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ABSTRACT

The aim of this study was to understand the motives for using the Internet, and its associations with users’ attitudes, social values, and relational involvement. Also, this study attempted to crossculturally compare the difference in the pattern of motives and the associations among three countries – the US, the Netherlands, and S. Korea. The design of methods was based on examination and revision of uses and gratification approach toward Internet users. Findings from factor analysis revealed that information seeking and Self-Improvement were the dominant and common reasons for using the Internet across three countries. The differences in the composition of motives in each country were also reported. Strong correlations across countries were found between all the motives and satisfaction of the Internet. Expectation and positive evaluation of the Internet were also important attitudes associated with Internet use motives. Postmaterialist value showed strong association with motives of information seeking and Self-Improvement. Community involvement was significantly associated with Internet use motives in Korean users. 
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The emergence and rapid adoption of the Internet for human communication has produced an agent for massive social change that is very poorly understood. Research on the phenomenon of the Internet has been sparse compared to the speed of diffusion of the medium, and has been depressingly unscientific for the most part. The World Wide Web has been credited with producing dramatic social changes as diverse as creating an entirely new world economy, , breeding a new form of addiction, fostering personal isolation, creating whole new subcultures, and making geographic distance irrelevant to work (Castells, 2001).

Since the Internet boom in mid-90s, many government agencies, universities, public or private foundations, and firms have funded research and distribution of findings from surveys of Internet users. The surveys have provided academic researchers, corporate planners, policy makers, and the general public with basic information about the characteristics of both users and nonusers of the Internet. However, the kind of information collected has been limited, and this limitation impedes development of deeper understanding of this new communication medium.

The majority of survey research on Internet users has been devoted to describing who Internet users are and what they are doing online. Very little attention has been given to why they are doing it. The initial projects were descriptive investigations that detailed the number of users and their demographics (e.g., GVU WWW User Survey. Available at http://www.gvu.gatech.edu/user_surveys/). These were useful for understanding the trajectory of Internet adoption. Subsequently, some attempts to go beyond tabulations of the age, gender, race, and income of Internet users were made. For example, the Pew Internet and American Life Reports summarize in an on-going series of studies a number of questions about Internet usage patterns (see http://www.pewinternet.org/reports). Survey questions are typically self-reports of the time spent using the Internet in various categories, like “Send an Instant Message.” Recent publications by National Telecommunications and Information Administration (2000, 2002),  UCLA Center for Communication Policy (2000, 2001), and United States Internet Council (2002) document extensive efforts to collect large amounts of usage data in the US. 

While usage questions give a bit more insight than do simple demographic descriptions of users, they do not provide any indication of motivation for usage, nor of perceived changes that Internet use has produced in the personal or organizational lives of the users. Knowing how many people use the Instant Message capability of the Internet is important, but knowing why they send a message, why they chose to use this medium instead of another, and how their social values affect the pattern of uses is critically important to predicting the future impact of the Internet and to developing uses for the medium that match user desires.

Uses and Gratification Approach to the Internet

Uses and gratification theory has a long history of use in mass communication research. When this theory was first proposed in the early 1970’s, it provided a strong challenge to the prevailing passive audience theories of mass communication effects that were then dominant (Katz, Blumer, & Gurevitch, 1974; Palmgreen 1984). Uses and gratifications approaches have as their basic premise an audience that makes active choices rather than just being passive consumers of a predetermined diet of communication services. These choices may be in adoption of a communication service, or selection of content within a medium, and they are based on the rewards the medium or service can provide them. The implication is that these choices then determine the development of the medium. 

Uses and gratification analyses have been widely used for the past 30 years for traditional mass media research, but they are particularly relevant in studying new communication media (Katz & Rice, 2002; Kraut & Attewell, 1997; Perse & Greenberg-Dunn, 1998; Rice & Webster, 2002). The active audience approach is very consistent with the nature of Internet audience, which has vast choices of content and wide latitude in usage patterns. Understanding the basic motivations of Internet users, and the ways that the new medium satisfies their needs, is critical in understanding both the future development and the potential impact of the Internet.

There have been studies using the uses and gratifications approach that have looked at the computer use at home (Perse & Dunn, 1998), bulletin boards (Garramone, Harris, & Anderson, 1986), and Web uses (Atkin, Jeffres, & Neuendorf, 1998; Charney & Greenberg, 2001; Flanagin & Perse, 2001; Kaye & Johnson, 2002; LaRose, Mastro & Eastin, 2001; Lin, 1999; Parker & Plank, 2000; Papacharissi & Rubin, 2000). Recent refinement of the theory assumes that the gratifications received are better predictors of Internet use activities than gratifications sought. Those studies argued that the gratifications received serve as motivations for specific Internet activities. Studies show that information seeking, amusement, surveillance, personal relationship, identity, establishing status, acquisition are the most recurrent factors of gratifications received (Charney & Greenberg, 2001; LaRose, Mastro & Eastin, 2001, Papacharissi & Rubin, 2000).

 
However, most of this research has not involved data collection within a general population of Internet users, nor to a wide range of uses. The research has been focused primarily on U.S. audiences and conducted mostly with a student population (Charney & Greenberg, 2001; Ebersole, 2000; Papacharissi & Rubin, 2000). Thus, the findings have limitations on the  generalizability showing diversion, pass time, entertainment, and doing research as dominant motives for Internet use at campus. Some studies has targeted political uses (Kaye & Johnson, 2002) or commercial uses (Korgaonkar & Wolin, 1999; Stafford & Stafford, 2001). Guidance, surveillance, and social utility were proposed as main reasons for political content on the Web leaving other motives such as companionship and self-expression unexplained. Its utility to understanding general social processes in national and international users of the Internet is thus limited.


Following from earlier studies in which researchers assessed reasons of Internet use, our first research question addressed the motives for using the Internet in each country:

RQ1:   What are motives for using the Internet in each country? Is there any difference in the composition of factors across countries?

Crosscultural Approach: Attitudes, Social Values, and Social Involvement

The Internet is a global medium, with data traffic increasing outside the U.S. at a greater pace than within. But to date, most studies of Internet users have been done in the U.S., with Western Europe a distant second, while many other regions are studied rarely (Madden & Savage, 2000; Nocera, 2002). To understand the relationship in a given society between the Internet use patterns and social factors such as social values, attitudes toward the Internet use, and social involvement, researchers must have comparable data that allows valid comparisons between countries. 

Some of this comparison data is currently available. Measurements of infrastructure development, pricing, and user demographics are relatively standardized and are available for direct comparisons among a number of countries. The U.S. Census Bureau included questions about Internet use in Current Population Surveys (2000) and this information can be compared with the figures collected in other countries. Some International organizations, such as Organization for Economic Cooperation and Development (2001a, 2001b), have published reports based on comparable developmental data from member countries.

 
However, there is no comparable measurement of user activities, motivations, and social  values in different societies. This information is basic to understanding why certain Internet services are adopted in some countries and not in others. An anecdotal example is the strong adoption of on-line multiplayer gaming in South Korea, and the much slower and weaker adoption of the same service in the U.S. This likely involves Korean cultural values that emphasize group activities over individual ones, and the higher Korean penetration of broadband Internet connections (Korea National Computerization Agency, 2001). The differential adoption patterns have important side effects. Instant Messaging in the U.S. is rapidly migrating from a youth peer group culture to a business aid with important productivity implications in the U.S. (Bhattacharjee, 2002). This is not the case in many other countries. We lack the information about user motivations in these countries to understand why this is the case.

The lack of comparable user motivation and gratification information leads to the disturbing possibility that international Internet development and services are being made on the basis of either the U.S. user model, where most of the studies have been limited to certain user segment or certain type of Web contents, or with few information on a comparable framework . National telecommunication policy makers, corporate planners, and international organizations need good cross-national user motivation data to make cost-effective decisions for telecommunication agendas, global marketing, and global information distribution. However, applying the uses and gratifications approach to an international population of Internet users requires additional attention to social and cultural differences. Attitudes toward domestic Internet service and contents, social values, and social involvement  likely affect the gratifications sought by an audience of users, as well as the ability of particular communication services to provide satisfying rewards. 

Attitudes and media exposure have shown strong correlations in television viewing (Rubin, 1983), computer use (Perse et al, 1992), and the Internet use (Papacharissi & Rubin, 2000). Affinity, satisfaction, expectation, evaluation has been positively linked to motives for using a particular medium. Perceived attitudes toward the Internet may influence on the Internet users’ gratifications and use patterns. While expectation is a precedent to the Internet use,  evaluation and satisfaction are an affective dimension and communication outcome that are related to fulfilling users’ expectations. 

Hofstede (2001) proposes that cultural variability can be categorized into four dimensions: Individualism vs. collectivism, high vs. low uncertainty avoidance, high vs. low power distance, and masculinity vs. femininity. These dimensions define a high-level set of cultural factors that may affect communication behaviors in societies. In addition, World Values Surveys (World Value Study Group, 1994) provide extensive measurements of cultural values in more than sixty countries. The variables include sets of questions about the values of family, friends, leisure time, politics, work, religion, etc. Among them, Inglehart (1997), the principal investigator of the Survey, included a new value dimension of post-materialism vs. materialism. Post-materialist values are typified by more self-expression, de-emphasis on authority, and quality of life, while materialist values are exemplified by achievement motivation, security need for resources, and authority. The dimensions of materialist/postmaterialist values provide a conceptual basis for linking social values to new media use (Danowski & Choi, 2001).

In many studies community and social involvement have been raised as distinct features of Internet use (Turner, Grube, & Meyers, 2001; Postmes & Brunsting, 2002; Wellman, 1997, 2001; Walther & Boyd, 2002). The Internet has provided  favorable incentives so that groups or organizations with fewer  resources can communicate, organize, and participate easily and cheaply (Rheingold, 2002). Internet users have formed millions of online communities ranging from game communities to political support communities. Community involvement is an attitudinal value toward participation in community activities. However, it should be noted that the distinction between online and offline communities is not clear. The online interaction supports the building and maintenance of the interpersonal relationship and social companionship (Parks & Floyd, 1996; Walther 1992, 1993). National surveys on the Internet users have included questions of social connection, online companionship, and online interaction with family members (Rainie & Kohut, 2000; UCLA Center for Communication Policy, 2000, 2001). Although the effects of online interaction with friends and family have been proved as negligible in the US (Katz & Rice, 2002), social involvement as a social network for support has been regarded as a strong predictor for the use of email and instant messaging. It generally refers to a person’s relational closeness to family members, friends, and colleagues.  


Based on the possible differences among countries in those attitudes, social values, and social involvement, the second research question was generated:

RQ2:   How do expectation, evaluation, and satisfaction of the Internet, social values, and social involvement relate to motives for using the Internet? Are there differences between countries in the associations?

METHOD

Sample and Procedures

An online survey was conducted in the three countries: the US, the Netherlands, and South Korea. The questionnaire was initially written in English, then translated into Dutch  and Korean. Online survey research firms were contracted to get representative samples in each country. Only  Internet users over 18 years old were asked to participate in the survey.  

A total of 1,344 people in three countries were surveyed about their use of the Internet. The US sample had 502 respondents. The sample breakdown was 44% male (n=221) and 56% female (n=281); average age was 35.3 years-old (s.d. = 13.0) with 14.4 years of education (s.d. = 3.6). The Netherlands sample had 403 Internet users, 48% male (n=191) and 52 % female (n=210). The average age was 32.8 (s.d.=11.5) and average education was 13.5 years (s.d.=4.4). South Korea sample had 440 respondents, 55% male (n=242) and 45% female (n=198). The average age was 30.2 (s.d.=9.6) and the mean years of education was 14.7  (s.d.=2.2).   

Measurement

Gratifications (motives)

There were 36 survey scale questions measuring motives for using the Internet.  These items included those from several previous Internet gratifications research studies (Charney & Greenberg, 2001; Ebersole, 2000; Kaye & Johnson, 2002; Paprcharissi & Rubin, 2000)  with additional adapted and supplemented items. The 36 items reflected motives for information seeking(pragmatic and surveillance), economic incentives, self-improvement, companionship (offline and online), diversion, escapism, self-expression, amusement, establishing status, and peer pressure. For each item, respondents were asked to rate the level of agreement with the reason for using the Internet on a seven-point Likert scale (1=strongly disagree, 7=strongly agree).    

Attitudes, social values, and social involvement

Attitude toward the Internet and the conventional media items were asked to assess people’s expectation, evaluation, and satisfaction with their Internet use. Expectations of the Internet with five items tapping the self-efficacy of computer and Internet use, and benefits of Internet services to social relations and life. We used seven items to measure  evaluation of the Internet. Positive items included  accuracy, convenience, and perceived value of the respondents’ Internet use. Negative items were  network speed, spam mail, service cost, and language barriers. Respondents were asked to assess their satisfaction with  both conventional media  and Internet use. For both conventional media and the Internet, six items were used to measure how much people were satisfied with the medium for   news, information, Amusement, opinion expression, and relationships.  

Social values were adapted from Inglehart’s index of postmaterialist and materialist values. In materialist societies there are considerable insecurities about economic resources and political stability. Thus, this value system differs from the those in advanced industrial societies which no longer have widespread uncertainty about the more basic physical needs of living (Abramson & Inglehart, 1995; Inglehart, 1997). Political and economic changes are associated with changing value priorities in a society and the spread of postmaterialist values are important in the growth of democratization. Postmaterialist values emphasize self-expression, freedom of speech, democracy, and quality of life. In contrast, materialist values highlight political authority and order, and economic growth. The postmaterialist-materialist values index was originally proposed as one-dimensional scale. However, given the contemporary situation of worldwide economic depression and unstable national security, the postmaterialist-materialist values were measured as separate indices. 

In addition to attitudes and social values, respondents were asked to assess their levels of community involvement and social involvement.  We used Weiser’s (2000, 2001) community involvement index with four items to assess the levels of participation in community. In this survey the distinction between online and offline community was not made. Because social involvement index was originally proposed to measure general social support strength for problem solving and getting advice, only the questions of relational closeness to their family, friends, and colleagues was adopted (Weiser, 2000, 2001).  Respondents were also asked to assess their relational strength as a combination of the perceived closeness to and frequency of contacts with their family, friends, and colleagues. 

RESULTS

Internet Uses

Internet connection type showed that almost all Korean users were broadband service subscribers (99%). Eighty five percent of the Netherlands users had broadband connection, but the US users had only 52% of broadband adoption. 


Respondents were asked to report the frequency of twenty Internet activities: email, instant message, gaming, online dating, homepage maintenance, discussion group, investment, banking, shopping, purchasing, and information search for news, travel, education, health, job, book & movie, politics, and religion. Since the analysis of similarities or differences of Internet activities across countries are not the main focus of this paper, a brief descriptions of the finding is provided here. There was no significant difference among countries in the use of email and online gaming. However, Korean users showed significant defenses in higher frequencies of shopping, downloading,  and information search for news, travel, education, sports, book & movies. The Netherlands users showed significant differences in lower frequencies of shopping, investment, and information search for education and health. The US users had significant differences in lower frequencies of homepage management. 

Internet Motives 

The factor analysis of the Internet motive statements was conducted in order to identify common themes of reasons in each country’s users and to compare the similarities or dissimilarities of the composition of the factors and the items contained between countries. All thirty six items were factored by principal components analysis with varimax rotation. Normally, the items of the factor loading below .60 are dropped from a primary factor (Stevens, 1986). However, given that the aim of this analysis is the identification of possible differences in the composition of reasons between countries, all items were assigned into a particular factor as long as the reliability score of the factor is an acceptable level. Most of factors in each country showed strong reliability scores above .70 and only two factors – one in the US and another in the Netherlands had Cronbach α values of  .61 and .69, respectively. Tables 1,2, and 3 provide the complete factor solution of each country. 

The U.S.

The factor analysis procedure revealed seven factors with eigenvalue great than 1.0 with one isolated item (Table 1). The first and largest factor had an eigenvalue of 5.52 and accounted for 15.3% of the variance after rotation. Total variance explained by all seven factors was 65.8 %. 

The first factor contained 10 items with loadings of at least .50, combining motivation items primarily relating to Surveillance Information Seeking (items a, c, g, i, and j), Pragmatic Information Seeking (items d, e, and h), and Economic Incentives ( items b and f). The composition of these motives may be characterized broadly as Utility Information Seeking which reflects a reason for fulfilling functions of surveillance, guidance, and efficiency. The average score for items on this factor was 5.92 on the 7-point scale. It was the most salient reason for Internet use among the US users. 

   
The second factor was characterized as Online Companionship (eigenvalue=5.1, variance after rotation=14.0%, Crobach’s alpha=.90). It contained 7 items related to the motivations for developing and maintaining a social interaction and companionship in cyberspace. However, this factor was a less salient reason for using the Internet (mean =  3.29).  

The third factor represented a theme of Diversion (eigenvalue=2.68, variance after rotation=7.4%, Crobach’s alpha=.79). The mean score of this factor was 5.04 showing mildly high importance as a reason for  Internet use. Worth noting is that the composition of items for this factor was almost identical in all three countries. It may suggest that the Internet plays the role of providing entertainment and amusement in all countries.  

  
The fourth factor is termed Self-Improvement, because all five items loading on it referred to motivations for learning to improve oneself.  It had an eigenvalue of 2.63, explained 7.3% of variance, and had a reliability of .77. The mean score of this factor was 5.65 which is the second highest reason for Internet use after  information seeking. It suggests that the Internet is a social utility for helping users achieve what they want in their social lives. 

The remaining factors were Escapism (eigenvalue=2.51, variance after rotation=6.9%, Crobach’s alpha=.83), Self-Expression (eigenvalue=2.10, variance after rotation=5.8%, Crobach’s alpha=.76), and Peer Pressure (eigenvalue=1.75, variance after rotation=4.8%, Crobach’s alpha=.61). These factors were less salient reasons for using the Internet.

Interestingly, one item, ‘getting in touch with people I know,’ was not included in any factor, but had high mean score (5.89). This item represented an Internet use motive of maintaining interpersonal relationships or Offline Companionship. The first factor, Online Companionship,  also involved social relationships, but it was mainly focused on developing new relationships  in cyberspace. 

The Netherlands

The factor analysis of the Netherlands yielded 7 factors with eigenvalue greater than 1.0 with one isolated item (Table 2). The total variance accounted for was 64.5 %. The first and largest factor, Online Companionship, had an eigenvalue of 6.09, explained 16.9% of the variance, and had a reliability of .90.  It contained 8 items mostly from the motivations for developing and maintaining social interaction and companionship. However, this factor had the lowest mean score of 2.89 among the factors showing the weakest in acceptance as a reason for the Internet use. 

The second factor was Self-Improvement (eigenvalue=3.06, variance after rotation=8.5%, Crobach’s alpha=.77).  It was a salient factor with a mean score of 5.10. Although order of items was different, the composition of this factor was almost identical with US and S. Korean users. 

The third factor represented the consistent theme of Diversion (eigenvalue=2.79, variance after rotation=7.7%, Crobach’s alpha=.70). It had the second highest mean score (5.38) among the Netherlands users. This mean was the highest in this factor among three countries. It indicates that the Internet is perceived more as an entertainment medium in the Netherlands than in the other countries. 

The fourth factor is comprised of motives of Self-Expression and Escapism which were separate factors in the US and S. Korean users. It had an eigenvalue of 2.77, accounted for 7.7% of variance, and had a Cronbach α of .82. The mean score was the second lowest (3.74) among the factors. 

The next three factors represented various facets of information seeking, which was the dominant single factor in the US data.  The Netherlands users perceived several separate information seeking motives for using the Internet. All factors were salient with mean scores above 5.29.  The last factor was clearly Economic Incentives with two items (save time and save money). This was  of moderate importance as a motive for Internet use among the Netherlands users. Consistent with the results seen in the US users, ‘getting in touch with people I know’ was an isolated motive, but was a highly salient reason for Internet use (mean score = 5.38). 

South Korea

Factor analysis of gratifications of S. Korean users yielded 8 factors with no isolated item and showed noticeable differences in factor formation and composition of items (66.8% total variance). The first five factors showed small decrements in eigenvalues (difference  =  1.35) and in variance explained (difference = 3.7%). This indicates less overall dominance of the top factors than those found in the US and the Netherlands data.  

Online Companionship was the first factor with eigenvalue of 4.25 and variance of 11.8%. Seven items in this factor had a reliability score of .86 and mean score of 4.0. The mean score was the highest among the countries (US = 3.29, the Netherlands= 2.89). Worth noting is that the item relating to Offline Companionship, ‘getting in touch with people I know,’ which was an isolated motive in the US and the Netherlands, was associated with this factor. It indicates that for Korean users the distinction between off-line and online relationship is probably less meaningful. 

The second factor  combined themes of escapism and Self-Expression (eigenvalue=4.23, variance after rotation=11.7%, Crobach’s alpha=.86). It had 8 items and had mean score of 3.34. Interestingly, ‘gaining respect from people’, was an item assigned into the Self-Improvement category, in the US and the Netherlands. Likewise, ‘feeling important’ was assigned into Online Companionship in the US and the Netherlands. 

The third factor was Self-Improvement (eigenvalue=3.60, variance after rotation=10.0%, Crobach’s alpha=.87). It was a salient reason for using the Internet with mean score of 5.31. The fourth factor was another salient motive (mean = 5.37), but the main items represented information seeking for surveillance. It had eigenvalue of 3.47, accounted for 9.6% of variance, and had a reliability score of .83. 

The fifth factor was Diversion (eigenvalue=2.90, variance after rotation=8.0%, Crobach’s alpha=.79). This factor represented a consistent theme among three countries, but Korean users showed the lowest mean (4.52) among the countries. The Amusement factor, comprised of items relating to sensory gratifications and entertainment, had an eigenvalue of 2.01, explained 5.6% of variance, and had a reliability score of .81. This factor was a new category for the Internet use motives in Korean users. It was assigned into Self-Expression in the US and the Netherlands. 

The seventh factor was Economic Incentives (eigenvalue=1.87, variance after rotation=5.19%, Crobach’s alpha=.86). It was mildly salient reason for Internet use (mean = 4.47), but was higher than the mean in the Netherlands. The final factor contained four items relating to Pragmatic Information Seeking. It had eigenvalue of 1.68, accounted for 4.6% of variance, and had a reliability score of .71. The mean score was 5.11 indicating that it was a strong reason for using the Internet.  

Motives, Attitudes, Social Values, and Social Involvement

The relationships between reasons for using the Internet and Internet users’ levels of expectation of the Internet, evaluation, satisfaction, post-materialist value, relational closeness, and community involvement were correlated with each of Internet use motives to answer the second research question. 

The US

Higher levels of expectation of Internet use were significantly associated with all factors (Table 4). Especially, it was strongly correlated with the first factor, Information Seeking (r=.37, p<0.01). Positive evaluation of  Internet use showed a strong correlation with the factor (r=.33, p<0.01), but negative evaluation was weakly associated with most of the factors. Correlation revealed significant associations between satisfaction with Internet use and all the Internet use motives. Users with higher levels of satisfaction with the Internet were more likely to report higher levels of Information Seeking (factor 1: r=.47, p<0.01), Self-Improvement (factor 4: r=.31, p<0.01), Amusement (factor 7: r=.32, p<0.01), and Offline Companionship (factor 8: r=.32, p<0.01).  Satisfaction with conventional media showed significant correlations across the factors, but the association was weaker than that with Internet satisfaction. 

Higher  postmaterialist values were associated with the all factors except Escapism (factor 7). A strong association with the Post-materialist value was found in Information Seeking (factor 1: r=.33, p<0.01), Self-Improvement (factor 4, r=.31, p<0.01), and Offline Companionship (factor 8, r=.31, p<0.01).  Materialist values was significantly, though weakly, associated with several factors and it was negatively associated with Escapism (factor 5: r=-.10, p<0.05). Relational closeness and community involvement showed significant correlations with most of factors. However, both showed rather mild levels of association with relationship factors, factor 2 and factor 8. 

The Netherlands

Correlations revealed significant associations between the most of the Internet use motives and expectations, positive evaluation, satisfaction of the Internet and conventional media, post-materialist and materialist values, and relational closeness (Table 5). Higher levels of satisfaction with the Internet use were found again as the most strongly associated with  Internet use. It showed a robust correlation with Surveillance Information Seeking (factor 6, r=.40, p<0.01), Pragmatic Information Seeking (factor 4, r=.39, p<0.01), Self-Improvement (factor 2, r=.37, p<0.01), and Diversion (factor 3, r=.33, p<0.01). Satisfaction with conventional media was also significantly correlated with all the factors, but the strength of the association was weaker than Internet satisfaction. Positive evaluation showed a strong association with Information Seeking factors (factor 5: r=.39, p<0.01; factor 6: r=.42, p<0.01). 


Postmaterialist and materialist values showed significant correlations with most of motives. Interestingly, both values, conceptually in contrast to each other, were strongly associated with the same factors: Self-Improvement and Surveillance Information Seeking. Materialist value was not significantly associated with Online Companionship (r=.04), while post-materialist value was weakly correlated with the motive (r=.11, p<0.05).  Netherlands users with higher levels of relational closeness showed a significant association with the motive of Internet use for Offline Companionship, but no significant correlation with Online Companionship. Community involvement was, though not strongly, negatively associated with diversion (factor 3: r=-.13, p<0.01). 

South Korea

Correlations revealed significant associations between the most of Internet use motives and the variables of analysis (Table 6). Higher levels of expectations were significantly and strongly associated with Surveillance Information Seeking (factor 4, r=.41, p<0.01) and Pragmatic Information Seeking (factor 8, r=.41, p<0.01). Positive evaluation was also strongly correlated with Self-Improvement (factor 3, r=.42, p<0.01), Surveillance Information Seeking (factor 4, r=.45, p<0.01), and Pragmatic Information Seeking (factor 8, r=.44, p<0.01). Interestingly, negative evaluation was negatively associated with all the motives but Diversion.  

Satisfaction with the Internet use was the strongest factor to be associated with most of the Internet motives. It showed a very strong association with Pragmatic Information Seeking (factor 8, r=.51, p<0.01) and it was the highest correlation across countries and factors in this analysis. Interestingly, both satisfaction with the Internet and with conventional media were highly associated with the same motives, Diversion and Amusement. 

Post-materialist and materialist values showed a similar pattern in their association with the Internet use motives. Both values were highly correlated with Self-Improvement, Surveillance Information Seeking, and Pragmatic Information Seeking. While relational closeness showed mild level of association with Offline and Online Companionship (factor 1, r=.17, p<0.01), community involvement was rather strongly correlated with the motive (r=.36, p<0.01).  

DISCUSSION

This study analyzed motives for using the Internet and compared the different composition of factors in each country. Based on the mean score of each factor extracted in each country’s Internet users, information seeking and self-improvement appeared to the dominant and consistent motives for Internet use in all three countries. Also, diversion was a strong reason for using the Internet. In terms of composition of factor items, three countries showed noticeable differences. 

In the Netherlands and S. Korea, information seeking was separated into two categories: information seeking for guidance and for surveillance. However, in the US, these two information seeking factors and economic incentives were formed into a single factor. It suggests that the US users do not differentiate motives for the access to news, general information, and goods information.  

In all three countries building online companionship was a weak motive in terms of mean score, but a major factor with the highest or the second highest variance explained. Interestingly, while online and offline companionship were separate motives in the US and the Netherlands, Korean users combined  both types of relationship in one dimension. It may represent a blurred distinction between online and offline lives for Korean users. Also, Korean users generated  five factors with only small differences in variance while one or two factors were dominant in the US and the Netherlands. This may indicate that Korean users enjoy active and diverse online activities with the higher penetration of broadband service in the country. 

In the analysis of associations between the motives and precedent variables, satisfaction with the Internet appeared to be the most important value, significantly correlated with all the motives in three countries. Higher expectations and positive evaluation of the Internet were also associated with most of the motives, and especially  with information seeking motives, in all three countries. Post-materialist values were  associated with all the Internet use motives except for escapism. Internet uses who had higher levels of value orientation toward self-expression, freedom of speech, democracy, and quality of life tended to have strong motives of information seeking for surveillance and guidance, self-improvement, and offline/online companionship. Ironically, materialist values, economic and political security, were also associated with motives of information seeking and self-improvement. However, it is not necessarily surprising that the two values satisfy both of the value orientations, but perhaps in different ways.  

Correlation analysis, however, showed some differences in associations between motives and attitudes across countries. While other countries showed weak associations, S. Korea had a significant relationship between community involvement and motives for companionship, escapism/self-expression, diversion, and amusement. This result may reflect Korean users’ active participation in online community ranging from alumni communities to hobby and game communities. For instance, an online alumni reunion community site, ILoveSchool (www.iloveschool.co.kr), has a membership of a quarter of whole population in S. Korea, and has ranked in the top ten most visited sites worldwide. Most portal sites provide communication tools for diverse communities. 

The strength of this study lies in the general online population sample and in crosscultural comparisons. However, one caveat should be noted. For goal of the comparison, in factor analysis, some items with loadings under .60 were not removed from the assigned factor. Thus, attention is needed when each factor is interpreted as a theme of motive for using the Internet. For future research extending the number  of participating countries is desirable. All the three countries in this study are Internet rich societies. As the levels of Internet diffusion vary across countries, societies less privileged in Internet services and uses should be included for better understanding of global uses and motivations for use of the Internet. 
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Table 1 . Factor Analysis for motives of the U.S. Internet users

	I use the Internet to.. (factor loading)
	Reliability
	Mean
	Eigenvalue
	Variance

	1. Information Seeking (Pragamtic, Surveillance, & Economic)

a. get up-to-date information (.76)

b. save money (.72)

c. find information that isn't available elsewhere (.72)

d. solve a problem (.71)

e. learn how to do things (.67)

f. save time (.65)

g. stay informed about what is going on (.65)

h. make purchase decisions without sales pressure (.63)

i. conveniently find information about products or services (.62)

j. find interesting things (.55)
	.88
	5.92
	5.52
	15.34

	2. Online Companionship 

a. find people like me (.89)

b. find companionship (.85)

c. meet new people (.84)

e. feel like I belong to a group (.84)

f. feel less lonely (.78)

g. feel important (.56)

h. get advice or support (.44)
	.90
	3.29
	5.11
	14.02

	3. Diversion 

a. pass the time (.79)

b. have fun (.74)

c. relax (.70)

d. find excitement (.56)
	.79
	5.04
	2.68
	7.44

	4. Self-Improvement

a. gain respect from people (.72)

b. not fall behind in the future (.71)

c. develop interest in new things (.68)

e. continually learn (.61)

f. learn things to improve myself (.58)
	.77
	5.65
	2.63
	7.32

	5. Escapism

a. escape from the real world (.77)

b. experience things I can't in the real world (.76)

c. try out new identities (.64)
	.83
	3.27
	2.51
	6.99

	6.Amusement/Self-Expression

a. look for visually interesting graphics and excerpts (.76)

b. enjoy sights and sounds (.72)

c. publish my own ideas (.49)

d. let people know who I am (.42) 
	.76
	4.01
	2.10
	5.83

	7.  Peer Pressure

1. follow up what everyone else is doing (.63)

2. share information with others (.63)
	.61
	4.31
	1.75
	4.86

	8. Offline Companionship

1. get in touch with people I know (.69)
	NA
	5.89
	1.37
	3.80


Table 2 . Factor Analysis for motives of the Netherlands Internet users

	I use the Internet to.. (factor loading)
	Reliability
	Mean
	Eigenvalue
	Variance

	1. Online Companionship 

a. find people like me (.87)

b. feel like I belong to a group (.85)

c. find companionship (.85)

d. meet new people (.81)

e. feel less lonely (.79)

f. feel important (.70)

g. follow up what everyone else is doing (.68)

h. try out new identities (.44)
	.90
	2.89
	6.09
	16.91

	2. Self-Improvement

a. learn things to improve yourself (.77)

b. learn continually (.75)

c. not fall behind in the future (.70)

d. develop interest in new things (.69)

e. gain respect from people (.55)
	.77
	5.10
	3.06
	8.50

	3. Diversion

a. relax (.83)

b. pass time (.75)

c. have fun (.74)

d. find excitement (.48)
	.70
	5.38
	2.79
	7.76

	4. Self-Expression/Escapism

a. publish your own ideas (.67)

b. let people know who I am (.56)

c. experience things I can’t in the real world

d. look for visually interesting graphics and excerpts (.55)

e. enjoy sights and sounds (.52)

f. escape from the real world (.43)
	.82
	3.74
	2.77
	7.71

	5. Pragmatic Information Seeking 

a. learn how to do things (.70)

b. make purchase decisions without sales pressure (.68)

c. get advice or support (.67)

d. solve a problem (.53)

e. conveniently find information about products (.52)

f. find interesting things (.43)


	0.74
	5.29
	2.68
	7.44

	6. Surveillance Information Seeking  

a. get up-to-date information (.79)

b. stay informed about what is going on (.65)

c. find information that isn't available elsewhere (.52)

d. share information with others (.34)
	.69
	5.41
	2.63
	7.32

	G. Economic Incentive

a. save money (.69)

b. save time (.67)
	.76


	4.28
	1.81
	5.03

	F. Offline Companionship 

1. get in touch with people I know (.60)
	NA
	5.38
	1.38
	3.85


Table 3 . Factor Analysis for motives of the South Korean Internet users

	I use the Internet to.. (factor loading)
	Reliability
	Mean
	Eigenvalue
	Variance

	1. Companionship (Offline & Online)

a. find people like me (.81)

b. meet new people (.76)

c. feel like I belong to a group (.76)

d. find companionship (.74)

e. get in touch with people I know (.62)

f. feel less lonely (.59)

g. share information with others (.44)
	.86
	4.04
	4.25
	11.81

	2. Escapism & Self-Expression

a. escaping from the real world (.81)

b. gaining respect from people (.67)

c. experiencing things you can't in the real world (.64)

d. let people know who you are (.63)

e. publish your own ideas (.61)

f. follow up what everyone else is doing (.60)

g. feel important (.58)

h. try out new identities (.52)
	.86
	3.34
	4.23
	11.77

	3. Self-Improvement

a. learn things to improve yourself (.84)

b. continually learn (.83)

c. not fall behind in the future (.75)

d. develop interest in new things (.55)
	.87
	5.31
	3.60
	10.02

	4. Surveillance Information Seeking  

a. find information that isn't available elsewhere (.79)

b. stay informed about what is going on (.74)

c. get up-to-date information (.70)

d. solve a problem (.54)
	.83
	5.37
	3.47
	9.66

	5. Diversion

a. pass the time (.76)

b. find interesting things (.73)

c. have fun (.69)

d. find excitement (.61)

e. relax (.58)
	.79
	4.52
	2.90
	8.07

	6. Amusement

a. look for visually interesting graphics and excerpts (.86)

b. enjoy sights and sounds (.86)
	.81
	4.16
	2.01
	5.60

	7. Economic Incentive

a. save money (.86)

b. save time (.86)
	.86
	4.47
	1.87
	5.19

	8. Pragmatic Information Seeking

a. make purchase decisions without sales pressure (.75)

b. get advice or support (.50)

c. conveniently find information about products or services (.50)

d. learn how to do things (.47)
	.71
	5.11
	1.68
	4.68


Table 4. Correlation analysis of the motives, attitudes, social values, and involvement in the US. 

	factors
 
	1
	2
	3
	4
	5
	6
	7
	8

	Expectation 
	.379 **
	.148 **
	.205 **
	.205 **
	.109 *
	.136 **
	.222 **
	.239 **

	Positive Evaluation
	.331 **
	.041
	.115 *
	.205 **
	.017 
	.066
	.085
	.169 **

	Negative Evaluation
	-.167 **
	-.066
	-.116 **
	-.089 *
	-.114 *
	-.087
	-.046
	-.033

	Satisfaction of Internet
	.475 **
	.290 **
	.317 **
	.310 **
	.157 **
	.272 **
	.322 **
	.323 **

	Satisfaction of Media
	.190 **
	.195 **
	.193 **
	.215 **
	.104 **
	.206 **
	.190 **
	.071

	Postmaterialist Value 
	.332 **
	.141 **
	.154 **
	.316 **
	.030
	.163 **
	.119 **
	.314 **

	Materialist Value 
	.253 **
	.013
	.133 **
	.247 **
	-.106 *
	.023
	.016
	.193 **

	Relational Closeness
	.153 **
	.159 **
	.179 **
	.212 **
	.088 *
	.197 **
	.226 **
	.189 **

	Community Involvement
	.092 *
	-.021
	-.085
	.174 **
	-.084
	.047
	.078
	.102 *


* p<.05, **p<.01

Table 5. Correlation analysis of the motives, attitudes, social values, and involvement in the Netherlands.  

	factors
 
	1
	2
	3
	4
	5
	6
	7
	8

	Expectation 
	.122 *
	.217 **
	.244 **
	.236 **
	.322 **
	.288 **
	.238 **
	.148 **

	Positive Evaluation
	.036
	.245 **
	.136 **
	.096
	.393 **
	.423 **
	.261 **
	.057

	Negative Evaluation
	-.079
	-.045
	-.106 *
	-.027
	-.077
	-.023
	-.032
	.030

	Satisfaction Of Internet
	.229 **
	.376 **
	.335 **
	.302 **
	.397 **
	.406 **
	.269 **
	.296 **

	Satisfaction Of Media
	.186 **
	.289 **
	.176 **
	.193 **
	.211 **
	.173 **
	.154 **
	.189 **

	Postmaterialist Value 
	.116 *
	.317 **
	.175 **
	.210 **
	.326 **
	.394 **
	.154 **
	.157 **

	Materialist Value 
	.040 
	.314 **
	.178 **
	.127 **
	.281 **
	.322 **
	.122 *
	.131 **

	Relational Closeness
	.090
	.284 **
	.143 **
	.116 *
	.083 
	.136 **
	.098 
	.179 **

	Community Involvement
	-.003
	.104
	-.132 **
	-.022
	.009
	.009
	.003
	.066


* p<.05, **p<.01

Table 6. Correlation analysis of the motives, attitudes, social values, and involvement in S. Korea.  

	factors
 
	1
	2
	3
	4
	5
	6
	7
	8

	Expectation 
	.193 **
	.011
	.373 **
	.418 **
	.284 **
	.246 **
	.192 **
	.419 **

	Positive Evaluation
	.123 **
	.060
	.427 **
	.451 **
	.208 **
	.118 *
	.212 **
	.449 **

	Negative Evaluation
	-.099 *
	-.101 *
	-.205 **
	-.209 **
	-.060
	-.138 **
	-.107 *
	-.208 **

	Satisfaction Of Internet
	.268 **
	.138 **
	.480 **
	.444 **
	.372 **
	.300 **
	.153 **
	.511 **

	Satisfaction Of Media
	.222 **
	.220 **
	.257 **
	.177 **
	.327 **
	.321 **
	.080 
	.299 **

	Postmaterialist Value 
	.126 **
	-.034
	.305 **
	.303 **
	.115 *
	.104 *
	.130 **
	.313 **

	Materialist Value 
	.120 *
	-.033
	.296 **
	.339 **
	.172 **
	.101 *
	.210 **
	.303 **

	Relational Closeness
	.170 **
	.047
	.158 **
	.133 **
	.197 **
	.133 **
	-.054
	.094 *

	Community Involvement
	.366 **
	.197 **
	.121 *
	.048
	.151 **
	.145 **
	.037
	.103 *


* p<.05, **p<.01

