network sites available for audiences, there is a 

clear need to differentiate among the ways audiences are using these sites. As is the case 

with Ravelry, audiences may be using these sites to meet new people and for the 

specialized functions offered only in one particular niche SNS. These motives for use 

differ from what research has learned by focusing heavily on Facebook use. 

The uses and gratifications theory has repeatedly demonstrated its usefulness in 

understanding what draws audience members to new media and content. Using this 

approach here helped to identify variations in motives for using the popular verses the 

niche SNS and, by extension, allowed us to connect the identified motives with variations 

in the sites themselves. 

The overarching purpose of this study was to understand how audiences are using 

social network sites. Past studies have examined the uses and gratifications sought in 

popular SNSs such as Facebook but until now research had not drawn a distinction 

between popular SNSs and those that cater to niche markets. This study not only added to 

the body of research aimed at understanding social network sites but, more specifically, it 

aided in identifying how uses and gratifications can be used to identify distinctions 

between classifications of SNS. As Ruggiero (2000) suggests, the design of U & G 

studies assists in paring down a huge range of traits into manageable schema. This study 

assisted in the effort to refine a typology of motives audiences have for using these sites 

and in refining the way we think about social network sites.  
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The findings of the present study demonstrated the need to refine the way the 

research community looks at social network sites and established the need to develop a 

system to further classify the hundreds of SNSs in use today. In doing so, the effort 

illustrated a clear need to explicate the definition currently being used to conceptually 

define social network(ing) sites. 
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Appendix A 
Ravelry Moderator Permission 

Below is a screen shot of the Ravelry message traffic in which “Main 6” moderator 
Tammy Deloach (aka. sparkli) grants permission to post the same message on multiple 
discussion boards in support of the survey instrument for the master’s thesis. She also 
outlines additional steps to take to annotate each post noting to readers that permission 
has been granted.  

Although written in an informal style, Deloach’s response clearly grants permission for 
what has been requested in the original message (also seen in screen shot) and meets the 
criteria outlines in the Ravelry Community Guidelines 
(http://www.ravelry.com/about/guidelines). The informal nature of the response is 
beyond the investigator’s control. 
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Appendix B 
Survey Recruitment Message 

You are invited to participate in a research study conducted by Shilo Weir, a graduate student in 
the School of Journalism at the University of Missouri-Columbia. 
 
Responses to this study will help explain what motivates people to use Ravelry and Facebook. 
Therefore, please only volunteer for this study if you are a current member of both Ravelry and 
Facebook. The results from this study will contribute to a master’s thesis. 
 
Your participation is voluntary and your participation is anonymous. Your identity will in no way 
be connected to the data you provide. If you would like to volunteer your participation, please 
follow the link below that will take you to the online survey. 
 
(Link to Survey Consent Form, followed by survey) 
 
Thank you for your time and consideration, 
 
Shilo Weir 
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Appendix C 
Social Network Site Use Survey Instrument 

(Clicking the button at the bottom of the consent page sent the respondent to this page) 

Please select the number that best represents your agreement or disagreement with each 
statement below. 

I use Ravelry… 

 
Strongly 
disagree    

Strongly 
agree 

Because it passes the time away. 1 2 3 4 5 

To give me something to do to occupy my 
time. 1 2 3 4 5 

To help pass the time when I am bored. 1 2 3 4 5 

Because it relaxes me. 1 2 3 4 5 

Because it allows me to unwind. 1 2 3 4 5 

It helps me relax after school or work. 1 2 3 4 5 

Because it is fun. 1 2 3 4 5 

To entertain myself. 1 2 3 4 5 

Because it is enjoyable entertainment. 1 2 3 4 5 

To get information I need. 1 2 3 4 5 

To share my knowledge and expertise. 1 2 3 4 5 

To share information that may be of 
interested or useful to others. 1 2 3 4 5 

To help me network with professional 
contacts. 1 2 3 4 5 

Because it is helpful for my career. 1 2 3 4 5 

To sell my patterns or products. 1 2 3 4 5 
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To feel like I am a part of a group. 1 2 3 4 5 

Because it makes me feel less lonely. 1 2 3 4 5 

When there is no one else to talk to. 1 2 3 4 5 

To keep in touch with friends or family. 1 2 3 4 5 

To communicate with distant friends. 1 2 3 4 5 

Chatting to people I otherwise would lose 
contact with. 1 2 3 4 5 

To meet new people. 1 2 3 4 5 

Find groups of people who share my 
interests 
 

1 2 3 4 5 

Communicate with likeminded people 1 2 3 4 5 

Because everyone else is doing it. 1 2 3 4 5 

Because it is cool. 1 2 3 4 5 

Because it’s the thing to do. 1 2 3 4 5 

To share my views. 1 2 3 4 5 

To share personal information about myself. 1 2 3 4 5 

To tell others about my opinions. 1 2 3 4 5 

Out of habit. 1 2 3 4 5 

Because I just like to play around on Ravelry. 1 2 3 4 5 

Because it is just something I do. 1 2 3 4 5 

So I can forget about work, school or other 
things. 1 2 3 4 5 

So I can get away from the rest of my family 
or other people. 1 2 3 4 5 

So I can get away from what I am doing. 1 2 3 4 5 
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(After completing the Likert scale portion of the use section, a button at the bottom of the page 
sent respondents to this section where they were asked to answer the following questions in 
their own words.) 

Please answer the following questions in your own words: 

1. Describe why you use Ravelry in your own words? 

______________________________________________________________________________ 

2. Why did you join Ravelry? 

______________________________________________________________________________ 

3. Why do you find Ravelry appealing? 

______________________________________________________________________________ 

 

(After completing the use portion of the survey, a button at the bottom of the page sent 
respondents to this section. Use Pattern information will be presented in drop-down menus.) 

How long have you been a Ravelry member? 
In the last 60 days, how many times have you logged in to Ravelry? 
In the last 60 days, how often have you updated your Ravelry profile (about me, notebook, 
etc.)? 
In the last 60 days, how many times have you communicated with others on Ravelry (sent 
messages, posted to a board, etc.)? 
How many friends do you have in Ravelry? 
How would you characterize how frequently you use Ravelry? (drop down menu listing: daily, 
weekly, monthly, occasionally (less often than monthly)) 
Complete the following statements (check all that apply):  
I am more likely to use Ravelry… (all the time, around the holidays, when I am planning for 
special occasions) 
I use Ravelry … (the same amount year-round, more in the winter, more in the spring, more in 
the summer, more in the fall) 
 
 
I use Facebook… 

 
Strongly 
disagree    

Strongly 
agree 

Because it passes the time away. 1 2 3 4 5 

To give me something to do to occupy my 
1 2 3 4 5 
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time. 

To help pass the time when I am bored. 1 2 3 4 5 

Because it relaxes me. 1 2 3 4 5 

Because it allows me to unwind. 1 2 3 4 5 

It helps me relax after school or work. 1 2 3 4 5 

Because it is fun. 1 2 3 4 5 

To entertain myself. 1 2 3 4 5 

Because it is enjoyable entertainment. 1 2 3 4 5 

To get information I need. 1 2 3 4 5 

To share my knowledge and expertise. 1 2 3 4 5 

To share information that may be of 
interested or useful to others. 1 2 3 4 5 

To help me network with professional 
contacts. 1 2 3 4 5 

Because it is helpful for my career. 1 2 3 4 5 

To sell my patterns or products. 1 2 3 4 5 

To feel like I am a part of a group. 1 2 3 4 5 

Because it makes me feel less lonely. 1 2 3 4 5 

When there is no one else to talk to. 1 2 3 4 5 

To keep in touch with friends or family. 1 2 3 4 5 

To communicate with distant friends. 1 2 3 4 5 

Chatting to people I otherwise would lose 
contact with. 1 2 3 4 5 

To meet new people. 1 2 3 4 5 

Find groups of people who share my 
interests 
 

1 2 3 4 5 
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Communicate with likeminded people 1 2 3 4 5 

Because everyone else is doing it. 1 2 3 4 5 

Because it is cool. 1 2 3 4 5 

Because it’s the thing to do. 1 2 3 4 5 

To share my views. 1 2 3 4 5 

To share personal information about 
myself. 1 2 3 4 5 

To tell others about my opinions. 1 2 3 4 5 

Out of habit. 1 2 3 4 5 

Because I just like to play around on 
Facebook. 1 2 3 4 5 

Because it is just something I do. 1 2 3 4 5 

So I can forget about work, school or other 
things. 1 2 3 4 5 

So I can get away from the rest of my 
family or other people. 1 2 3 4 5 

So I can get away from what I am doing. 1 2 3 4 5 

 

(After completing the Likert scale portion of the use section, a button at the bottom of the page 
sent respondents to this section where they were asked to answer the following questions in 
their own words.) 

Please answer the following questions in your own words: 

1. What is it about Facebook that makes it appealing? 

______________________________________________________________________________ 

2. What do you like most about Facebook? 

______________________________________________________________________________ 

3. What do you like the least about Facebook? 
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______________________________________________________________________________ 

 

(After completing the use portion of the survey, a button at the bottom of the page will send 
respondents to this section. Use Pattern information will be presented in drop-down menus.) 

How long have you been a Facebook member? 
In the last 60 days, how many times have you logged in to Facebook? 
In the last 60 days, how often have you updated your Facebook profile (about me, notebook, 
etc.)? 
In the last 60 days, how many times have you communicated with others on Facebook (sent 
messages, posted a status update, commented on a post, etc.)? 
How many friends do you have in Facebook? 
How would you characterize how frequently you use Facebook? (drop down menu listing: daily, 
weekly, monthly, occasionally (less often than monthly)) 
Complete the following statements (check all that apply):  
I am more likely to use Facebook… (all the time, around the holidays, when I am planning for 
special occasions) 
I use Facebook … (the same amount year-round, more in the winter, more in the spring, more in 
the summer, more in the fall) 
 

 
(After completing the use pattern portion of the survey, a button at the bottom of the page sent 
respondents to this section. Demographic information was presented in drop-down menus with 
the exception of the last question.) 
Tell us about yourself… 

Age? 
Gender? 
Highest grade-level completed? 
Annual Income?  
Employment Status? 
(Select all that apply) What other social network sites are you a member? 
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Appendix D 
Participant Consent 

 
Master's Thesis: A Uses and Gratifications Study of Niche Social Network Sites (RE: 
#1209074) 
 
Welcome to the Ravelry Use Survey. 

You are invited to participate in a research study conducted by a candidate for the 
Masters of Arts in Journalism Degree at the University of Missouri-Columbia. The 
project is called "Master's Thesis: A Uses and Gratifications Study of Niche Social 
Network Sites.” The aim of this study is to understand what motivates you to use 
Ravelry. The results from this study will contribute to the completion of a master’s thesis 
paper. 
 
If you decide to participate, you will be asked to complete an online survey. The entire 
study should take approximately 30 minutes. Your participation is voluntary and you are 
free to withdraw at any time. 
 
The data collected during this study will be kept confidential. Your participation is 
anonymous and no data you provide will be connected to you in any way. The principal 
researcher conducting this study is Shilo Weir. If you have any questions, you may 
contact her at E-mail: smw97b@mizzou.edu. 
 
If you have any questions or concerns regarding the study and would like to talk to 
someone other than the researcher, contact MU Campus Institutional Review Board at 
(573) 882-9585 (reference: project #1209074).  
 
I have read the above information. Any questions I may have raised have been answered. 
By clicking the link provided below, I am stating that I am at least 18 years of age, a 
member of the site Ravelry.com, and that I consent to participate in the study. 
 
(Link to Begin Survey) 

Thank you so much for your time and participation in this endeavor. 

  



79 
 

 
Appendix E 

Deleted Scale Items 

 
Deleted Items: Ravelry Use Motives 

I use Ravelry…  
-Because it helps me relax after school or work. 
-Because I just like to play around on Ravelry. 
-Because it is just something I do.  
-When there is no one else to talk to. 
-To meet new people. 
-To share personal information about myself. 
-So I can forget about work, school or other things. 
-So I can get away from the rest of my family or other people. 
-So I can get away from what I am doing. 
-Because it makes me feel less lonely. 
 

Deleted Items: Facebook Use Motives 

I use Facebook…  
-When there is no one else to talk to. 
-To entertain myself. 
-Because I just like to play around on Facebook. 
-So I can forget about work, school or other things. 
-Because it allows me to unwind. 
-To share my knowledge and expertise.  
-To communicate with like-minded people. 
-To share personal information about myself. 
-Because it makes me feel less lonely. 
-To feel like I am a part of a group. 
-To meet new people. 
-So I can get away from the rest of my family or other people. 
-To find groups of people who share my interests. 
-Because it is cool. 
-To get information I need. 


