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 The study attempted to find out the Facebook usage pattern among students in 

Universiti Malaysia Perlis (UniMAP). The research instrument used in this study was a 

close-ended questionnaire whereby a total of 150 sets of questionnaires were distributed 

among the undergraduate and postgraduate students in UniMAP. Results showed that 
there is no significant differences among undergraduate and postgraduate students in 

UniMAP with regards to satisfaction level of using Facebook . However, there are a 

number of differences when the purpose and activities of undergraduate and 
postgraduate students in UniMAP were compared. 
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INTRODUCTION 

 

 Facebook is a popular free social networking website that allows registered users to create profiles, upload 

photos and video, send messages and keep in touch with friends, family and colleagues besides for business 

purposes. Facebook was invented by Harvard computer science student Mark Zuckerberg, along with classmates 

Eduardo Saverin, Dustin Moskovitz, and Chris Hughes in year 2004 (Facebook, n.d.). Originally designed for 

college students only, Facebook has opened its doors to anyone over the age of 13 with a valid email address. 

Today, Facebook is the world’s largest social network, having 1.15 billion people using the site each month and 

699 million active users each day on average as in June 2013 (Facebook, 2013). If Facebook’s a country, it 

would have more people than most countries, including Malaysia. 

 The research is about finding out the Facebook usage patterns among students (undergraduates and 

postgraduates) in Universiti Malaysia Perlis (UniMAP). It is to find out the significant differences between 

undergraduate and postgraduate students’ behavior pattern towards Facebook usage. Moreover, it is to find out 

the satisfaction level of using Facebook between undergraduate and postgraduate students too. This research is 

essential as it provides a better understanding of the Facebook usage patterns that these students adopt. It will be 

useful for interested parties such as the Facebook management and other business marketers to understand the 

different functionality and technical needs of these users in order to plan in the future. 

 Facebook has now become a part of almost every student’s life. Therefore, marketers are now focused on 

reaching out to potential customers through Facebook. Marketers need to know what the potential customers 

want and what their behaviors are. Besides that, Facebook constantly updates itself to improve and provide more 

features to its users. Facebook management team needs to know what the users use most often and what 

additional features that are needed to make life easier for the users.  

 Undergraduate and postgraduate Students at University Malaysia Perlis are considered to be different in 

terms of knowledge, experience and mental maturity. Undergraduate students are mostly still relatively new to 

the concept of depending on oneself in life.  University life is very different from primary to secondary school 

life in Malaysia. Students that came fresh out of secondary schools or Form 6 in Malaysia has almost been 

“spoon-fed” information throughout their school lives, meaning that the way they think and perceive situation is 

different from the postgraduate students.  Having spent three to four years in UniMAP, postgraduate students 

are different from undergraduate students.  

 From a matter of knowledge, UniMAP has provided students the opportunity to improve themselves 

through lecturers and self-study. From a matter of experience, three to four years of life in UniMAP have given 
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postgraduate students a different perspective on many issues. Furthermore, with age comes maturity. 

Postgraduates now know what they want and how they want to get it. 

 In order to achieve the research objectives, a quantitative method is used in this study. The respondents will 

be picked randomly regardless of their age, gender, nationality or race. This is to find out what are the major 

usage and behavioral patterns of Facebook that undergraduate and postgraduate students in UniMAP adopt. 

Undergraduate and postgraduate students in UniMAP consist of a wide variety of cultures, races and 

backgrounds. Diversity generally makes better science and research [14]. Consisting of different genders and 

education levels from different races such as Malay, Chinese, India, Iban and more including students from 

other countries such as China, Jordan, Yemen, Indonesia and Uzbekistan - UniMAP provides the ideal 

population sample for this research.  

 

2.0 Literature Review: 

2.1 Introduction: 

 Over the last decade, and particularly in the last five or six years, social media technology (SMT) has 

transformed the way people think about relationships, connections with and affinity to others, and the influence 

and persuasive power of online communities on how they think, organize, and act politically [4]. Since the 

inception of the Internet and integration of email technology into the average persons’ personal and work lives, 

the ways of communicating began to change. However, it was not until the creation of social media interfaces 

like Facebook, MySpace, Friendster, LinkedIn, YouTube, Twitter and other similar applications that have 

caused such a massive harnessing of the potential of the now-pervasive online connectivity in the everyday 

lives. 

 

2.2 Effects of Social Media Technology: 

 Unlike the communication functions of other online technologies, SMT in particular has provided a virtual 

landscape mirroring familiar elements of community as the average person understood and experienced it prior 

to the existence of such technologies. Social media technology links people together in ways that resemble 

traditional feelings of connection, belonging, loosely defined memberships, exchange of feelings and ideas, and 

the reporting of experiences and actions [4]. Indeed, some suggest SMT has suddenly lowered the costs of 

collaborating, sharing, and producing, thus providing revolutionary new forms of interaction and problem-

solving [24]. Now, everyone can create, maintain, and access both well-defined and amorphously defined 

communities online, while also using the social media technology as a tool to fluidly transition between online 

and face-to-face contact via friendships, planned activities, and other more formal organizational affiliations.  

 One of the most powerful social media platforms is Facebook. Initially, Facebook was privately conceived 

within and navigated through the social networks of students at Harvard, and subsequently at other elite 

universities - Princeton, Yale, and Stanford (Facebook, n.d.). Since its inception, this interface has expanded 

across multiple college communities and then quickly encompassed a wider range of connected networks of 

individuals and groups around the world. Today, the adoption of social media technology now stretches across 

the globe, integrating into the lives of individuals of diverse social, national, racial and ethnic, cultural, and 

socioeconomic backgrounds [4].  

 The generation of 18-29 year old users has been referred to by many names – millennials, avant-garde, and 

most simply, generation Y, many of who are now traditional college-aged adults. This group of 18-29 year old 

users has been crowned as digital natives, a generation who has never known a world without the Internet 

[10,16,18,19,25]. These groups of students have embraced social media technology; it has become a major part 

of their everyday lives. In this way, the boundaries between online and “real-world” communities are rapidly 

stretching if not completely deteriorating [4].  

 Besides generation Y, there is another younger generation which is generation Z. For this generation, SMT 

is a primary means of communication and information seeking, and possibly, a central component of their 

identity and community building. In a 2008 interview, Professor of Psychiatry at UCLA, Dr. Gary Small, 

suggests that these “digital natives” - young people born into a world of laptops and cell phones, text messaging 

and tweeting - spend, on average, more than eight hours a day exposed to digital technology (Lin, 2008). As 

result, digital natives may experience fundamentally different brain development that favors constant 

communication and multitasking [25,18]. 

 

2.3 Types of Social Media Usage: 

 Nearly all of what is widely known about types of SMT use in higher education has been documented in 

literature describing four-year colleges and universities, where it tends to be utilized as ala carte communication 

tools for stand-alone departments, administrative offices, and individual faculty rather than being part of a 

larger, more systemic institutional commitment to the use of SMT. For instance, some admissions offices have 

begun to use student blogs to showcase current student experiences as a recruitment tool for prospective 

students [6,13,21,27,28,30]. Institutions hire current students or student volunteers as virtual ambassadors to 
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share their day-to-day lives and answer questions in efforts to introduce and personalize the student experience 

on campus for potential students.  

 According to Rudolph [21], this is an effective public relations strategy because it is appealing to millennial 

generation students (18-29 years of age) for whom personal, authentic, and real-time engagement with their 

institutions has become more of an expectation. However, a study also noted that the blogs colleges use could be 

much more engaging: Many do not offer e-mail subscriptions to blog posts or accept comments from readers, 

both of which severely limit two-way engagement [2]. 

 Twitter has also provided an opportunity for institutions to create live, up-to-the-minute notices of 

commencement programs, homecoming events, class reunions, and live chat sessions [29] as well as campus 

emergency alerts [26]. In cases of institution-level presences in social spaces (i.e., college or university user 

profile) some colleges and universities have utilized podcasts, video blogs, and webcasts to share the work of 

students, faculty, visiting scholars, and alumni with the broader world. Tweeting – the function of a status 

update (tweets) by users of the Twitter platform – has also found its place prominently in online courses as a 

discussion medium for faculty and students [5]. 

 

2.4 Extent of Social Media Technology Use: 

 According to a national poll completed by the Harvard Institute of Politics (2011), over 90% of students at 

four-year colleges reported having Facebook profiles. Based on an additional study [11], presumably, usage is 

most robust among first-semester freshmen and sophomores among such students at four-year institutions. 

College student use of Facebook has been shown mostly to reflect a one-to-many style, in which students create 

content to disseminate to others. Interactions between students were most often primarily between existing 

friends rather than new connections and users were most often observing content rather than producing it [17]. 

 Given this insight, SMTs are reshaping the way students communicate generally and within their college 

communities. Recent research presented in this report points to some findings on how students’ use of social 

networking tools for academic purposes increases their engagement in college [4]. Postsecondary institutions 

should consider more opportunities to seek creative ways to use SMT in effort to reach out to students and 

strengthen their ties to the institution. Moreover, educators need to know how to skillfully negotiate these 

technologies to develop academic college-based networks that can help students succeed. In that regard, 

understanding the types and extent of use of SMT in higher education may be helpful. 

 Moving beyond students to the use of social media by postsecondary institutions, Reuben’s (2008) survey 

on social media usage shows Facebook and YouTube profile creation and use was reported by just over half of 

the 148 colleges and universities responding in the United States (94%), Australia (1%), Canada (2%), and New 

Zealand (1%). However, in a more recent study of a proportional national sample of 456 four-year accredited 

U.S. institutions, 100% report using some form of social media, with Facebook (used by 98%) and Twitter (used 

by 84%) being the most prominent [2]. 

 

2.5 The Dangers of Social Media Technology: 

 Given the high-volume usage of SMT, an obvious and popular concern among faculty, administrators, and 

parents is the widespread notion that students spend far too much time on nonacademic activities related to the 

Internet and social media. Countless articles in popular newspapers, periodicals, and blogs have raised these 

very same concerns [3,9,15,22].  

 The most important concern among scholars, educators, and the public however is related to the effects of 

social networking sites such as Facebook on the time dedicated to studying and offline activities. As most media 

is regarded as a source of entertainment, popular opinion believes it serves only as a distraction and yet another 

impediment to academic achievement. Furthermore, there are additional worries from organizations about what, 

where, when, and how to use social media have also arisen. Organizations are continuously facing challenges of 

brand management, content development and scheduling, and digital xenophobia. SMT has also been critiqued, 

especially by educators, for its limitations in providing useful information and resources for its users beyond 

entertainment value [4]. 

 For many administrators and faculty in higher education, understanding the phenomenon of social media 

technology, and the manifold uses therein, is a challenge in and of itself. For instance, to some, SMT represents 

a cure-all solution for some systemic issues and individual program and personnel shortcomings. The 

misleading belief that social media technology can itself rectify pre-existing issues at a structural level is a 

misnomer. For example, a university communications staff may decide to create a Twitter page to engage 

students with the expectation of students becoming followers – users connected to and receiving updates from a 

profile they “follow”. However, without giving students good reason for following the university’s account – by 

providing content that is relevant or useful to their collegiate experience – they may remain disengaged. 
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2.6 Social Media Technology in Malaysia: 

 Statistics in May 2013 showed that some 13.3 million or 45. 5% of the total population in Malaysia is 

Facebook users (Facebook, 2013). This puts Malaysia on the 8th spot in Asia and 21st place in the world. From 

the total figure, those aged between 18 and 24 were the highest users, contributing 34.5% followed by those 

aged 25-34 years (29.5 %) and 13-17 years (16.3 %) (Facebook, 2013). 

 Similarly to the U.S., the majority of college and universities students have Facebook and other social 

media accounts. However, the universities in Malaysia are not as active in the social media compared to private 

businesses which perform marketing on Facebook. 

 

3.0 Research Methodology: 

 For this study, a one-time study is used to find out the difference of Facebook usage patterns between 

undergraduate and postgraduate students. The method used is the questionnaire method. In the questionnaire 

method research, respondents answer questions administered through questionnaires.  After the respondents 

answer the questions, the responses gathered are further discussed. 150 questionnaires are distributed and 100 

were collected from 50 undergraduate and 50 postgraduate students through e-mail, Facebook and face-to-face. 

Only students that possess Facebook account were chosen for this research. The sampling method used is the 

convenience sampling based on education level (postgraduate or undergraduate) in UniMAP. A convenience 

sample is simply one in which the researcher uses any subjects that are available to participate in the research 

study [1]. The questionnaire will consist of three sections: a) background information of respondents, b) 

Facebook usage patterns and c) Facebook usage satisfaction.  

 

4.0 Research results: 

4.1 Overview of data gathered: 

 A total of 150 questionnaires were distributed among randomly selected respondents in UniMAP. However 

only 100 questionnaires were collected back, which made up 66.67% of total questionnaires distributed were 

collected and tested by using the Statistical Package for Social Sciences (SPSS) software. 

 Out of 100 respondents, 51 (51%) respondents are males and 49 (49%) respondents are females. 42 (42%) 

respondents were aged between 17 and 22, 48 (48%) respondents were aged between 23 and 28, 8 (8%) 

respondents were aged between 29 and 34 and only 2 (2%) respondents were aged 34 and above. The majority 

of the respondents are of Malay ethnicity, with 47 (47%) respondents, followed by others with 24 (24%) 

respondents. Next, it is followed by Chinese with 21 (21%) respondents and 8 (8%) Indian respondents. 50 

(50%) respondents are undergraduate students and 50 (50%) respondents are postgraduate students. 

 

4.2 Facebook Usage Patterns Between Undergraduate and Postgraduate Students: 

 The undergraduate and postgraduate students were compared in several different variables to determine if 

there were any differences between them. 

 

4.2.1 Methods of Knowing about Facebook: 

 Table 1 shows the difference between undergraduate and postgraduate students in terms of how they found 

out about Facebook initially. 30 (60%) undergraduate students found out about Facebook through friends and 

family, 17 (34%) found out by self-discovery and only 3 (6%) found out through links by websites. As for 

postgraduate students, 39 (78%) found out through friends and family, 9 (18%) found out by self-discovery and 

only 2 (4%) found out through links by websites. From Table 4.3, it is shown that the majority of both 

undergraduate and postgraduate students found out about Facebook through friends/family and by themselves. 

 
Table 1: Methods of Knowing about Facebook. 

 Undergraduate Postgraduate 

Frequency Percentage (%) Frequency Percentage (%) 

Friends / Family 30 60 39 78 

Self-discovered 17 34 9 18 

Links by websites 3 6 2 4 

Others 0 0 0 0 

 

4.2.2 Period of Facebook Usage: 

 Table 2 shows the difference between undergraduate and postgraduate students in terms of how long they 

have been using Facebook. The majority of both undergraduate and postgraduate students have been using 

Facebook for more than 3 years, with 29 (58%) undergraduate respondents and 40 (80%) postgraduate 

respondents. There were a larger number of postgraduate students that have started using Facebook more than 3 

years ago as postgraduate students are generally older than undergraduate students. Therefore, they have an 

earlier need to use Facebook. 
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4.2.3 Purposes of Using Facebook: 

 For a better understanding, the various purposes of Facebook have been categorized into business, 

communication, education, entertainment, self-expression, social and trend (Table 3). The majority of the 

undergraduate strongly disagreed with using Facebook for business purposes with 27 (54%) respondents while 

the majority of postgraduate students disagree with using Facebook for business with 17 (34%) respondents. 

Only 1 undergraduate chose neutral and another 1 undergraduate chose agree. As for the postgraduate students, 

the minority chose neutral, being indifferent about this issue. 

 
Table 2: Period of Facebook Usage. 

 Undergraduate Postgraduate 

Frequency Percentage (%) Frequency Percentage (%) 

Less than 1 year 7 14 2 4 

1-3 years 14 28 8 16 

More than 3 years 29 58 40 80 

 
Table 3: Purpose of Facebook Usage. 

 Undergraduate Postgraduate 

Frequency Percentage 

(%) 

Frequency Percentage 

(%) 

Business Strongly Disagree 27 54 11 22 

Disagree 17 34 17 34 

Neutral 1 2 8 16 

Agree 1 2 10 20 

Strongly Agree 4 8 4 8 

Communication Strongly Disagree 0 0 1 2 

Disagree 0 0 1 2 

Neutral 0 0 1 2 

Agree 24 48 18 36 

Strongly Agree 26 52 29 58 

Education Strongly Disagree 1 2 2 4 

Disagree 12 24 5 10 

Neutral 12 24 13 26 

Agree 23 46 24 48 

Strongly Agree 2 4 6 12 

Entertainment Strongly Disagree 0 0 2 4 

Disagree 1 2 1 2 

Neutral 2 4 10 20 

Agree 30 60 22 44 

Strongly Agree 17 34 15 30 

Self-expression Strongly Disagree 2 4 2 4 

Disagree 14 28 8 16 

Neutral 6 12 13 26 

Agree 17 34 15 30 

Strongly Agree 11 22 12 24 

Social Strongly Disagree 0 0 0 0 

Disagree 1 2 2 4 

Neutral 2 4 4 8 

Agree 33 66 27 54 

Strongly Agree 14 28 17 34 

Trend Strongly Disagree 1 2 6 12 

Disagree 12 24 9 18 

Neutral 18 36 17 34 

Agree 17 34 15 30 

Strongly Agree 2 4 3 6 

 

 In terms of communication, both undergraduate and postgraduate students strongly agree that Facebook is 

for communication purposes. 26 (52%) undergraduate respondents chose strongly agree and 29 (58%) 

postgraduates respondents chose strongly agree. None of the undergraduates chose strongly disagree, disagree or 

even neutral. However, unlike undergraduates, the postgraduates showed a slightly different situation. 1 (2%) 

respondent chose strongly disagree, 1 (2%) chose disagree and 1 (2%) chose neutral. 

 Next, 23 (46%) undergraduates chose agree with using Facebook for education purposes while 24 (48%) 

postgraduates chose agree with education purposes. Only 1 (2%) undergraduate chose strongly disagree with 

education purposes while 2 (4%) postgraduates chose strongly disagree. 

 The purpose of using Facebook for entertainment seem to be common among undergraduates and 

postgraduate as both sides showed majority in agreeing; with 30 (60%) undergraduates and 22 (44%) 

postgraduates. None of the undergraduates strongly disagrees and 1 (2%) postgraduate chose disagree. 

 For the purpose of self-expression, the majority of the undergraduate agrees that they share the same 

purpose, with 17 (34%) respondents. As for postgraduates, 15 (30%) respondents agree too. Both groups share 
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the same minority, as each group has 2 (4%) respondents that strongly disagreed with the purpose of self-

expression. 

 For the purpose of social, the results gained were not far from expected. Since Facebook is indeed a social 

media, it is only normal to use it for social purposes. This concept is proven to be true as 33 (66%) respondents 

agree with it and 27 (54%) respondents agreed as well. Both undergraduate and postgraduate had none who 

strongly disagreed with it. 

 Lastly, for trend purposes, the majority of both groups are neutral about it, with 18 (36%) undergraduates 

and 17 (34%) postgraduates. As for the minorities, undergraduates have 2 (4%) respondents and postgraduates 

have 3 (6%) respondents who strongly agreed with using Facebook as a trend. 

 

4.2.4 Total Facebook Friends: 

 According to Table 4, the majority of the respondents which is about 38 (38%) respondents have between 

501 to 900 friends on Facebook. This is closely followed by 35 (35%) respondents that have 101 to 500 

Facebook friends. Next, 24 (24%) respondents have more than 901 friends on Facebook. Only 3 or 3% of the 

respondents have less than 100 Facebook friends. 

 
Table 4: Total Facebook Friends. 

Categories Frequency Percentage (%) 

Less than 100 3 3 

101-500 35 35 

501-900 38 38 

901 and above 24 24 

 

4.2.5 Frequency of Using Facebook per Week: 

 According to Table 5, the majority of the respondents use Facebook every day, with 84 (84%) respondents. 

This is followed by 14 (14%) of the respondents that use Facebook between 2 to 6 days per week. Only 2 (2%) 

respondents use Facebook once in a week.    

 
Table 5: Facebook Usage Frequency per Week. 

Categories Frequency Percentage (%) 

Once in a week 2 2 

2–6 days per week 14 14 

Every day 84 84 

 

4.2.6 Average Time on Facebook: 

 According to Table 6, the majority of the respondents spend an average of 1 to 3 hours on Facebook with 

36 (36%) respondents. This is followed by 32 (32%) respondents that use Facebook for less than 1 hour. Next, 

20 (20%) respondents spend an average of 3 to 5 hours on Facebook. Lastly, only 12 (12%) respondents spend 

more than 5 hours on Facebook. 

 
Table 6: Average Time on Facebook. 

Categories Frequency Percentage (%) 

Less than 1 hour 32 32 

1-3 hours 36 36 

3-5 hours 20 20 

More than 5 hours 12 12 

 

4.2.7 Activities on Facebook: 

 Table 7 shows a number of Facebook activities that are related to communication purposes. Users are able 

to chat with others through Facebook chat or personally sending a message to anyone. Furthermore, users are 

able to comment on posts by their friends as a method of communicating on the posts’ issues. Facebook 

provides a “like” feature which is a subtle way to show support or agreement with a post. Users often use this 

when they prefer to communicate their opinions without saying anything. As for the “poke” feature, it is a way 

to playful way to “harass” a friend by “nudging” them. 

 The majority of undergraduate students most frequently chat via Facebook chat and sending message to 

their friends, with 26 (52%) respondents. The majority of postgraduate students frequently chat via Facebook 

chat with 22 (44%) respondents. Only 1 undergraduate student least frequently chats via Facebook chat and 1 

uses this feature averagely. As for postgraduate students, only 2 or 4% of the respondents least frequently use 

this feature. Next, 18 (36%) undergraduates frequently comment on posts while 15 (30%) postgraduate 

respondents which is the majority averagely comment on posts. Only 3 (6%) of the undergraduates comment on 

posts averagely while 4 (8%) of the postgraduates least frequently comment on posts. 

 “Like” is a feature that shows someone’s approval or support towards something. A majority of 20 (40%) 

undergraduate respondents frequently use this feature while a majority of 15 (30%) postgraduate respondents 
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frequently use this as well. Only 1 (2%) undergraduate least frequently use this feature while 4 (8%) 

postgraduates least frequently use this feature. For the act of “poking” a friend in Facebook, the majority of 

undergraduates which is 15 (30%) do so less frequently. This act is equally unattractive to the postgraduates as 

well as 27 (54%) least frequently do so. As for the minority, only 3 (6%) undergraduates enjoy this feature and 

do it most frequently while only 1 (2%) postgraduate do it most frequently. 

 
Table 7: Activities Related to Communication. 

 Undergraduate Postgraduate 

Frequency Percentage (%) Frequency Percentage (%) 

Chat via Facebook 

chat / Message 

Friends 

Least Frequent 1 2 2 4 

Less Frequent 2 4 4 8 

Average 1 2 4 8 

Frequent 20 40 22 44 

Most Frequent 26 52 18 36 

Comment on posts Least Frequent 4 8 4 8 

Less Frequent 12 24 10 20 

Average 3 6 15 30 

Frequent 18 36 14 28 

Most Frequent 13 26 7 14 

“Like” a 

comment/link/ 

page/photo/ 

video/status 

Least Frequent 1 2 4 8 

Less Frequent 13 26 10 20 

Average 5 10 15 30 

Frequent 20 40 14 28 

Most Frequent 11 22 7 14 

“Poke” friends Least Frequent 11 22 27 54 

Less Frequent 15 30 14 28 

Average 10 20 4 8 

Frequent 11 22 4 8 

Most Frequent 3 6 1 2 

 

 Table 8 shows the activities related to entertainment that users often enjoy in Facebook. Users are able look 

at photos or watch videos that are posted by their friends or other Facebook pages. Furthermore, there are 

endless games in Facebook with new ones appearing often. Games such as Candy Crush Saga, Pet Rescue Saga, 

Restaurant City and more are highly addictive and entertaining to people all ages. Facebook enables the users to 

share videos or even links of interesting websites to their friends. Users are able to share videos from other 

social media and websites such as You tube, Twitter and more as long as the websites have a link back to 

Facebook. 

 For the activity of looking at photos or watch videos, a majority of 28 (56%) undergraduates frequently do 

this while a majority of 21 (42%) postgraduates frequently do this. The minorities of undergraduates averagely 

look at photos or watch videos with 2 (4%) respondents while 3 (6%) postgraduates least frequently do this. 

Next, a majority of 23 (46%) undergraduates play Facebook games frequently while the majority of 22 (44%) 

postgraduates least frequently play Facebook games. As for the minority, only 2 (4%) undergraduates least 

frequently play Facebook games, while only 2 (4%) postgraduates most frequently play Facebook games. Next, 

24 (48%) undergraduates frequently share video or links of interesting websites. Only 2 (4%) of the 

undergraduates chose least frequently and 2 (4%) chose most frequently. As for postgraduates, 19 (38%) 

students frequently share videos or links of interesting websites. Only 4 (8%) postgraduate students least 

frequently share videos or links of websites. 

 
Table 8: Activities Related to Entertainment. 

 Undergraduate Postgraduate 

Frequency Percentage (%) Frequency Percentage (%) 

Look at 

photos/Watch video 

Least Frequent 3 6 3 6 

Less Frequent 4 8 7 14 

Average 2 4 9 18 

Frequent 28 56 21 42 

Most Frequent 13 26 10 20 

Play Facebook 

games 

Least Frequent 2 4 22 44 

Less Frequent 9 18 11 22 

Average 7 14 3 6 

Frequent 23 46 12 24 

Most Frequent 9 18 2 4 

Share videos/links 

of interesting 

websites 

Least Frequent 2 4 4 8 

Less Frequent 19 38 8 16 

Average 3 6 8 16 

Frequent 24 48 19 38 

Most Frequent 2 4 11 22 
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 Table 9 shows the activities related to social in Facebook. Users are able to search for their friends through 

their added friends or even through similarities such as place of education, place of birth and more. Moreover, 

users can visit pages in Facebook and possibly join the pages that they like or support. By joining such pages or 

groups in Facebook, the user is able to have a wider social life with people from outside his or her friend range. 

 Facebook allows user to look for new friends. However, the majority of the undergraduate respondents least 

frequent do this, with 22 (44%) respondents while the majority of postgraduates also least frequently do this, 

with 18 (36%) respondents. Only 1 (2%) undergraduate and 1 (2%) postgraduate most frequently look for new 

friends. Besides new friends, Facebook also provides users with the opportunity to look for potential 

relationship partner. However, both undergraduate and postgraduate respondents least frequently use this 

opportunity, with 39 (78%) of undergraduates and 27 (54%) postgraduates. None of the undergraduates use this 

frequently and only 1 (2%) postgraduate respondent most frequently looks for potential relationship partner. 

 Facebook provides users with the chance to reconnect with old friends. Both undergraduates and 

postgraduates use this opportunity frequently, having 25 (50%) undergraduates and 24 (48%) postgraduates. 

Only 2 (4%) undergraduates chose least frequently, while 2 (4%) postgraduates chose less frequently. Facebook 

has endless pages, with new ones constantly appearing as it is free of charge to create one. Both majorities of 

undergraduate and postgraduate students frequently visit pages in Facebook. Data shows that 26 (52%) 

undergraduates and 24 (48%) postgraduates frequently visit pages in Facebook. As for the minorities, data 

shows that only 1 (2%) undergraduate least frequently visit pages in Facebook and only 1 (2%) postgraduate too 

least frequently do so. 

 
Table 9: Activities Related to Social. 

 Undergraduate Postgraduate 

Frequency Percentage (%) Frequency Percentage (%) 

Look for new 

friends 

Least Frequent 22 44 18 36 

Less Frequent 19 38 15 30 

Average 2 4 10 20 

Frequent 6 12 6 12 

Most Frequent 1 2 1 2 

Look for potential 

relationship partner 

Least Frequent 39 78 27 54 

Less Frequent 7 14 10 20 

Average 2 4 7 14 

Frequent 0 0 5 10 

Most Frequent 2 4 1 2 

Reconnect with old 

friends 

Least Frequent 2 4 3 6 

Less Frequent 9 18 2 4 

Average 9 18 8 16 

Frequent 25 50 24 48 

Most Frequent 5 10 13 26 

Visit pages in 

Facebook 

Least Frequent 1 2 1 2 

Less Frequent 11 22 8 16 

Average 8 16 11 22 

Frequent 26 52 24 48 

Most Frequent 4 8 6 12 

 

 Table 10 shows the Facebook activities related to user’s self-expression. Facebook enables the users to post 

their opinion, thoughts or statement anything and anywhere. Users are able to even post their location or the 

people they are with through Facebook. This can be both a dangerous and safety measure. It is dangerous as 

everyone will know the user’s location, making it easier to track his or her routine. However, it is also a safety 

measure as parents will know where their children are at all times. Besides that, users are able to upload photos 

or videos that they personally took too and share it with the public or friends only.  

 Both undergraduates and postgraduates frequently post their opinion, thought or statement on Facebook, 

with 19 (38%) undergraduates and 15 (30%) postgraduates. A very small number of respondents least frequently 

do so, with 4 (8%) undergraduates and 2 (4%) postgraduates. 

 The next data shows that 24 (48%) undergraduates frequently upload photos or videos to Facebook. Only 3 

(6%) least frequently and 3 (6%) most frequently do so. As for the postgraduate students, 18 (36%) students 

frequently upload photos or videos to Facebook. Only 3 (6%) postgraduate students least frequently do so. 

 Table 11 shows the activities in Facebook that are related to business. Facebook provides every user the 

opportunity to create accounts or even pages free of charge. Therefore, there are countless pages especially of 

business and organization appearing day to day. Due to this huge number of page, it is easy to search for 

products, services or information about them. Simply by typing the name of an organization into the search bar 

in Facebook, any user can view the organization’s details for free. Furthermore, Facebook enables users to sell 

or purchase products from the business pages or directly from other pages too. There are no fees charged by 

Facebook if users decide to sell their products through Facebook. However, there are additional fees that users 

need to pay if they decide to promote their products in Facebook using other specific features of Facebook.  
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Table 10: Activities Related to Self-expression. 

 Undergraduate Postgraduate 

Frequency Percentage (%) Frequency Percentage (%) 

Post an opinion/ 

a thought/ 

statement 

Least Frequent 4 8 2 4 

Less Frequent 11 22 9 18 

Average 5 10 14 28 

Frequent 19 38 15 30 

Most Frequent 11 22 10 20 

Upload 
photos/videos 

Least Frequent 3 6 3 6 

Less Frequent 15 30 12 24 

Average 5 10 7 14 

Frequent 24 48 18 36 

Most Frequent 3 6 10 20 

 

 According to data, the majority of undergraduates, which are 21 (42%) respondents less frequently search 

for products, services or information on Facebook. Only 2 (4%) undergraduates most frequently do so. As for 

postgraduates, the majority which is 16 (32%) respondents less frequently search for information on Facebook. 

However, although majority chose less frequently, a slightly smaller amount which is 15 (30%) search for 

information frequently on Facebook. Only 5 (10%) postgraduates chose least frequently.  

 Facebook provides the opportunity to reach a wide target market in a short time. Users are able to sell or 

purchase products through Facebook. However, the majority of the undergraduates, which is 34 (68%) 

respondents, do this least frequently. None of the undergraduates frequently do so. The majority of the 

postgraduates tell a different story. The majority, which is 14 (28%) frequently sell or purchase through 

Facebook. The smallest numbers of postgraduates sell or purchase most frequently (5 or 5%) or averagely (5 or 

5%). 

 
Table 11: Activities Related to Business. 

 Undergraduate Postgraduate 

Frequency Percentage (%) Frequency Percentage (%) 

Search for products/ 
services/ 

information 

Least Frequent 20 40 5 10 

Less Frequent 21 42 16 32 

Average 4 8 8 16 

Frequent 3 6 15 30 

Most Frequent 2 4 6 12 

Sell/Purchase Items Least Frequent 34 68 13 26 

Less Frequent 11 22 13 26 

Average 2 4 5 10 

Frequent 0 0 14 28 

Most Frequent 3 6 5 10 

 

4.3 Facebook Usage Satisfaction: 

 Table 12 shows the Facebook usage satisfaction of the total respondents in details. The majority which is 38 

(38%) respondents agreed that they will recommend Facebook to someone they know. This is followed by 36 

(36%) respondents that strongly agreed. 15 (15%) respondents are neutral in this matter, while 7 (7%) 

respondents disagreed. Lastly, only 4 (4%) respondents strongly disagreed to recommend Facebook to someone 

else. On the issue of Facebook is important to the respondent as it helps them stay connected with others, the 

majority which is 57 (57%) respondents agreed and 29 (29%) strongly agreed. Only 8 (8%) respondents are 

neutral. 3 (3%) respondents disagreed and another 3 (3%) also strongly disagreed that Facebook is important for 

them to stay connect with their friends, families, celebrities and others. 

 On the matter of being in control of their personal information on Facebook, the majority which is 30 (30%) 

respondents agreed. This is followed by 29 (29%) respondents that are neutral on this matter and 28 (28%) 

respondents disagreed. Next, only 8 (8%) respondents strongly agreed and 5 (5%) strongly disagreed that they 

feel in control of their personal information on Facebook. On the matter of trustworthiness, the majority which 

is 38 (38%) of the respondents disagreed that they trust Facebook to handle their personal information 

responsibly. This is followed by 25 (25%) respondents that are neutral on this matter. Next, 21 (21%) 

respondents agreed that they trust Facebook, 12 (12%) strongly agreed and only 4 (4%) respondents strongly 

agreed that they trust Facebook to handle their information responsibly. 

 On the matter of understanding how to control their privacy on Facebook, the majority which is 47 (47%) 

respondents agreed, followed by 26 (26%) respondents strongly agreed.  15 (15%) respondents are neutral, 8 

(8%) disagreed and only 4 (4%) respondents strongly disagreed. On the matter of being comfortable with 

Facebook sharing user information with advertisers, the majority which is 39 (39%) respondents disagreed, 

followed by 26 (26%) respondents that disagreed. 17 (17%) respondents are neutral, 14 (14%) respondents 

agreed and only 4 (4%) respondents agreed that they are comfortable with Facebook sharing their personal 

information with advertisers.  
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 On the matter of Facebook is simple enough to use, the majority which is 50 (50%) respondents agreed, 

followed by 24 (24%) respondents that strongly agreed. 17 (17%) respondents are neutral, 7 (7%) disagreed and 

only 2 (2%) strongly disagreed that Facebook is simple to use. 

 On the matter of Facebook is fun, the majority which is 40 (40%) respondents agreed, followed by 21 

(21%) respondents strongly agreed. This is very closely followed by 20 (20%) respondents that disagreed and 19 

(19%) respondents that are neutral. None of the respondents strongly disagreed that Facebook is fun. 

 
Table 12: Facebook Usage Satisfaction in Details. 

 Frequency Percentage (%) 

I would recommend Facebook to someone I 

know. 

Strongly Disagree 4 4 

Disagree 7 7 

Neutral 15 15 

Agree 38 38 

Strongly Agree 36 36 

Facebook is important in helping me staying 
connected to: close friends and family; 

acquaintances; celebrities and other public 

figures. 

Strongly Disagree 3 3 

Disagree 3 3 

Neutral 8 8 

Agree 57 57 

Strongly Agree 29 29 

I feel in control of my personal information on 

Facebook. 

Strongly Disagree 5 5 

Disagree 28 28 

Neutral 29 29 

Agree 30 30 

Strongly Agree 8 8 

I trust Facebook to handle my personal 
information responsibly. 

Strongly Disagree 12 12 

Disagree 38 38 

Neutral 25 25 

Agree 21 21 

Strongly Agree 4 4 

I understand how to control my privacy on 

Facebook. 

Strongly Disagree 4 4 

Disagree 8 8 

Neutral 15 15 

Agree 47 47 

Strongly Agree 26 26 

I am comfortable with sharing my information 

with advertisers on Facebook. 

Strongly Disagree 26 26 

Disagree 39 39 

Neutral 17 17 

Agree 14 14 

Strongly Agree 4 4 

Facebook is simple to use. Strongly Disagree 2 2 

Disagree 7 7 

Neutral 17 17 

Agree 50 50 

Strongly Agree 24 24 

Facebook is fun. Strongly Disagree 0 0 

Disagree 20 20 

Neutral 19 19 

Agree 40 40 

Strongly Agree 21 21 

 

 Table 13 shows the overall Facebook usage satisfaction in details. In overall, the majority which is 59 

(59%) respondents agreed that they are satisfied with the Facebook experience. Next, 23 (23%) respondents 

strongly agreed that they are satisfied with Facebook. 11 (11%) respondents are indifferent or has neutral 

feelings towards Facebook. Only 6 (6%) disagreed that they are satisfied and 1 (1%) respondent strongly 

disagreed being satisfied with the Facebook experience. 

 
Table 13: Overall Facebook Usage Satisfaction in Details. 

 Frequency Percentage (%) 

Overall, I am satisfied with the Facebook 
experience. 

Strongly Disagree 1 1 

Disagree 6 6 

Neutral 11 11 

Agree 59 59 

Strongly Agree 23 23 

 

 According to the data collected, the averaged respondents agreed that they would recommend Facebook to 

someone they knew. They agreed that Facebook is indeed important in helping them stay connected to their 

close friends and family; acquaintances; celebrities and other public figures. When asked about privacy controls, 

the averaged respondents agreed that they understand how to control their privacy on Facebook. In average, they 
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agreed that Facebook is both simple and fun to use. Although the averaged respondents agreed that they 

understand how to control their privacy, they are feeling indifferent about being in total control of their personal 

information on personal. They are neutral too in trusting Facebook to handle their personal information 

responsibly. In overall, the average respondents agreed that they are still satisfied with the Facebook experience. 

 
Table 14: Facebook Usage Satisfaction Mean. 

 Mean Standard Deviation 

I would recommend Facebook to someone I know. 3.9500 1.07661 

Facebook is important in helping me staying connected to: close friends and 
family; acquaintances; celebrities and other public figures. 

4.0600 0.87409 

I feel in control of my personal information on Facebook. 3.0800 1.05102 

I trust Facebook to handle my personal information responsibly. 2.6700 1.06415 

I understand how to control my privacy on Facebook. 3.8300 1.03529 

I am comfortable with sharing my information with advertisers on Facebook. 2.3100 1.12542 

Facebook is simple to use. 3.8700 0.92829 

Facebook is fun. 3.6200 1.03260 

Overall, I am satisfied with the Facebook experience. 3.9700 0.82211 

 

4.4 Reliability analysis: 

 Reliability analysis was used to measure the goodness of data. This is to ensure that all data used in are free 

from error and thus, provides consistent results. The Cronbach’s alpha measuring the inter-item consistency and 

reliability measure the coefficient that reflects how well items in a set are positively correlated to one another. 

Table 1 shows the Cronbach’s alpha and the Facebook usage satisfaction. Having alpha over 0.80 is considered 

to be good, whereas within the range of 0.70 is considered acceptable too [23]. Therefore, since the Facebook 

usage satisfaction data has an alpha value of 0.737, it is considered to be acceptable. 

 
Table 15: Result of Reliability Test. 

Variables Number of Items Items Dropped Cronbach’s Alpha 

Facebook Usage Satisfaction 9 - 0.737 

 

4.5 Effects of Demographic Factors toward Facebook Usage Satisfaction: 

 One-Way ANOVA was used to find out whether age, education, and ethnicity have any significant effect on 

Facebook usage satisfaction. This technique has the ability to examine the variability of the observation within 

each group as well as the availability between the group means. 

 
Table 16: Results of One-Way ANOVA. 

Factors F Sig. 

Age 2.421 0.071 

Education 1.390 0.241 

Ethnicity 2.377 0.075 

 

 If a significance value is lower than 5%, it can be concluded that there is a statistically significance 

difference of 5%. If a significance value is higher than 5%, then there is considered to be no statistically 

significant difference at 5%. One-Way ANOVA result shows that respondents from different age group do not 

significantly differ in respect to Facebook usage at 5% significance level. However, it was found to be 

significant at 10% significance level. As for respondents from different education, it has a significance value of 

24%. Therefore, it has no significance level at all. For respondents from difference ethnicity, the respondents do 

not significantly differ in respect to Facebook usage at 5 % significance level. However, similarly to age, it was 

found to be significant at 10% significance level. 

 

5.0 Conclusion: 

 In conclusion, the study found that there the majority of the respondents are satisfied with the overall 

Facebook experience. However, there are some differences between undergraduates and postgraduates in 

purposes and activities in Facebook. Both undergraduate and postgraduate heavily depends on Facebook for 

communication purpose. Generally, postgraduate students are older and many are working or have worked 

previously. Therefore, there are a higher number of postgraduates that use Facebook for business. As for 

undergraduate students, they prefer using Facebook for entertainment and social purposes. This is because most 

undergraduate students have more time compared to the postgraduate students as they do not have part-time 

jobs. Therefore, they are able to spend more time for entertainment and social. Although Facebook provides 

great convenience, at the same time it brought along privacy and abuse issues. Some respondents are not 

satisfied with Facebook as the privacy system in Facebook is still not without issues. Besides that, many feared 

that Facebook might eventually provide the users’ information to interested parties. There are still many issues 

to be fix in order to make Facebook users truly satisfied and feel safe. Moreover, since Facebook is free of 

charge, many users especially females often upload their photos to attract attention. This matter is unaccepted by 
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some respondents that are more religious as they feel that it is degrading to the females themselves. Although 

Facebook has its flaws, its benefits are still often appreciated by the users. Due to this, many users are still 

satisfied and are willing to continue using Facebook as a part of their daily lives. For a better understanding of 

the Facebook usage patterns of undergraduates and postgraduates, it would be better if this research is done in a 

different cultural context with larger samples throughout Malaysia or even the world.  
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