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Why People Share News About Vaccinations on Facebook: A Uses and Gratifications
Approach
Kayla Castille
Dr. Shelly Rodgers, Thesis Supervisor
Abstract

Facebook, the world’s largest social network, is now a significant source of news
and information for U.S. adults. The primary way users access news on Facebook is via
links to stories shared by others in their network, including friends, family and even
media organizations. Users share links about stories on myriad topics, but one topic that
is of particular interest to public health researchers is the focus of this study – childhood
vaccinations.
This research employs a uses and gratifications theoretical framework to
understand why people share links to news stories about vaccinations on Facebook, and
how such needs are related to an individual’s vaccine hesitancy. A survey of 202
Facebook users who have shared such links found that respondents gratified needs for
agency-seeking, status-seeking, socialization/entertainment and information storage.
Users who reported low vaccine hesitancy were more likely to experience agencyseeking gratifications; essentially, Facebook users who were strongly supportive of
childhood vaccines were found to share news stories to feel empowered to have their say.
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INTRODUCTION

In December 2014, a destination known worldwide for spreading happiness
became known for spreading something else – the measles. An outbreak of the disease
was traced to Disneyland, the popular tourist destination in California. By March 2015, it
had spread to more than 146 people in 7 states ("U.S. Multi-state Measles Outbreak
2014—2015 | CDC," n.d.). The surge of cases led to a surge of media coverage of the
anti-vaccination movement, which public health officials blamed for the outbreak.
California’s Orange County, which saw the greatest number of measles cases, also had
one of the highest rates of vaccine refusal in the state, Jack Healy and Michael Paulson
reported in The New York Times (2015). Parents’ reasons for opting their children out of
vaccinations vary, but most are tied to fears that the vaccines are more dangerous than the
diseases they prevent. In particular, many non-vaccinating parents say they fear the shot
for measles, mumps and rubella (MMR) is linked to a rise in autism cases, even though
the study initially claiming that link has since been widely discredited (Healy & Paulson,
2015).
Media outlets covering the measles outbreak sought to explain the symptoms of
the disease (Stobbe, 2015), the reasons for its recent resurgence, and the reassurances
from scientists and public health officials that the vaccination to prevent it is safe and
necessary (Salathé, 2015). Some of the coverage turned political, as public officials at the
federal and state level began to weigh in on whether vaccinations should be mandatory,
and what role personal choice plays in a parent’s decision (Riccardi, 2015). Coverage of
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the measles outbreak lasted several weeks, dominating headlines on both traditional news
outlets and social media sites, including Facebook. The world’s largest social networking
platform has increasingly become a source for news. Of the two-thirds of U.S. adults
using Facebook, more than half of them use it to consume news stories (Mitchell, Kiley,
Gottfried, & Guskin, 2013). In addition to finding news on Facebook, users are also
sharing it – 43% of adults surveyed in a Pew study (Mitchell et al., 2013) reported
sharing or posting news stories. When users share a news story on Facebook, that
increases its reach; the story is more likely to be seen by a larger group of people, and
then potentially clicked on. More than two thirds of Facebook news consumers say they
click on links to news stories they see on the site (Mitchell et al., 2013).
Research Problem
Public health officials and media organizations each have an interest in
understanding why an individual might share a news story on vaccinations on Facebook.
Health researchers have long understood that there are many influences on parents
making decisions about vaccinating their children – from doctors to friends and family
members to health websites. Media coverage of vaccines also has an impact on those
decisions (Brunson, 2013). Thus Facebook, which sits at the crossroads between a
traditional media outlet and a network of friends and family, is a platform of increasing
interest to media and health scholars.
In an analysis of the most popular vaccination-related pages on Facebook,
Buchanan and Beckett (2014) found that although both pro- and anti-vaccination pages
were popular on the social networking platform, the anti-vaccination pages generated
more interest – via frequent posts by moderators and members. These kinds of online
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conversations have real-world implications. One study of the data from more than
100,000 social media users found a strong correlation between those users’ vaccination
views and the U.S. Centers for Disease Control and Prevention estimates of vaccination
rates by region (Salathé & Khandelwal, 2011). That study also found that users tend to
cluster themselves into groups with similar viewpoints, and that information about
vaccines flows more freely among those like-minded groups. Media organizations,
meanwhile, have an interest in understanding why users share their content on Facebook,
because it can help them expand their online reach. News publishers are eager to make up
for diminishing revenues on traditional outlets such as print and broadcast television by
turning to their websites for advertising dollars. In order to do that, publishers need their
content to reach as many people as possible, and Facebook’s ubiquity provides an
opportunity to reach readers – and customers – they might never have reached before.
Organizations such as BuzzFeed have sprung up around that Facebook breadth; they rely
on the social network’s more than 1 billion users to post and share links to their content.
That potential to drive web traffic has appealed to virtually all content publishers, to the
point that Facebook is now responsible for up to 40 percent of some organizations’ traffic
(Benton, 2015).
Facebook may be an important factor in the spread of news stories about
vaccinations. Those stories also have the power to influence vaccination activities. Thus,
it is important for public health officials and the media to understand users’ needs in
reading and sharing vaccine-related information on Facebook, and the relationship
between those needs and vaccination activity. Past research on vaccine information
online has examined the flow of that information and its influence on parents’
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vaccination decisions (Brunson, 2013; Salathé & Khandelwal, 2011). And past research
on news sharing on Facebook has found a wide range of needs being gratified (Baek,
Holton, Harp, & Yaschur, 2011; Krisanic, Rodgers, Peng, & Qiao, 2014; Namkee Park &
Lee, 2014; Smock, Ellison, Lampe, & Wohn, 2011). But missing from both bodies of
research are specifics on why parents share vaccine-related news stories on Facebook. A
deeper understanding of an individual’s need for vaccine-related news, and how these
needs are being met through Facebook sharing activities, is warranted.
The purpose of this study was to apply the uses and gratifications theory to the
sharing of news stories about vaccinations on Facebook, in order to understand how that
action gratifies an individual’s needs. The study utilized an online survey of Facebook
users who have shared vaccine-related news stories on their Facebook pages to
understand what drives that sharing activity, and what connection there is to a person’s
vaccination viewpoints and decision-making.
Literature Review
In the digital era, audiences have more choices than ever – from what content to
consume, to which devices and platforms to use, to how to participate with that media.
Perhaps no digital innovation is having a more significant effect on the news landscape
than social media, where people can share and discuss content – including news stories –
with networks of friends, acquaintances or even strangers. The largest of these social
networks, Facebook, now boasts more than two-thirds of U.S. adults as members, and
half of those users read news stories posted there (Mitchell et al., 2013). This trend has
news organizations placing significant time and resources into understanding and trying
to reach audiences on Facebook.
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In addition, Facebook has emerged as an influential source of health information.
People use functions such as Facebook Groups to discuss their health status (Walker,
2014) and cite social media as a credible way to share information about vaccinations
(Avery & Lariscy, 2014; Frew et al., 2012). The intersection of these two Facebook
functions – the sharing of news, and the spread of health information – is the focus of this
study. As academics seek to understand social media behaviors, many are turning to the
uses and gratifications theoretical approach (Rubin, 2009; Sundar & Limperos, 2013).
Uses and gratifications (U&G) research suggests that individuals make choices about
what kind of media to consume, based on how media meet their social and psychological
needs. U&G’s origins date back to the 1940s, when scientists sought to understand what
needs were met – or what “gratifications” were experienced – when people listened to
quiz shows or soap operas on the radio (Katz, Blumler, & Gurevitch, 1973).
Media organizations may benefit from a uses and gratifications approach, because
it offers an opportunity to understand what kind of content – both in form and function –
is most useful and gratifying to audiences. Katz (1973) argues that “instead of depicting
the media as severely circumscribed by audience expectations, the uses and gratifications
approach highlights the audience as a source of challenge to producers to cater more
richly to the multiplicity of requirements and roles that it has disclosed” (p. 521). The
U&G model – created by Lundberg and Hulten, as described in Katz (1973) – posits that:
1) audiences are active consumers, 2) media choices and resulting gratifications lie with
the audience member, 3) the media compete with other sources for satisfying needs, 4)
people are self-aware enough to report their own needs (via survey, for example), and 5)
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value judgments about media choices should be suspended so that audience motivations
can be fully explored (Katz et al., 1973, pp. 510–511).
For the purposes of understanding why people share news stories on social media,
“needs gratification” can be defined as how a person’s social and psychological needs are
met through media usage, whether through the content itself or through the process of
consumption or participation (Katz et al., 1973; Rubin, 2009; Sundar & Limperos, 2013).
To operationalize the concept of needs gratification, research in U&G typically asks
consumers to self-report what gratifications are sought and met by media usage (Becker,
1979; Katz et al., 1973). Uses and gratifications should be distinguished from motivations
research, which in the field of psychology is the study of “the energization and direction
of behavior” (Deci & Ryan, 1985, p. 3). The energy of behavior is a function of needs,
which can be either innate to the individual, or acquired through interaction with his or
her environment. And the direction of that behavior is a matter of the processes and
structures involved in meeting those needs (Deci & Ryan, 1985). While the concept of
motivation is similar to uses and gratifications, the latter is more appropriate for
understanding media usage and behavior, given its long history in media research and its
specific opportunities in understanding newer, computer-mediated forms of
communication (Ruggiero, 2000).
In order to quantitatively measure the gratification of needs, researchers must
present a selection of possible experiences – or a typology of gratifications – from which
respondents can choose (Becker, 1979). Many of the needs studied in early U&G
research were fairly dichotomous – information vs. entertainment, surveillance vs.
escape, etc. Later interpretations of the U&G approach found four functions: “diversion
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(including escape from the constraints of routine and the burdens of problems, and
emotional release); personal relationships (including substitute companionship as well as
social utility); personal identity (including personal reference, reality exploration, and
value reinforcement); and surveillance” (Katz et al., 1973, p. 513). This typology, or a
variation of it, has been applied to the study of a wide variety of media activities in the
forty years since it was conceived. For example, the framework has been used to explore
both the gratifications of specific types of content, such as reality television or TV news,
as well as specific types of technology or content delivery systems, such as the VCR
(Rubin, 2009).
New Media Approaches
Despite significant advances in technology, many recent digital media studies
continue to rely on this decades-old typology that was originally used for traditional
media (Sundar & Limperos, 2013). For example, a 2012 study that sought to understand
why people share news stories on social media grouped potential gratifications into these
categories: information-seeking, entertainment, socialization and status-seeking (Lee &
Ma, 2012). But what if entirely new, previously unidentified needs are being met by new
media? Researchers S. Shyam Sundar and Anthony M. Limperos (2013) sought to
identify these new gratifications, noting: “The interactivity of most modern media makes
possible such a conceptualization whereby users are not always goal-directed at the
beginning of their engagement of media, but tend to develop needs during the course of
their media interaction” (p. 510). The researchers note that when using interactive media,
people are not always driven by pre-existing and deeply felt needs. Moreover, an
evaluation of U&G research over the past seventy years reveals that with the emergence
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of each new media platform has brought with it new gratifications, or more nuanced
perspectives on existing gratifications, such as information-seeking or entertainment
(Sundar & Limperos, 2013).
Sundar and Limperos suggest four broad new gratifications for new media:
modality, agency, interactivity and navigability (p. 513). In particular, the sharing of
news stories on social media would likely be concerned with agency gratifications, that
is, gratifications that arise from the fact that newer media allow audiences “to be agents
or sources of information” (Sundar & Limperos, 2013, p. 513). These new agency
gratifications include agency-enhancement, community building, bandwagon,
filtering/tailoring and “ownness” (p. 514). In other words, new technologies have
afforded audiences the ability to be gatekeepers of information and builders or
participators in communities. Social media provide tools that facilitate this type of
individual agency, and give rise to new gratifications around a person’s role in filtering,
disseminating and discussing information. Similarly, the ability to easily see others’
online activities – what they buy, what they read, and what they think about a particular
event – contributes to a “bandwagon” effect (Sundar & Limperos, 2013, p. 514). For
example, seeing multiple friends share links on Facebook taking a stand on a
controversial topic – such as vaccinations – could trigger an individual to share that same
link, leading to gratification of bandwagon-related needs that perhaps did not exist before
that person logged on to the website.
In understanding U&G, it is important to understand the specific source of the
gratification – the content, exposure to the media itself, or the social context that typifies
the situation of exposure (Katz et al., 1973). In this study, it is expected that the sources
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of media gratification are both, in the sense that it is not only the content itself that
gratifies a need, but the sharing of it with others in a particular setting – in the present
research, Facebook. Human needs do not always exist independent of society; Katz
argues that societal and environmental circumstances can give rise to unique media
needs. For example, social situations can produce conflicts that people seek to resolve via
media consumption, or can give rise to certain values that are affirmed and reinforced via
media activities (Katz et al., 1973). The 2015 measles outbreak may be one such social
situation in that news coverage of the event spotlighted a small but vocal group of parents
who opposed vaccinations. Politicians and scientists weighed in, while some parents
became defensive, feeling a need to explain their anti-vaccination viewpoints (Healy &
Paulson, 2015). This suggests that media coverage itself may have helped to create
conflict or confusion that individuals needed to resolve via media activities – such as
through sharing news stories on Facebook. Similarly, much of the news coverage
included strong language from scientists and activists, which may have given rise to a
need to a need to affirm values in support of, or opposition to, vaccination viewpoints.
Researchers have found that information about vaccinations moves more freely within
like-minded groups (Salathé & Khandelwal, 2011). This suggests that parents who were
pro-vaccination or anti-vaccination may have sought to reinforce their own viewpoints
among similarly minded individuals by sharing news stories on Facebook.
Gratifications of Social Media Usage
The present study seeks to understand what specific needs are gratified by sharing
news stories about a measles outbreak on Facebook. Previous research has applied the
U&G theory broadly to both the sharing of health information online, and the needs
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gratified by sharing news on social media. The breadth of gratifications for social media
usage has been well-documented in the literature. Lee and Ma (2012) surveyed users of a
variety of social media platforms and found that they were gratifying needs for
information-seeking, socialization and status-seeking. Hanson and Haridakis (2008)
found that people shared YouTube clips from comedic news programs such as The Daily
Show to be entertained, as well as to share information and socialize. Several studies that
examined Facebook use have found gratifications that, though their named typologies
may vary slightly, fall into Katz’s (1973) four categories of diversion, personal identity,
personal relationships and surveillance (Krisanic et al., 2014; Park & Lee, 2014; Zhang,
Tang, & Leung, 2011).
But do gratifications for all Facebook activity fit neatly into that relatively broad
and generic typology? Facebook’s common uses have expanded beyond its initial
functions of connecting with friends, and now encompass a wide range of activities, from
email-like messaging to viewing videos and photos to sharing news stories or listening to
music. Because of the varied features on a social network site such as Facebook, it is
worthwhile to examine whether specific functions of the site – status updates, wall posts,
chat, Groups – gratify different needs. Smock, Ellison, Lampe and Wohn (2011) found
differences between motivations for general Facebook use and motivations for specific
features. They suggest that “studying Facebook as a toolkit of features, each with a
different set of affordances, as opposed to a singular tool, may provide more insight into
why people are using the site and what they expect to achieve through their use” (Smock
et al., 2011, p. 2236).
Another study, two years later, reinforced the notion that emerging tools and
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applications on Facebook indicate that the gratifications are shifting from simply social
connections to more entertainment or time-wasting uses. A survey found four key
gratifications: social connection, social network surfing, wasting time and using
applications (Giannakos, Chorianopoulos, Giotopoulos, & Vlamos, 2013). Several
studies have taken to exploring some of these specific functions of Facebook. For
example, Namsu Park, Kee and Valenzuela (2009) found that college students use
Facebook Groups – a function, similar to a message board, on a specific topic – for
socializing, entertainment, status-seeking and information.
An important function of Facebook is the sharing of links, which often includes
links to news stories. Previous research in the area of generating content online – of
which link-sharing on Facebook is one possible form – has found that the activity is
psychologically empowering, most commonly gratifying needs for recognition and
socialization (Leung, 2009). Baek et. al. sought to understand Facebook linking in
particular, and found a range of motivations, but generally that people share links in order
to seek and share information. Those who were highly motivated to share information
were those who shared links to Facebook more frequently, and those who were more
educated were also more likely to share links to news stories (Baek et al., 2011). The
authors noted that “Facebook accelerates the role of the Internet as a means of social
interaction and information seeking and enhances the individual’s role as a gatekeeper or
filter of information for a given community (i.e., ‘friends’)” (p. 2246).
Online Health Information’s Influence
This role of an individual as a gatekeeper in a community is an important one
when it comes to understanding how information about vaccinations spreads, and how
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that information influences people. Researchers have found that patients are increasingly
turning to the internet for health information, particularly when they are dissatisfied with
the level of care from their doctors (Tustin, 2010). In communities with low vaccination
rates, a parent’s social network – both online and offline – is the most important factor in
vaccination decisions (Brunson, 2013). In fact, Brunson’s study found that the variable
most predictive of parents’ vaccination decisions was the percent of people in a parent’s
social network who recommend not conforming to the federal vaccination guidelines.
Brunson, in an interview with Time on the study, explained the significance of the
findings. “’Parents’ people networks matter a ton,’ says Brunson, now an assistant
professor of anthropology at Texas State University. ‘Having those conversations with
your sister, with your parent, with your friends matter a lot more than we thought’”
(Rochman, 2013).
Those conversations matter, but in online communities, it can be difficult for
different viewpoints to permeate like-minded groups. In a study of more than 400,000
Tweets published over a six-month period during the height of the swine flu (H1N1)
outbreak in 2009 and 2010, researchers analyzed the vaccine sentiment of the messages,
categorizing them as positive, negative or neutral (Salathé & Khandelwal, 2011). The
messages’ GPS information was also retrieved, allowing the researchers to identify the
cities and states where the Twitter updates originated. The researchers found a strong
correlation between the sentiment of those Twitter messages and the U.S. Centers for
Disease Control and Prevention’s estimated vaccination rates at the regional and state
level; essentially, areas where many people spoke negatively of vaccines on Twitter also
showed low vaccination rates. The researchers also examined the networks of Twitter
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users, looking at the Tweets of people they followed, and found that vaccine information
flowed more freely within groups with similar views on vaccinations, noting that this
finding signifies that “online social media can act as an ‘echo chamber’ where personal
opinions that affect individual medical decisions are predominately reaffirmed by others”
(Salathé & Khandelwal, 2011, p. 3).
Still, there is evidence that social media can play a role in vaccination decisionmaking. In studying influenza vaccine acceptance in ethnically diverse areas of the South,
researchers found that those who received the H1N1 vaccine indicated that Facebook and
Twitter could be useful communication channels to reach others (Frew et al., 2012).
Avery and Lariscy’s findings (2014) also support the idea that social media are an
effective tool for communicating vaccine information. Facebook also has the power to
influence health-care workers’ vaccination decisions. A survey of medical students and
current health care workers in Spain found that 44 percent of them would be willing to
engage with a Facebook page that provided information about the influenza vaccine
(Mena et al., 2012).
These studies build on a wide body of literature about the influence of traditional
media coverage in vaccination decision-making. For example, a 2010 study found that
newspaper headlines and television stories about the influenza vaccine – particularly
those noting a delay or shortage in vaccine availability – had an effect on the number of
people receiving the vaccine (Byung-Kwang Yoo, Holland, Bhattacharya, Phelps, &
Szilagyi, 2010). A 2013 survey of college students found that those who are most
dependent on the Internet for news were also most likely to perceive risk regarding the
H1N1 or swine flu (Lin & Lagoe, 2013). Essentially, students who said they relied on the
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Internet, TV and newspapers for health information were more likely to view the H1N1
virus as dangerous, and were more likely to make plans to get vaccinated against the
disease.
Research Questions
What is largely missing from the literature is an understanding of why an
individual seeks or shares vaccination information on social media. Several studies have
applied the uses and gratifications approach to other types of health communication, and
these studies provide some insight into distinctive gratifications for health information
seekers and sharers. For example, one study of cancer patients who blog found some
distinctive gratifications that did not fit neatly into the categories typically applied to
U&G research, namely that blogging most significantly gratified patients’ needs for
emotion management (Chung & Kim, 2008). Similarly, a study of users of the site
CaringBridge, which allows people with serious illnesses to update and interact with
supporters, found that emotional and psychological support was among the most
commonly gratified need (Anderson, 2011). These studies built on earlier research by
Rodgers and Chen (2005) that showed that women who participated in breast cancer
forums online obtained powerful psychosocial benefits from this activity, via the giving
and receiving of information and social support. Those benefits also improved over time,
with the percentage of women reporting pessimism about their breast cancer dropping
from 24.4% to 11% over the period of several years of participating in the discussion
boards. The women also reported an improved mood, increased coping skills and
decreased stress (Rodgers & Chen, 2005).
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While Baek et. al. (2011) is one of only a few studies to examine the U&G of
posting links on Facebook, the results were broad and varied. The sheer amount of
content available online for reading, sharing, and discussing on Facebook suggests that an
individual’s experienced gratifications for linking vary broadly as well. And given that
the sharing of vaccination news is a more specific activity than what has been examined
in previous studies, it is difficult to hypothesize about what needs might be gratified by
this activity. This leads to the following research question:
RQ1: What are the uses and gratifications of sharing links to news stories about
vaccinations on Facebook?
Just as Baek et. al. found a range of gratifications for Facebook linking, it is expected that
a range of gratifications will be found for sharing vaccination stories on Facebook. The
type of content users choose to link on their Facebook pages is associated with certain
groups or motivations, such as education level and need for information (Baek et al.,
2011). Therefore, it is important to explore not only the gratifications experienced by
sharing vaccination stories, but also how those relate to other variables. Previous research
on the U&G of blogging about chronic illnesses (Anderson, 2011; Chung & Kim, 2008)
suggests that personal experience with disease can affect the gratifications obtained from
media usage.
It is important, then, to understand both the vaccine-related attitudes, and
behaviors, of those who share such news on Facebook. Public health researchers created
a measurement to do just that. “Vaccine hesitancy” is defined as “delay in acceptance or
refusal of vaccination despite availability of vaccination services. Vaccine hesitancy is
complex and context specific, varying across time, place and vaccines. It is influenced by
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factors such as complacency, convenience and confidence.” (MacDonald, 2015, p. 3).
The vaccine hesitancy survey tool (Larson et al., 2015) seeks to understand both what
people think about the safety and efficiency of vaccines, as well as what choices they
make about vaccinating their own children.
RQ2: What is the vaccination hesitancy among those who share news stories
about vaccines on Facebook?
RQ3: How does vaccine hesitancy relate to uses and gratifications for sharing
news stories about vaccines on Facebook?
Women, and mothers in particular, have long been the target of vaccination
campaigns, as they are seen as the gatekeepers to children’s health. Early vaccine
messages in the 1960s and 1970s came amid the women’s movement and were often
framed around the idea that when a child became sick with something like the mumps, a
mother might have to miss work or lose her job entirely in order to provide care (Conis,
2013). Before long, the women’s movement began to influence healthcare, leading
women to challenge a medical establishment run primarily by men, as they questioned
the safety of birth control pills and other drugs and treatments specifically for women.
This movement soon extended from women to their children, as mothers began
questioning whether the vaccines doctors recommended were truly safe (Conis, 2013).
Because mothers are primarily involved in vaccination decision-making in families, it is
important to understand whether mothers are also the ones involved in the sharing of
vaccination information online.
RQ4: What are the demographics of those who share news stories about vaccines
on Facebook?
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METHOD AND DESIGN

Surveys have been used by prior studies to examine U&G for particular media,
and recent research has identified U&G for a variety of Facebook functions using online
surveys (Baek et al., 2011; Lee & Ma, 2012; Namsu Park et al., 2009; Smock et al.,
2011). Thus, an online survey was used in the present study, which is an appropriate
method for identifying U&G and for understanding activity on social networks. Scholars
who have studied the U&G approach have suggested that people are self-aware enough to
report their own motivations for media use (Katz et al., 1973). Recent research has found
that consumers remain confident in their ability to assess their own motivations for media
use, but that their confidence varies by platform, with users being most certain of their
gratifications for internet use (Strizhakova & Krcmar, 2003). This study, therefore,
employed an online survey of Facebook users who have shared links to vaccination news
stories on their Facebook profiles about what needs are gratified by this activity. Details
of how this was accomplished are provided below.
Sample and Timeframe
The population for this survey included all adults over the age of 18 in the United
States who have shared a news story about vaccinations on Facebook. Because Facebook
users have varying privacy settings, it is difficult for researchers to identify and directly
contact individuals who have shared news about vaccinations on Facebook. Therefore, in
order to get a quality sample, respondents were recruited from Amazon Mechanical Turk.
Amazon Mechanical Turk, or MTurk, is an online marketplace that matches workers with
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those offering payment for “human intelligence tasks,” or HITs. The platform has
become an increasingly popular recruitment pool among social science researchers.
Studies have found that MTurk workers are similarly representative of the entire U.S.
population, and in at least one study on judgment and decision-making, there was no
difference in response between the MTurk pool and the traditional subject pool (Paolacci,
Chandler, & Ipeirotis, 2010). For this study, subjects were pre-screened for those who
were U.S. residents over 18 years old and who self-identified as having shared a link to a
news story about vaccinations on Facebook in the past year before taking this survey,
which was administered and completed by all 202 participants on February 1, 2016. Each
respondent was paid $1.25 for completing the survey.
Measures
The survey included measures in four areas: frequency of Facebook use, needs
gratified by sharing vaccination news, vaccination hesitancy and basic demographics.
Previous studies on Facebook have found that needs gratified through usage can vary
based on how often and for how long a person uses Facebook (Park & Lee, 2014). For
this study, Facebook usage will be measured with an instrument created by Ellison et. al.
(2007) and also adapted in Park and Lee (2014). This Facebook intensity scale asks about
the respondent’s number of Facebook friends and average time spent on Facebook per
day, and then presents six statements anchored by a 5-point Likert scale: (1) “Facebook is
part of my everyday activity,” (2) “I am proud to tell people I’m on Facebook,” (3)
“Facebook has become part of my daily routine,” (4) “I feel out of touch when I haven’t
logged onto Facebook for a while,” (5) “I feel I am part of the Facebook community,”
and (6) “I would be sorry if Facebook shut down.” To answer RQ1, the survey asked
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respondents to rate, on a 5-point Likert-type scale, whether they agree with a series of
statements related to seven types of media gratifications: information-seeking,
entertainment, socialization, status-seeking, agency-enhancement, community-building
and bandwagon. This typology was identified as the most likely to encompass the wide
range of gratifications obtained from social news sharing, based on a review of the
literature. The first four categories are drawn from U&G research, and they have been
frequently found in studies involving new media (Hanson & Haridakis, 2008; Lee & Ma,
2012; Leung, 2009; Shao, 2009). The three additional gratification areas are based on
Sundar and Limperos’ review of U&G literature (2013) with an eye toward identifying
new motivations for digital media use. Table 1 shows the statements that were used to
measure these gratifications, which were adapted from past studies on the U&G of social
media use (Hanson & Haridakis, 2008; Lee & Ma, 2012) as well as Sundar and
Limperos’ recommended measures for new agency-related gratifications (2013).
To address RQ2 and RQ3, an instrument adapted from Larson et. al (2015) was
used to measure vaccine hesitancy by asking respondents to answer questions about
whether they have ever refused vaccines for their own children, as well as asking them to
rate their agreement with a variety of vaccination-related statements on a Likert-type
scale (i.e., “Childhood vaccines are effective,” “Having my child vaccinated is important
for the health of others in my community.”) Previous research indicates that those with
anti-vaccination viewpoints tend to come from specific demographic backgrounds;
mothers are the vaccine decision-makers in families, and those who opt their children out
of vaccinations tend to be white, educated and upper-middle class (Smith, Chu, & Barker,
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2004). In order to answer RQ4, a section to measure demographics was included. The
entire survey instrument is included in Appendix A.
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RESULTS

A total of 202 people participated in the survey. Of those who noted their gender,
118 were men (58.7%) and 81 (40.3%) were women. A total of 79.5% described
themselves as White / Caucasian, 7.5% as Black or African American, 6.0% as Hispanic
and/or Latino, 6.4% as Asian and 0.5% as American Indian or Alaska Native. The mean
age of respondents was 33.15 years (sd=8.58), and 58 respondents (28.9%) indicated they
have a child or children ages 6 or younger. Most respondents (86.1%) had at least some
college education. They were also heavy Facebook users; 63.9% reported using Facebook
an average of at least 30 minutes a day. All respondents were also asked their feelings
about Facebook’s role in their daily lives, and these variables were combined to make a
composite score on Facebook intensity. Most respondents (88.6%) had at least neutral
feelings about Facebook, and 45.3% had positive Facebook views. Table 2 summarizes
the demographics of respondents.
Twenty-three questions relating to reasons for sharing links to news stories about
vaccinations on Facebook were factor analyzed using principal component analysis with
Varimax rotation and Kaiser Normalization. This analysis yielded four factors explaining
a total of 58.02% of the variance for the entire set of variables. Seven of the 23 variables
yielded high factor loadings (>.4) on two components, and one variable yielded factor
loadings of >.35 on three components; these were removed from the analysis. The
statements removed from the analysis included: I can connect with others; It allows me to
review the opinions of others before I make decisions; It allows me to assert my identity;
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It allows me to expand my social network; It comforts me to know the thoughts and
opinions of others; It helps me to keep up to date on the latest news and events; I enjoy it;
It makes me realize I am part of a community. The remaining 15 statements revealed four
patterns of survey responses that differed somewhat from the typology presented in the
literature review, drawn from Sundar and Limperos (2013).
Factor 1, which alone accounted for 35.71% of the variance, showed loadings of
>0.5 on the following items: It helps me feel important when sharing news; it helps me to
gain status when sharing news stories; it helps me to look good when sharing news
stories; it allows me to build social capital; and it gives me the power to broadcast to my
followers. Three of these items were initially categorized in Table 1 as traditionally
status-seeking gratifications. The final two were categorized as community-building and
agency-seeking, respectively. But ultimately, all of these gratifications are related to how
respondents are perceived by their peers on social networks, and thus can be combined
into a single variable measuring “status-seeking” gratifications (α = .85). The second
factor, which accounted for 9.18% of the variance, showed factor loadings of >0.5 on the
following items: It allows me to have my say; it is an effective way to exchange ideas
with other people; it allows me to send my thoughts to many; and it allows me to
compare my opinions with those of others. This factor contains items initially categorized
in Table 1 as agency-seeking, socialization and bandwagon. However, each is related to a
respondent’s ability to feel empowered to speak out and be heard by others, and thus can
combined into a single variable measuring “agency-seeking” gratifications (α = .79). The
third factor accounted for 7.96% of the variance, and contained high loadings on items
related to both socialization and entertainment-seeking gratifications, and thus can be
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combined into a single variable measuring “social / entertainment” gratifications (α =
.68). The fourth factor accounted for 5.18% of the variance, showing high factor loadings
on “It helps me to store useful information” and “It is easy to retrieve information when I
need it,” and thus can be combined into a single variable measuring “information
storage” (α = .74). All of these factor loadings are detailed in Table 3. The factor analysis
suggests that this survey has identified four patterns of uses and gratifications for sharing
links to stories about vaccinations on Facebook: to seek status, to seek agency, to
socialize / be entertained and to store information. To create composite scores for each of
these factors, the means of items that had their primary loadings on each factor were
calculated. A lower mean score, as listed in Table 4, indicated respondents more strongly
identified with that category of uses and gratifications experienced when sharing news
stories about vaccinations on Facebook. Though the factor analysis did not reinforce the
typology of gratifications outlined in Table 1, the framework presented in that table may
be useful in other circumstances. For example, given the gratifications’ focus on
community and agency, which are reflective of some of the unique aspects of social
media platforms and personal health, that typology may be useful in other studies.
Respondents were also asked about their views on childhood vaccinations. Those
who identified themselves as parents (28.7%, N=201) overwhelmingly agreed (94.7%)
that vaccines could protect their children from serious illness. But their responses also
revealed some reservations: 34.5% of parents said they had been reluctant or hesitant to
get a vaccine for their child, and 13.8% said they had refused a vaccine for their child
(see Table 5). All respondents, parents and non-parents, were asked another set of
questions about vaccination viewpoints, and these variables were combined to create a
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composite score on vaccine hesitancy. The mean score of vaccine hesitancy was 1.88
(sd=.78) on a 5-point Likert scale, with 1 indicating the greatest agreement with
statements about the safety and importance of childhood vaccinations.
To answer RQ3, a Spearman rho correlation coefficient was calculated for the
relationship between participants’ vaccine hesitancy and each of the other previously
identified uses and gratifications for sharing vaccination news on Facebook. Though the
Spearman rho is weaker than the Pearson correlation coefficient in determining the
strength of a relationship between two variables, the Pearson requires both variables to be
normally distributed. In the case of gratifications for Facebook sharing – specifically
agency-seeking – the results were not normally distributed, with a majority of
respondents noting a strong identification with agency gratifications. Therefore, the
Spearman’s rho was used, and a positive correlation was found (rho (192) = .242, p <
.001) between vaccine hesitancy and agency-seeking gratifications, indicating a
significant relationship between the two variables. Those with stronger positive
viewpoints on vaccinations tend to share vaccination news in order to seek agency and
feel empowered. No other statistically significant correlations were found between
vaccine hesitancy and other uses and gratifications.
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DISCUSSION

Facebook is a powerful tool for both the dissemination of news and the sharing of
health information. The uses and gratifications theoretical approach has provided a useful
framework for this study’s attempt to understand both behaviors by putting audience
needs at the forefront. An audience-centric approach is particularly useful in
understanding the sharing of vaccination information, as decisions about childhood
vaccinations are deeply personal but with larger implications for public health. A
successful vaccination program depends on widespread adoption, which is aided by the
spread of information from trusted sources. Thus, examining the sharing of news stories
about vaccinations on Facebook has provided an opportunity to understand audience
needs, with an eye toward the successful spread of accurate information about
vaccination information on the Internet.
Theoretical Implications
Past studies of the U&G of Facebook use have found gratifications that fall
roughly into one of four categories that have long been found in a variety of traditional
media studies, namely: diversion (entertainment), personal identity (status), personal
relationships (socialization) and surveillance (information) (Krisanic et al., 2014; Park &
Lee, 2014; Zhang et al., 2011). This study provided an opportunity to test out emerging
uses and gratifications typologies that are specific to new media platforms, specifically
those involving agency-seeking, community building and bandwagon (Sundar &
Limperos, 2013). This study found that sharing links to news stories about vaccinations

25

on Facebook gratifies some of these new media-specific needs, as well as needs
associated with traditional media. The results showed people share news about
vaccinations on Facebook in order to feel empowered to have their say (agency-seeking),
to look good in front of their friends (status-seeking), to socialize, to be entertained and to
store information.
Social media, unlike most traditional media, is a two-way communication
platform, and sharing links is an active state for users, different from more passive
consumption states that are typically studied in U&G research. Past research on online
content generation, such as blogging, has found that the activity is psychologically
empowering (Leung, 2009), and the present study demonstrates similar results for
Facebook link sharing. Respondents found it gratified needs for a sense of agency, or a
need to be heard. In addition, Baek et al. (2011) found link sharing on Facebook is
primarily for seeking and sharing information, and this too was verified by the present
study — information storage was a particular need identified in the factor analysis. This
has theoretical implications for future U&G research, as it confirms that future studies of
Facebook usage – particular those involving a more active state, such as creating or
sharing content – should incorporate Sundar and Limperos’ new media typologies.
Research on the sharing of vaccine information has found that social media can
play a role in vaccination decision-making (Frew et al., 2012) just as traditional media
have long had a similar effect (Byung-Kwang Yoo et al., 2010). Though this study did
not examine vaccination decision-making, the findings about agency-seeking
gratifications have related theoretical implications. They suggest that people who are
strongly in support of childhood vaccinations share links on Facebook to feel
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empowered, and the logical extension of that empowerment is that these users feel they
may have an effect on others’ vaccination decisions by spreading trustworthy information
to them. The democratization of news dissemination via social media platforms, while
providing many benefits to news consumers, has also facilitated the spread of
misinformation and false news stories about a range of topics, including vaccinations.
Facebook and other social networks have taken efforts to fight the spread of false
information (O’Donovan, 2015), but as news continues to compete with rumors and halftruths for space on a Facebook feed, audiences may feel powerless to counteract
falsehoods. As CDC Director Dr. Tom Frieden told NBC News during the height of the
2015 measles outbreak, “…the Internet is a big, open place, and people may think that all
of the information on the Internet is relatively of the same validity” (Fox & Jackson,
2015). Sharing a link to a news story on Facebook is perhaps one way that a provaccination user can take back his or her individual power, by spreading trustworthy
information about childhood vaccines.
Also of interest in these findings was the identification of status-seeking as the
component that explained the greatest variance in the factor analysis. A smaller overall
percentage of respondents experienced this gratification – 20% agreed or strongly agreed
with these gratifications, compared with 74% for agency-seeking gratifications. But the
analysis showed a clear pattern among those that experience status-seeking gratifications
– they clearly feel important when sharing news about vaccinations on Facebook. This
phenomenon is observed by digital editors in the sharing of science and technology news
stories, as The Boston Globe’s Sonya Song noted that readers often share such stories to
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look “hip and smart” (Song, 2013). Further research into the gratifications experienced by
sharing science stories may shed light on this topic.
Practical Implications
This study has real-world implications for both public health officials and media
companies. Research on the vaccination program has often focused on the effectiveness
of media in informing the public about vaccines and improving vaccine adoption rates.
And while this study focuses primarily on the sharing of news about vaccines, and not
about vaccination behavior, it offers insight into information-sharing behaviors that can
be useful for public health officials crafting vaccination messages and campaigns. In
particular, this study suggests that one such avenue for spreading accurate information
about the vaccination program is people who are already pro-vaccination, as they have a
strong need to feel empowered by sharing trustworthy information — such as news
stories — about vaccinations on Facebook. For media companies, this study offers insight
into users’ needs that can affect how to craft Facebook messages with the aim toward
wider sharing. For example, understanding that users share vaccination information on
Facebook in order to seek agency, status, socialization, entertainment and information
can provide news managers with insight into crafting Facebook posts. If users who are
supportive of vaccinations are seeking to feel empowered by sharing news stories, news
managers may find it effective to create stories and Facebook posts that are framed
around this empowerment and exchange of ideas, such as “Here are some common
misconceptions about vaccinations that you can share with your friends.”
Limitations and Areas for Future Research
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There are limitations to this study, and to what the U&G approach can explain.
Many media organizations are interested in improving the reach of their stories on social
media, and while the U&G approach seeks to understand an individual’s needs, it cannot
explain why certain stories are shared more widely than others. There are many other
variables that might affect why a specific story “goes viral” – whether it is the way a
story is framed, or the words included in the headline, or the image associated with the
story. In addition, this study cannot explain whether viewing a news story about
vaccinations on Facebook affects an individual’s vaccination viewpoints or decisionmaking. Although this study’s findings did demonstrate a need by users to feel heard
when sharing news stories, it is not clear whether their intended audience for a Facebook
post is actually doing any hearing. In short, this study cannot explain whether the act of
sharing news stories about vaccinations on Facebook leads to real-world activity, such as
a decision to receive or opt out of vaccinations. However, examining vaccination
decision-making as a result of social media activity is a logical extension of this study
and a promising area of future research.
This study also cannot explain how the format or framing of a particular news
story on Facebook might have affected a user’s gratifications sought and experienced.
For example, it is possible that sharing news stories that debunk myths about vaccinations
gratified a certain type of needs. This is a particularly compelling area of future research;
if Facebook users are looking to share a specific kind of news story on vaccinations in
order to gratify deeply felt needs to provide news to counteract misinformation, this has
implications for both public health officials and news organizations. Finally, this study is
primarily concerned with Facebook, and it is possible that different or distinctive
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gratifications for vaccine-news sharing might be found on other social networks, such as
Twitter. Future research may examine the U&G found on these platforms and whether
they are similar to Facebook.
Conclusion
Sharing news on social networks has become an integral part of the new media
landscape. News organizations now expect their audiences to spread information through
networks such as Facebook, and those audiences expect their Facebook connections to
keep them informed on major issues of public concern. Media companies continue to
pour significant resources into understanding the spread of news content on social
networks, but much of these resources tend to focus on the content itself – how to write
social media-friendly headlines, how to optimize links for social sharing, how to select
stories that will “go viral.” Little of this corporate research focuses on how users’ needs
drive them to share content. Studies such as this one can help media companies, advocacy
groups and public health officials understand the very particular needs – such as a need to
feel empowered – that people gratify when they share news about vaccinations. This
offers those interested in influencing vaccine behavior an opportunity to reach provaccination audiences with content specifically aimed at gratifying that need to feel
empowered. Given that past research indicates those who hold anti-vaccination
viewpoints may be swayed by those in their social circle, this is one possible method for
indirectly influencing anti-vaccination viewpoints – by empowering their pro-vaccination
friends through sharing news on Facebook.
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APPENDIX A

Online Survey
Consent Form
You are being invited to participate in a research study about the sharing of news
stories on Facebook. This study is being conducted by Kayla Castille from the University
of Missouri. The purpose of this research study is to understand what motivates people to
share vaccination news and information on Facebook. If you agree to take part in this
study, you will be asked to complete an online survey/questionnaire. This
survey/questionnaire will ask about your frequency of Facebook usage, your previous
Facebook posts and your viewpoints about childhood vaccinations, and it will take you
approximately 20 minutes to complete.
Upon successful completion of this survey, you will be compensated $1.25, to be
distributed via your Amazon Mechanical Turk account. We believe there are no known
risks associated with this research study; however, as with any online related activity the
risk of a breach of confidentiality is always possible. To the best of our ability your
answers in this study will remain confidential. We will minimize any risks by separating
your name from your survey results and storing those results on a secure server.
Your participation in this study is completely voluntary and you can withdraw at
any time. If you have questions about this project or if you have a research-related
problem, you may contact the researcher, Kayla Castille, at kcxt5@mail.missouri.edu. If
you have any questions concerning your rights as a research subject, you may contact the
University of Missouri Institutional Review Board at 573-882-9585 or
UMCRESEARCHCIRB@missouri.edu. By clicking “I agree” below you are indicating
that you are at least 18 years old, have read and understood this consent form and agree to
participate in this research study. Please print a copy of this page for your records.
I Do Not
Agree

I Agree
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Screening questions
Are you a resident of the United States?
m Yes
m No
If No Is Selected, Then Skip To End of Survey
Are you at least 18 years of age?
m Yes
m No
If No Is Selected, Then Skip To End of Survey
Do you use Facebook?
m Yes
m No
If No Is Selected, Then Skip To End of Survey
In the past year, have you shared a link to a news story about vaccinations on your
Facebook profile?
m Yes
m No
If No Is Selected, Then Skip To End of Survey

Facebook intensity
About how many total Facebook friends do you have?
m 50 or fewer
m 51-100
m 101-150
m 151-200
m 201-250
m 251-300
m 301-400
m More than 400
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In the past week, on average, approximately how much time per day have you spent on
Facebook?
m Fewer than 10 minutes
m 10-30 minutes
m 31-60 minutes
m 1-2 hours
m 2-3 hours
m More than 3 hours
Please choose the response that best fits your level of agreement with each of the
following statements.
Facebook is part of my everyday activity.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
I'm proud to tell people I'm on Facebook.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
Facebook has become part of my daily routine.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
I feel out of touch when I haven't logged into Facebook for a while.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
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I feel I am a part of the Facebook community.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
I would be sorry if Facebook shut down.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree

Uses and Gratifications
Think about the reasons you have previously shared news stories about vaccines on
Facebook. For each of the items below, choose the answer most closely reflects your
level of agreement with the statement. “I shared this story on Facebook because....”
I can interact with people when sharing news.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It helps me pass time.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It helps me feel important when sharing news.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
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“I shared this story on Facebook because....”
It allows me to have my say.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It helps me to store useful information.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
I can connect with others.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
“I shared this story on Facebook because....”
It allows me to review opinions of others before I make decisions.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It is easy to retrieve information when I need it.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
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It’s entertaining or amusing.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
“I shared this story on Facebook because....”
It helps me keep in touch with people.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It helps me to gain status when sharing news stories.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It allows me to assert my identity.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
“I shared this story on Facebook because....”
It allows me to expand my social network.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
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It comforts me to know the thoughts and opinions of others.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It helps me to keep up to date on the latest news and events.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
“I shared this story on Facebook because....”
I enjoy it.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It is an effective way to exchange ideas with other people.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It helps me to look good when sharing news stories.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
“I shared this story on Facebook because....”
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It allows me to send my thoughts to many.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It makes me realize that I am part of a community.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It allows me to compare my opinions with those of others.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
“I shared this story on Facebook because....”
It allows me to build social capital.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
It gives me the power to broadcast to my followers.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree

Demographics

45

Please note your gender.
m Male
m Female
m Other / prefer not to say
Please note your ethnicity.
m American Indian or Alaska Native
m Asian
m Black or African American
m Hispanic and/or Latino
m Native Hawaiian or Other Pacific Islander
m White / Caucasian
m Other
Please note your age (in years)
What is your highest level of education?
m Some high school
m High school diploma
m Some college
m Associate's degree
m Bachelor's degree
m Some graduate school
m Master's degree or equivalent
m Doctorate, law or medical degree or equivalent
m Not sure / not applicable
What is your annual household income?
m Less than $30,000
m $30,000-$49,999
m $50,000-$74,999
m $75,000-$124,999
m $125,000-$199,999
m $200,000 or more

Vaccine hesitancy
Do you have a child or children ages 6 or younger?
m Yes
m No
If No Is Selected, Then Skip To End of Block**
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Do you believe that vaccines can protect your children from serious diseases?
m Yes
m No
Do you think that most parents like you have their children vaccinated with all the
recommended vaccines?
m Yes
m No
Have you ever been reluctant or hesitated to get a vaccination for your child?
m Yes
m No
Have you ever refused a vaccination for your child?
m Yes
m No
**Please choose the response that best fits your level of agreement with each of the
following statements.
Childhood vaccines are important for children's health.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
Childhood vaccines are effective.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
Having children vaccinated is important for the health of others in my community.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
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All childhood vaccines offered by the government program in my community are
beneficial.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
New vaccines carry more risks than older vaccines.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
The information I receive about vaccines from the vaccine program is reliable and
trustworthy.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
Getting vaccines is a good way to protect children from disease.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
Generally I do what my doctor or health care provider recommends about vaccines.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
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I am concerned about serious adverse effects of vaccines.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
Children do not need vaccines for diseases that are not common anymore.
m Strongly Agree
m Agree
m Neither Agree nor Disagree
m Disagree
m Strongly Disagree
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TABLES

Table 1. Survey statements, grouped by gratifications typology
Information-sharing
• It helps me to store
useful information.
• It is easy to retrieve
information when I
need it.
• To keep up to date
on the latest news
and events.

Entertainment
• It helps me pass
time.
• It’s entertaining or
amusing.
• I enjoy it.

Socialization
• I can interact with
people when sharing
news.
• To keep in touch
with people.
• It is effective to
exchange ideas with
other people.

Status-seeking
• It helps me feel
important when
sharing news.
• It helps me to gain
status when sharing
news stories.
• It helps to look good
when sharing news
stories.

Agency-enhancement
• It allows me to have
my say.
• It allows me to
assert my identity.
• It allows me to send
my thoughts to
many.
• It gives me the
power to broadcast
to my followers.

Community-building
• I can connect with
others.
• It allows me to
expand my social
network.
• It makes me realize
that I am part of a
community.
• It allows me to build
social capital.

Bandwagon
• It allows me to
review opinions of
others before I make
decisions.
• It comforts me to
know the thoughts
and opinions of
others .
• It allows me to
compare my
opinions with those
of others.
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Table 2. Demographics of survey respondents

Age
20-30
31-40
41-50
51-60
61-69

N
95
72
25
7
1

Valid Percent
47.5
36.0
12.5
3.5
0.5

Gender
Male
Female
Other / prefer not to say

N
118
81
2

Valid Percent
58.7
40.3
1.0

Ethnicity
American Indian or Alaska Native
Asian
Black or African American
Hispanic and/or Latino
White / Caucasian

N
1
13
15
12
158

Valid Percent
0.5
6.5
7.5
6.0
79.4

Education
Some high school
High school diploma
Some college
Associate's degree
Bachelor's degree
Some graduate school
Master's degree or equivalent
Doctorate, law or medical degree or
equivalent

N
2
26
51
31
67
6
16

Valid Percent
1.0
12.9
25.4
15.4
33.3
3.0
8.0

2

1.0

Annual household income
Less than $30,000
$30,000-$49,999
$50,000-$74,999
$75,000-$124,999
$125,000-$199,999
$200,000 or more

N
51
70
37
37
5
1

Valid Percent
25.4
34.8
18.4
18.4
2.5
0.5
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Table 3. Factor analysis of the uses and gratifications for sharing vaccination stories on
Facebook (N=202)
Item

Greatest |Beta| Factor

It helps me feel important when sharing news.

.62

1

It helps me to gain status when sharing news stories.

.80

1

It helps me to look good when sharing news stories.

.79

1

It allows me to build social capital.

.80

1

It gives me the power to broadcast to my followers.

.65

1

It allows me to have my say.

.68

2

It is an effective way to exchange ideas with other people.

.78

2

It allows me to send my thoughts to many.

.74

2

It allows me to compare my opinions with those of others.

.69

2

I can interact with people when sharing news.

.51

3

It helps me pass time.

.69

3

It’s entertaining or amusing.

.77

3

It helps me keep in touch with people.

.60

3

It is easy to retrieve information when I need it.

.81

4

It helps me to store useful information.

.77

4
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Table 4. Descriptive statistics for the four uses and gratifications for sharing vaccination
news on Facebook (N=202)
No. of

M (SD)

Skewness

Kurtosis

Cronbach’s A

items
Status-seeking

5

2.95 (.85)

-.16

-.48

.85

Agency-seeking

4

1.94 (.62)

1.01

2.80

.79

Social /

4

2.34 (.66)

.32

-.11

.68

2

2.32 (.89)

.55

-.41

.74

entertainment
Informationseeking
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Table 5. Spearman’s rho correlation coefficient for vaccine hesitancy and agency seeking
Spearman's rho

Agency seeking
Vaccine hesitancy

Correlation
Coefficient
Sig. (2-tailed)
N

54

.242
.001
194

Table 6. Vaccination hesitancy among respondents with young children
Frequency Percent Valid
Percent
Do you have a child or children ages 6 or younger?
Yes 58

28.7

28.9

70.8

71.1

Yes 54

26.7

94.7

No 3

1.5

5.3

Yes 54

26.7

93.1

No 4

2.0

6.9

Yes 20

9.9

34.5

No 38

18.8

65.5

4.0

13.8

24.8

86.2

No 143
Do you believe that vaccines can protect your
children from serious diseases?

Do you think that most parents like you have their
children vaccinated with all the recommended
vaccines?

Have you ever been reluctant or hesitated to get a
vaccination for your child?

Have you ever refused a vaccination for your child?
Yes 8
No 50
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