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Individuals frequently seek information and then share that information. The 

research looks into the dynamics of these two behaviors on the social networking 

site Facebook. The study included 260 students, the average age of whom was 

20. The Information Seeking in Facebook Scale (ISFS) categorizes information 

seeking behavior on Facebook into five types: social searches, social browsing, 

hedonic productivity, consumer trends, and general erudition. Meanwhile, 

students' information-sharing behavior was examined based on the frequency 

with which they shared information links via the Facebook network in the 

previous three months. The data obtained was analyzed using logistic regression. 

As a result, it was discovered that social search and social browsing are 

important types of information searches to determine the likelihood of someone 

sharing information. The findings of this study contribute to the flow of 

searching and sharing information, which can change thought patterns and 

attitudes and create behavior in the general public, particularly students. 
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INTRODUCTION 

People can not live without social media in today's digital age. The use of social media and advances 

in communication technology have an impact on human civilization (Permatasari & Wu, 2021). They used 

social media to gather and disseminate information. Previous research has looked into these two behaviors 

separately. More research into both behaviors at the same time is required. After searching for something 

on social media, Internet users frequently share their findings. Search and share as if you were one. 

Researchers plan to investigate what motivates teens to seek information, what information they share, and 

whether the motivation they seek influences whether or not they share information with others on 

Facebook in this study. 

Facebook is a popular social media platform in Indonesia. On December 31, 2018, there were 2.32 

billion active Facebook users (Facebook, 2019), and Indonesia ranked fourth globally, trailing India, the 

United States, and Brazil (Statista, 2019). Facebook social media is used for a variety of purposes. 

According to Quan-Haase & Young (2010) and Oh & Syn (2015) Facebook is mostly used to keep in 

touch with friends and family. According to Rosen et al. (2013), Facebook is used in daily activities such 

as sending text messages, playing games, interacting with friends, making friends, calling, and watching 

videos. 
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In addition to these various applications, Facebook is frequently used to find information. According 

to (Sin & Kim, 2013), students studying in foreign countries use Facebook to find information about 

entertainment and transportation in the area. Facebook is used to share information such as lecture 

materials and materials (Mazman & Usluel, 2010; Erlin et al., 2017; Asterhan & Bouton, 2017), as well as 

general knowledge (Eid & Al-Jabri, 2016). Researchers discovered a lot of research on Facebook searching 

for information, but little recent research has examined Facebook searching and sharing behavior at the 

same time. Given the importance of Facebook information and the fact that few studies have attempted to 

reveal its dynamics at the same time. This study investigated information seeking and sharing behavior on 

Facebook. 

In general, there are two types of information providers on social media: dynamic information 

providers and static information providers. Social media with static information is social media that only 

conveys information to passive readers. Users can only read without commenting on the information they 

read. While dynamic information social media is social media that provides information to users and 

allows them to respond to the information they see (Osatuyi, 2013). Facebook is a dynamic form of social 

media in which users can view information, create status updates, and respond to it by commenting, liking, 

or emotionally reacting to it. 

In terms of information that can be shared, Osatuyi (2013) categorizes information on social media 

into four types. First, there is personal information, which is information about personal issues such as 

health and family issues; second, there is sensational information, which is information that is trending at 

the time, such as artists who are going viral; third, there is political information, which is information about 

the government system, such as information about elections; and fifth, there is casual information, which is 

information shared by someone about their social friends, such as information about celebrities. 

 

Tabel 1. Categories Types of Information Shared on Facebook 

Information Category Kind 

Entertain 

 

Knowledge 

 

Personal 

 

Politics dan Religion 

Commercial 

Entertainment  

News 

Reference 

Personal 

Light Information 

Politic 

Religion 

 

Flanagin and Metzger (2000) classified information into four categories. There is commercial 

information, which is information related to product buying and selling activities; entertainment 

information, which is information that provides various types of entertainment such as music, videos, and 

funny stories;  
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news information, which is information that serves as a notification about something factual; and reference 

information, which is factual but not news, such as general knowledge. On Facebook, the types of 

information proposed by (Flanagin & Metzger, 2000) and Osatuyi (2013) overlap, creating new categories. 

As entertainment categories, the study will use commercial and entertainment information. Knowledge 

includes various types of news and reference information. Personal categories include types of personal 

information and light information, while political and religious categories include types of political and 

religious information. Table 1 contains more information on the categories in this study. The study's 

second goal was to discover what kind of information Facebook users share. 

After searching for and discovering important information, social media users frequently take the 

next step, which is to share their discoveries. As a result, it is hoped that others will see and use the 

information they share. This is consistent with the definition proposed by Wang et al. (2014) of 

knowledge-sharing behavior as providing information and knowledge to assist and collaborate with others 

to solve problems, develop new ideas, or implement policies and procedures. Sharing information on social 

media is a very common practice. Social media is the primary means of communicating with family, 

colleagues, friends, and even colleagues. 

On social media platforms, three main activities occur: social interaction, knowledge seeking, and 

knowledge contribution (Mutambik et al., 2022). The term "social interaction" refers to one's interactions 

with others in society. In addition to seeking knowledge, social media users look for items that are relevant 

to their needs, activities, and interests. While contributing to knowledge, social media users share their 

discoveries with others or communities. 

Following that, Qun and Xiaocheng (2012) discuss indicators of how far someone will go to share 

information on social media. This contribution can take many forms, such as posting important 

information, responding to other social media users' questions with appropriate answers, sharing personal 

opinions, and providing feedback or solutions to problems. This finding confirms the importance of 

sharing on social media as a means of contributing to information dissemination.  

 

METHOD 

The study included 260 students (85% of whom were female). The respondents' average age was 20 

years, with a range of 18 to 24 years. Students are first asked if they want to participate. Students who 

participated in the study received no monetary compensation.  

The motivation for seeking various types of information on Facebook reveals the behavior. The 

information seeking in Facebook scale Asghar (2015), is used to assess ISFS or information seeking 

behavior on Facebook. ISFS is divided into five subscales that assess social search, hedonic productivity, 

social browsing, consumer trends, and general erudition. Item number 15, which has negative 

discriminatory power and is not used in the following process, is shown in the appendix based on the 

psychometric analysis. Cronbach's alpha was used to estimate reliability, and the result was alpha =.88. 
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The question, "In the last three months, have you shared information on Facebook?" reveals 

information-sharing behavior. Respondents were given two options: never and never again. If the 

respondent said yes, there is a follow-up question asking, "What information do you share?" In order to 

determine the type of information provided by respondents, the second question was coded. 

The R version 3.4.4 (Team, 2021) was used to analyze the data obtained in this study. Revelle 

(2017) employs the soul pack version 1.7.8 to investigate the psychometric properties of the ISFS scale. 

While using the GPArotation package to perform factor analysis (Bernaards & Jennrich, 2005). Using 

logistic regression analysis, determine which types of motivation play the most important role in 

explaining information-sharing behavior. 

 

RESULTS AND DISCUSSION 

Table 3 shows the ISFS scale factor analysis with the value KMO =.89. According to Keiser in 

(Field et al., 2012), the value of KMO =.8 is considered very good. These findings also suggest that the 

sample size is adequate for factor analysis. The varimax rotation discovered that up to 23 items were 

grouped into five factors. Each of these variables can be used to characterize social search, hedonic 

productivity, consumer trend information, general erudition, and social browsing. Table 2 contains more 

detailed results. 

Tabel 2. Descriptive Statistics of Information Search Behavior 

Descriptive Statistics of Information Searching Behavior 

Motivation to find information on Facebook Mean SD 

Social search 3.84 .70 

General erudition 3.05 .70 

Hedonic proclivity 3.01 .72 

Consumer trend information 2.86 .70 

Social browsing 2.98 .70 
 

Table 2 provides an overview of the results of information-searching behavior motivation on 

Facebook. Students' motivation for searching for information on Facebook is dominated by social 

searching, with a mean value of 3.84. With a mean value of 2.86, they have low consumer trend 

information motivation when searching for information on Facebook. Based on these findings, students are 

more likely to search for information on specific accounts when using Facebook. They rarely look for 

information on the latest fashions. 

 

Tabel 3. ISFS Scale Factor Analysis

Information 

No  Items Social 

Search 

Hedonic 

Tendency 

User 

Trend 

Information 

Common 

Erudition 

Social 

Browsing 

21  News, quotes and scientific facts 

shared on Facebook give me a lot of 

information. 

.79         
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T

he 

tabl

e 

sho

ws 
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resu
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of a 

stati

stica

l 

desc
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on 

of 

info

rmat

ion-

shar

ing 
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r. 4. 

As 

man

y as 

55.8

% 

of 

stud

ents 

use 

Fac

ebo

ok 

7  I love reading news, scientific facts or 

inspirational quotes shared on 

Facebook. 

.78         

        

11  I think Facebook provides information 

about a lot of things. 

.66         

8  I enjoy reading posts shared on 

Facebook. 

.63 .       

12  With Facebook I can find information 

about my friends and family. 

.51         

14  Facebook helps me find solutions to 

personal problems. 

  .74       

23  Exchanging information on Facebook 

helps me solve personal problems. 

  .71       

18  Checking posts on Facebook is fun.   .62       

13  For me statuses on Facebook give me a 

lot of information. 

  .52       

17  Reading the latest status on Facebook 

is entertaining. 

  .52       

20  I am often advised by my friends to 

join certain groups on Facebook. 

  .34       

4  I use Facebook to keep up with the 

latest models and products. 

    .75     

5  To find out more about product brand 

or online store, I put "likes" on the 

page. 

    .62     

6  I don't use Facebook to follow trends*.     .61     

10  I use Facebook to view photos or photo 

albums. 

    .60     

19  Groups and posts on Facebook give me 

a lot of product and fashion 

information. 

    .47     

2  I use Facebook to ask questions 

because the answers they give are 

better than searching the internet. 

      .70   

1  Facebook helped me learn something I 

didn't know. 

      .54   

22  I don't use Facebook as a source of 

information*. 

      .42   

9  I don't like pages that offer or sell 

products on Facebook*. 

        .70 

3  I don't like reading quotes shared on 

photos or statuses on Facebook*. 

        .50 

16  I can't find posts that provide important 

information on Facebook*. 

        .48 
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to share information, while 44.2% do not. According to these findings, more than half of students shared 

information on Facebook in the previous three months. Men and women mostly share information based 

on gender. Men shared information at a rate of 8.1%, while women did not share at all. In the meantime, 

47.7% of women share information and 44.2% do not. 

Most students spend more than three hours per day online. However, they only use Facebook for 30 

minutes to an hour. These findings indicate that students not only open the Facebook social media 

application while online, but also other social media. 

 

Tabel 4. An Overview of Online Behavior and Information Sharing 

 Information Sharing 

Yes(%) No(%) 

Information Search 

Gender 

· Woman 

· Man 

length of time online per day 

· 1-30 minutes 

· 31 minutes – an hour 

· 1 – 2 jam 

· more than 3 hours 

length of using Facebook per day 

· 1-30 minutes 

· 31 minutes – an hour 

· 1 – 2 jam 

· more than 3 hours 

145(55.8) 

  

124(47.7) 

21(8.1) 

  

  

31(11.9) 

35(13.5) 

38(14.6) 

41(15.8) 

  

24(9.2) 

80(30.8) 

33(12.7) 

8(3.1) 

115(44.2) 

  

96(36.9) 

19(7.3) 

  

  

24(9.2) 

37(14.2) 

25(9.6) 

29(11.2) 

  

  

12(4.6) 

79(30.4) 

22(8.5) 

2(0.8) 

 

The majority of students who share information on Facebook are those who are online for 30 

minutes to an hour. These findings suggest that sharing information on Facebook can be offline for a short 

period of time. They could have done it on other social media platforms besides Facebook, but when they 

discovered something interesting, they shared it on Facebook. Many online applications, such as online 

news, have special buttons that allow users to easily share information on various existing social media 

platforms. 

Information of the type of knowledge is more frequently shared on Facebook by students (40.7%) 

than other types of information. Lecture assignments, lecture materials, and information about other 

lectures are examples of knowledge information shared. Students shared the least amount of information 

about politics and religion (10.3%). Table 5 shows the complete results. 
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Tabel 5. An Overview of The Types of Information Being Shared 

Information Shared Frequence (%) 

Knowledge 

Personal 

Entertain 

Politic dan Religion 

59 (40.7) 

54 (37.2) 

17 (11.7) 

15 (10.3) 

 

Logistic regression was used to determine which types of ISFS motivation could predict student 

Facebook information sharing behavior. According to the findings, the value of 2(5) = 25.39 with p.001 

indicates that the five aspects of ISFS can significantly predict information sharing behavior. Only social 

searching and social browsing motivation could significantly explain student information sharing behavior, 

according to the significance test results for each aspect. The beta value of social browsing motivation is 

significant, with a value of b = -.09 and a significance level of p.05. These findings suggest that the more 

someone wants to search for general information on various Facebook pages, the less likely he is to share 

information with others. 

Someone's desire to have fun (hedonic), look for the latest brands and models of a product 

(consumer trend), seek knowledge (general erudition), and seek information on specific accounts has no 

bearing on the likelihood of students sharing information on Facebook. Table 6 displays the complete 

logistic regression estimation results. 

 

Tabel 6. Estimation of Information Sharing Behavior 

Based on Types of InformationSearch on Facebook 

Motivation to seek information B SE Z Sig. 

Social search 

Hedonic proclivity 

Social browsing 

Consumer trend information 

General erudition 

.07 

.07 

-.09 

.07 

.10 

.07 

.04 

.05 

.08 

.05 

1.09 

3.64 

-2.17 

.95 

1.89 

.27 

.07 

.02 

.95 

.06 

Cox and Snell (.201); Nagelgerke (.210); χ2(5) = 25.385 p<0.001; Z = Wald; B = beta; SE = Standard Error. 

The purpose of this study is to investigate information searching and sharing behavior. In this study, 

information-seeking behavior is observed by looking at what information adolescent Facebook users seek 

and share. In this study, the motivations for information-seeking were social browsing, social searching, 

hedonic productivity, consumer trends, and general erudition (Asghar, 2015). 

The first finding of this study indicates that the most common types of information shared by 

respondents are knowledge, personal information, hedonic, social, and political.  Everyone has rules for 

deciding what information to share (Kim & Hastak, 2018).  

The information shared describes things relevant to their lives; for example, the motivation for 

Facebook in teenage students is dominated by their daily activities, such as discussing school activities and 

the media to determine meeting schedules with other friends (Tanta et al., 2014). 
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Individuals are viewed as superrational and selective beings in the uses and gratification theory, with 

a shift in the process of sending messages to receiving messages. According to Morrison et al., (2013), 

audiences or media users are aware of their own needs. They are in charge of selecting media that can meet 

their needs. Students' information is limited to knowledge, personal information, and social politics 

because they use Facebook media based on the needs and objectives of the information needed. According 

to Ramaswami's research, students will share information such as health, product reviews related to 

personal information, work-related or school-related (Ramaswami et al., 2014). Meanwhile, Nurrahmi & 

Syam (2020) discovered that as a form of student movement, Indonesian students actively discuss and 

share political news. 

According to the findings of this study, the content shared by students on the Facebook page was a 

type of knowledge content. This finding is consistent with previous research, which found that knowledge-

targeting behavior (KTB) is influenced by user functionality (Shwartz-Asher et al., 2020). Because the 

subjects in this study are students who are involved in the academic world, the content they share is 

knowledge-based. 

Facebook is a simple social media platform to use; in addition to expanding your network of friends, 

it is also simple to find and share knowledge content. Many students use it to share information about what 

they do. The motivation to follow social media and find useful information, then filter it, is related to the 

motivation to share knowledge with students on Facebook media.  

According to Oh & Syn (2015), ten motivational factors to use social media include, among other 

things: pleasure (using social media as a hobby to find information and share it with those who need it); 

self-efficacy (a sense of accomplishment); learning (updating oneself with information on topics of 

interest); personal gain (business-related information); altruism (the desire to help others without expecting 

anything in return); empathy (providing social and emotional support to each other); social engagement 

(communicating with peer users or collaborating with others).  

Based on a review of major motivational theories and models, social media users are motivated by 

community interests (discussing specific community topics), reciprocity (sharing information to repay the 

kindness they receive from others), and reputation (seeing an increase in the number of friends or followers 

or being recognized as a top contributor). This statement is consistent with (Alt, 2015) research on student 

respondents' use of Facebook for social engagement, news information engagement, and commercial 

information engagement, which was conducted the same year. Meanwhile, Eid & Al-Jabri (2016) 

discovered that students used social media more for interacting with one another, sharing knowledge, and 

entertainment and enjoyment with student learning. 

Tanta et al.,(2014) found that sharing knowledge content on social media increased student 

satisfaction. According to the claims, using Facebook satisfies their needs for integration, social 

interaction, information, and understanding of their social environment. It is clear that students prefer to 

share content in the form of self-satisfying interactions because this allows them to participate in social 

interactions. Satisfaction with sharing knowledge is also reinforced in relation to the discovery that 
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information is everything; so that others perceive someone who discovers information as having power and 

control over others (Masele, 2022). 

According to the findings of this study, someone with social browsing motivation, namely the user's 

desire to find general information on Facebook, is less likely to share that information. According to the 

findings of Chang & Heo (2014) research, a person's social motive for using Facebook is to seek sensitive 

information. 

The study's main challenge was that not all students shared information from Facebook pages. ISFS 

only assesses motivation to search for information on Facebook pages. Meanwhile, information sharing 

can be more than just posting it on a Facebook page. It is possible to share information from other social 

media platforms or news websites. This assumption is supported by the findings of this study. Most 

students spend more than three hours per day online, but only about one hour of that time is spent on 

Facebook. These findings imply that students can share information obtained from social media or other 

websites. Some social media and online sites include menus on their pages to facilitate sharing. 

 

CONCLUSION 

This study discovered that Facebook users (in this study, students) engaged in simultaneous 

information seeking and sharing on four major topics: knowledge, personal information, hedonic, and 

social politics. Further research can be conducted with respondents using other social media platforms, 

such as Instagram or Tiktok, to determine the motivations for seeking information, the topics sought, and 

the dynamics in sharing information, all of which have distinct patterns. Furthermore, the ease of sharing 

search results with shortcut keys on news sites can be a topic of further research in terms of student 

motivation and needs. 
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