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This interdisciplinary cross-cultural research explores antecedents for social media networking satisfaction for
Spanish and American consumers. Conceptually rooted in a sense of community, self-determination theory, and
Hofstede’s cultural dimensions, our descriptive study samples consist of n = 367 Americans and n = 161
Spaniards. Analysis with fuzzy-set qualitative comparative analysis (fsQCA) interrogates two propositions to
identify recipes. Proposition 1 indicates that autonomy is not a necessary ingredient for either culture; selfpresentation in the virtual world need not mirror the true self to provide short-term virtual satisfaction. Prop
osition 2 suggests that both cultures value relatedness and competence as motivations for social media behavior.
While Americans value interactivity more than their counterparts, Spaniards value competence more, to expe
rience social media networking satisfaction. Digital marketing managers must better understand cross-cultural
differences and consider virtual value propositions offered to members of various cultures to better navigate
the dynamic social media environment.

1. Introduction
With the advent of the internet, our experience as individuals ex
tends beyond the physical world to provide us with digital identities and
virtual environments. The lure of virtual social interactions on digital
platforms, such as Facebook, is a global phenomenon. By 2025, the
number of users of social networking sites (SNS) is expected to increase
to more than 4.41 billion globally (Statista Research Department, 2020).
From the food we eat and the music we listen to, to the way we
communicate and socialize with each other, the intermingling of culture
and social media influences our expectations and motivates our behav
iors to satisfy our needs, both physiological and psychological.
Culture influences nearly every aspect of our daily lives, as in
dividuals and as members of societies. Culture affects not only what is
available to us online, but also how we behave in virtual space (LeeWon, Shim, Joo, & Park, 2014). Research shows that culture affects
social networks like Facebook (Na, Kosinski, & Stillwell, 2015). Social
media shapes the greater culture, while at the same time has its own
ever-evolving virtual culture, which can differ according to the

platform. This is evident in the culture of Facebook versus that of
Instagram or Tuenti, which at one time was the most popular social
network in Spain. Unfortunately for Tuenti, Facebook’s outlook toward
building a global community by crossing borders, languages, and cul
tures has supported its position worldwide, including in Spain (Zuck
erberg, 2017). Although social media usages in the US and Spain are
higher than in most countries, at 73% and 69%, respectively (with
Lebanon at 87% and South Korea at 78%), the potential for SNS to grow
is very strong because 90% of the people in both countries either have
internet access or own a smartphone. Therefore, a better understanding
of the motivating factors behind social media usage in each country can
lead to the growth of social media platforms and increased well-being
for their users. (Schumacher & Kent, 2020).
Despite the existence of cultural differences, the US and Spain have
similarities in their behaviors toward social networking, such as Face
book being their most popular platform (Statista Research Department,
2019). However, little research exists that addresses the cross-cultural
combinations of conditions that motivate usage between the US and
Spain. Although research has explored the interplay between culture
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and social media, in this study, we compare individuals from the US and
Spain to explore the cultural dimensions and recipes for virtual satis
faction with SNS. To do so, we use the frameworks of self-determination
theory (SDT; Ryan & Deci, 2000) and Hofstede’s cultural dimensions
(Hofstede, 2001).
From an interdisciplinary and cross-cultural lens, we evaluate the
relations among the motivations behind the use of social media. Spe
cifically, the study’s objective is to explore these relations through the
SDT and their intersection with Hofstede’s cultural dimensions for
Spanish and US-based consumers of social media. Therefore, we con
ducted a descriptive cross-cultural survey in these two countries; our
final sample consists of n = 367 US-based consumers and n = 161
Spanish consumers. To analyze these samples, we have used the fuzzyset qualitative comparative analysis (fsQCA). Drawing from our find
ings, we discuss the similarities and differences between the factors that
lead to the users’ satisfaction with social media in these two cultures.
Finally, we provide conclusions, implications, and limitations regarding
social media from a cross-cultural perspective.

marketing can influence consumer-brand attachment (Panigyrakis,
Panopoulos, & Koronaki, 2020). The SDT provides an underpinning of
basic psychological needs, but few studies examine these basic needs
within the context of social media from a cultural perspective in which
other differences may exist.
2.2. Hofstede’s cultural dimensions and prosperity indices: Similarities
between the US and Spain
Hofstede’s theory of cultural dimensions identifies six aspects of
culture: (1) power distance, or the degree of status inequality and hi
erarchy as well as the style of decision-making; (2) masculinity versus
femininity, or the socialized ascriptions of job and career goals (money,
career) in comparison to societal or social goals (relationships, benefi
cence, and empathy); (3) avoiding uncertainty, or the amount of toler
ance and stress associated with the unpredictability of the future; (4)
individualism versus collectivism, which describes the level of integra
tion within societies; (5) long versus short-term orientation, or the de
gree to which societies are focused on the here-and-now and instant
gratification (short-term), or delayed gratification, frugality, and thrift
(long-term); and (6) indulgence versus restraint that identifies the dif
ferences in enjoying momentary pleasures and expressing emotions
(indulgence) versus the suppression of emotional responses and the
strict codes of conduct (restraint) (Hofstede, Hofstede, & Minkov, 2010).
As of 2020, Spain is the country most similar to the US in terms of
three dimensions, namely power distance, masculinity, and long-term
orientation (Insights, 2020). In terms of power distance, both coun
tries have relatively low numbers that means people in lower level po
sitions can approach those with authority while still respecting them.
Moreover, their followers do not give carte blanche to leaders to pro
mote inequalities in the system; instead, they may not endorse or accept
leaders that do so. Spain does have a slightly higher number for power
distance that indicates there are still differences between the US and
Spain in terms of equality between followers and leaders. For mascu
linity, the US has a higher score than Spain (but the difference is rela
tively lower compared to some of the other Hofstede dimensions). This
dimension indicates that competition (versus happiness) is more
important in the US than in Spain, but both countries have aspects of this
motivation. The long-term dimension is also relatively similar between
the US and Spain, even though Spain scores higher than the US. How
ever, both scores being relatively low indicate that short-term happiness
as well as issues related to the past and present are stressed more than
making a long-term sacrifice and saving for the future.
The Legatum Prosperity Index is calculated based on institutional,
economic, and social well-being across different countries (LPI, 2019).
As such, the 2019 LPIs for the US and Spain are 77.75 and 74.79,
respectively, and indicate some degree of similarity between these two
cultures. This index uses three domains with four pillars in each of them
such that: 1) for the inclusive societies domain, the pillars are safety and
security, personal freedom, governance, and social capital; 2) for the
open economies domain, the pillars are investment environment, en
terprise conditions, marketing access and infrastructure, and economic
quality; and 3) for the empowered people domain, the pillars are living
conditions, health, education, and natural environment. Spain scores
higher than the US on the dimensions in the LPI of personal freedom,
safety and security, health, and living conditions; on the other hand, the
US scores higher for governance, social capital, investment environ
ment, enterprise conditions, market access and infrastructure, economic
quality, education, and natural environment.

2. Literature review & theoretical framework
2.1. Elements of satisfaction with social media networking
Social media allows users to seek community and to achieve goals
(Jones, 1997) that essentially create virtual cultures. For example,
Facebook is a platform that allows texts, posts, and image uploads, while
LinkedIn is a professional social platform that enables members to
network with other professionals. Two prevalent themes from the
literature regarding virtual cultures and social media platforms are
“shared values” and “sense of community.” In our study, we adopt two
constructs from the literature that underlie these two themes for social
media platforms. The first construct, affinity, is about shared values and
building meaningful connections with others (Krishen, Trembath, &
Muthaly, 2015). These meaningful connections help create a cohesive
community in which members have strong bonds with other members.
The second construct, interactivity, draws from the McMillan and Chavis
(1986) definition of a “sense of community” that is the sense of knowing
that one’s communication with others is influential in a meaningful way.
Both of these constructs are known to be predictors of user satisfaction
(Krishen et al., 2015; Krishen, Berezan, Agarwal, & Kachroo, 2019;
McMillan & Chavis, 1986).
The SDT argues that individuals are primarily motivated by their
need for competence, autonomy, and relatedness (Ryan & Deci, 2000;
Sheldon & Gunz, 2009; Sheldon, Abad, & Hinsch, 2011). Competence
refers to people’s ability to be effectively involved in and to control their
experience and the results of their actions (Ryan & Deci, 2000). Au
tonomy concerns the ability to control the course of one’s life without
considering the views of others (Deci & Ryan, 2014). Relatedness is
essentially the need to connect with others and develop close and
affectionate relationships (Baumeister & Leary, 1995). The needs in the
SDT differ across generations, both in terms of the satisfaction derived
from them (Krishen, Berezan, Agarwal, & Kachroo, 2016) and in their
ability to foster subjective well-being (Berezan, Krishen, Agarwal, &
Kachroo, 2018). In addition to motivating social media usage, the
research also ties these needs to other online behaviors. For example,
they are related to the features of immersion, achievement, and social
ness in the realm of gamification (Xi & Hamari, 2019) and serve as
antecedents to engagement with brand-based mobile apps (McLean,
2018).
Social media usage, while satisfying the needs in the SDT for in
dividuals, also serves brands in a two-way virtual exchange of value
(Weiger, Wetzel, & Hammerschmidt, 2019). The needs-affordancesfeatures perspective identifies a virtual feedback loop of social media
usage in which psychological needs motivate usage, while affordances
and features of the applications enable and fulfill those needs (Kar
ahanna, Xu, Xu, & Zhang, 2018). For brands, investment in social media

2.3. Social media usage across cultures
As globalization continues to intensify, it results in a need to un
derstand the cross-cultural behaviors and communications of consumers
and their effect on value chains (Lund, Manyika, Woetzel, Bughin,
Krishnan, Seong, & Muir, 2019). Extant research finds similarities in
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terms of social media usage and its ability to satisfy individual needs
cross-culturally. Many studies indicate that country-based factors, such
as social capital and prosperity indices, point to differential emphases of
the motivations for usage. The cross-cultural research that compares the
US to China (Jackson & Wang, 2013) and Korea (Kim, Sohn, & Choi,
2011) finds both similarities and differences among individuals in their
motivations for using social media. Xu, Li, and Shao (2012) examine
cross-cultural differences between collectivistic China and individual
istic US within the context of knowledge sharing in virtual communities
and find cross-cultural differences. Further, social media usage differs in
Poland and the US, especially related to perceived quality of the infor
mation and the platform, due to differences in social capital across these
two countries (Krishen, Leenders, Muthaly, Ziółkowska, & LaTour,
2019). Additionally, Vietnamese consumers are more motivated to use
social media to connect with others, while Americans use it more for
creating and consuming content; however, both cultures use it to gain a
sense of belonging (Krishen et al., 2019).
Based on Hofstede’s individualism versus collectivism dimension,
Wenninger, Cheung, and Krasnova (2019) identify social media usage in
German-based individuals as more focused on self-enhancement than
Hong Kong-based ones; their findings also indicate that both cultures use
it for gossiping and spreading negative word of mouth (denigration). As
both similarities and differences exist between the US and Spanish cul
tures on multiple levels, a similar pattern can be expected with regards
to the satisfaction with social media usage. Based on cultural similarities
between the US and Spain and the universality of the SDT (Taylor et al.,
2014), the first research proposition is:

score, Spain has a more restrained culture than the US.
At the core of social media usage lies the technological infrastruc
ture, cultural values, and social capital that innovate, support, and
diffuse it. Social media, as with other technological innovations and
their diffusion, relies on both the information infrastructure and human
or social capital (Rogers, 2010). According to Hofstede (1980), in
dividuals coexist within a national culture and society that shapes their
perceptions, assumptions, beliefs, and ultimately behaviors. Cultures
with a stronger need to avoid uncertainty are less comfortable with the
unknown or unpredictable, while cultures with little need to avoid un
certainty are willing to take on more risk and are more creative (Tri
andis, 1989). In addition, Wang and Sun (2013) show that cultures with
a stronger need to avoid uncertainty use social media less, innovate less,
and adopt technology less. Associated with the relatedness dimension of
the SDT, affinity also influences the satisfaction with social media
(Krishen et al., 2015). Interactivity is the sense of knowing that one’s
communication with others is influential in a meaningful way (McMillan
& Chavis, 1986), and influences the satisfaction of users with social
media (Krishen et al., 2016). Hence, based on the differences between
the US and Spain, the second proposition is:
Proposition 2. Recipes for satisfaction with social media networking in
Spain versus the US include different combinations of relatedness, autonomy,
competence, affinity, and interactivity.
R.Au.C.Af .I ≤ S

Proposition 1. Recipes for satisfaction with social media networking
across both cultures include the fundamental needs of the self-determination
theory.

3. Method and analysis
Common methodological practices in social media marketing and
consumer behavior research are structural equation modeling (SEM)
and multiple regression analysis (MRA). Although useful as quantitative
techniques, these methods look at the underlying statistical relations
from a linear viewpoint and often fail to capture complexity and
nonsymmetrical relations among the conditions (Woodside, 2013). A
qualitative comparative analysis (QCA) explores causality by acknowl
edging that causation may be both equifinal and conjectural, that is,
various combinations of conditions may lead to an outcome (Ragin,
2008, 2009). In this study, we use the fuzzy set qualitative comparative
analysis (fsQCA) to understand the relation between complex combi
nations of conditions and their outcomes. More recently, the fsQCA has
gained popularity and has been tested in many areas such as digital
marketing (Krishen et al., 2016), social media networking (Berezan
et al., 2018), service industry (Woodside, Prentice, & Larsen, 2015),
consumer behavior (Schmitt, Grawe, & Woodside, 2017), and tourism
research (Ferguson, Megehee, & Woodside, 2017; Papatheodorou &
Pappas, 2017).

R.Au.C ≤ S

2.4. Hofstede cultural dimensions: differences between the US and Spain
As of 2020, Spain has the biggest differences from the US in the
Hofstede’s dimensions of individualism, uncertainty avoidance, and
indulgence (Insights, 2020). The US is a significantly more individual
istic country than Spain (indices of 91 versus 51) that means Americans
are raised to value personal opinions, individual achievements, and in
dividual rights more than group integration, familial ties, and collective
decision-making. Interestingly, not only is Spain considerably more
collectivistic than the US, but it scores much lower in individualism than
many of its neighboring European countries; for example, the scores in
France, Germany, and Italy are 71, 67, and 76, respectively. In a review
of the motivation theories, Gilal, Zhang, Paul, and Gilal (2019) indicate
that the SDT is one of the most prominent theories of human motivation.
A sub-theory of the SDT, the relationship motivation theory (RMT),
argues that to achieve optimal well-being and functionality, individuals
must develop close personal relationships (Deci & Ryan, 2014). Gilal
et al. (2019) connect the RMT to Hofstede’s cultural dimension of in
dividuality versus collectivism; highly individualistic (collectivistic)
cultures should have less (more) need for relatedness. Because the US
has a higher level of individualism than Spain, we expect differences
between these two cultures in terms of the relative importance of the
SDT’s relatedness dimension, and how it affects the overall satisfaction
with social media.
Uncertainty avoidance is much higher in Spain than in the US (scores
of 86 versus 46) that indicates Spaniards value situations that are un
ambiguous to avoid anxiety. In contrast, Americans accept innovation,
new ideas, and technologies as well as freedom of expression. The in
dulgence score for the US is also relatively higher (68) than it is for Spain
(44). This dimension indicates the degree of self-control regarding
pleasure, gratification, and desire; with a relatively lower indulgence

3.1. Participants and measures
Our sampling method was purposefully chosen per cross-cultural
research guidelines to establish sampling equivalence both within and
across two countries (Smith & Reynolds, 2002). By sampling a relatively
homogenous mix of undergraduate and graduate students in both the US
and Spain, we enhanced the sampling equivalence with a matched
sample (e.g., Wang & Mattila, 2011). Moreover, because university
students are digitally and socially active (Lee & Lin, 2005) as well as
highly familiar with our domain of interest (Bello, Leung, Radebaugh,
Tung, & Van Witteloostuijn, 2009), they are an appropriate population
in which to study social media behaviors. Therefore, the data was
collected from university students in the western part of the US and from
Spain for a total of n = 807 respondents. After removing incomplete
cases, there were n = 500 respondents from the US and n = 190 re
spondents from Spain. To eliminate the effect of acquiescence bias and
other response biases, we performed a common method bias (CMB) test.
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After removing the biased cases, there were n = 367 subjects in the US
sample and n = 161 subjects in the Spanish sample.
The questionnaire captured demographic details such as age, gender,
and ethnicity as well as country of origin, level of income, and level of
education along with subjective constructs that include Interactivity (I),
Affinity (Af), Autonomy (Au), Relatedness (R), Competence (C), and
Satisfaction (S). Table 1 displays the demographic details of the re
spondents. The study used the established constructs and Likert-type
scales that ranged from one (strongly disagree) to seven (strongly
agree). The constructs and their references are provided in Table 2. Both
the causal and outcome variables have acceptable reliability scores (i.e.,
Cronbach alpha scores of ⍺=0.7 or higher) and are provided in Table 3
for both samples. The outcome condition, satisfaction, initially had four
items. However, the fourth item was measured using a reversed scale,
and attention issues were detected in the dataset; it was thus reduced to
a three-item scale.

Table 2
Constructs and conditions.
Construct and Reference

Items

AUTONOMY (Ryan & Deci,
2000)

1. I feel like I can be myself.
2. I often feel like I have to follow other member’s
commands.
3. If I could choose, I would do things differently.
4. The tasks I have to do are in line with what I
really want to
do.
5. I feel free to use social media networks in the
way I think they can best be used.
6. I feel forced to do things I do not want to do.
1. I don’t really feel connected with other people
on them.
2. I feel part of a group on them.
3. I don’t really mix with other people on them.
4. I can communicate with people about things
that really matter to me.
5. I often feel alone when I am communicating
with people on them.
6. Some people I communicate with on them are
close friends of mine.
1. I really master my social media networking
tasks.
2. I feel competent using them.
3. I am good at the things I do on them.
4. I have the feeling that I can even accomplish
the most difficult social media networking
tasks.
1. Members on <…> influence my thoughts and
activities.
2. I am able to influence the actions and feelings
of other members on <…>.
3. My opinions matter to other members on
<…>.
4. I care about what other members think of my
actions on <…>.
1. I feel my needs (such as social and recreational
activities) are met on <…>.
2. I can get help on <…> if I need it.
3. Participation on <…> is worth my time.
4. People on <…> look out for me.
1. Using the online community helps to satisfy my
information needs.
2. Overall, I am satisfied with the online
community.
3. Using the online community helps to satisfy my
social needs.
5. Overall, participation in the online community
has been an unsatisfactory experience.

RELATEDNESS (Ryan & Deci,
2000)

3.2. Data calibration
The fsQCA method focuses on a set-theoretic treatment of conditions
rather than on their actual scores. The membership of a case in a set is
measured by a fuzzy membership score that ranges from zero to one. The
calibration of the data transforms the multiplicative item scores for a
condition into a fuzzy score that indicates membership in a set. Three
qualitative anchor points are needed to act as a threshold for full
membership, full non-membership, and the maximum ambiguity point.
In this study, a score of 0.05 is chosen as the threshold for full nonmembership in the set, and a score of 0.95 is chosen as the threshold
for full membership.
The calibration is performed by following the steps suggested by
Ragin (2008, 2009). The multiplicative score for a condition immedi
ately above 5% of the cases is assigned a value of 0.05 that indicates full
non-membership in the set. Similarly, the condition score immediately
below 95% of the cases is assigned a value of 0.95 that indicates full
membership in the set (Ragin, Drass, & Davey, 2006). The median score
for a condition represents the maximum ambiguity point, and hence is
assigned a fuzzy membership score of 0.50. Tables 4 and 5 provide de
tails on the anchor points used in the calibrations of the US and Spain
samples.

COMPETENCE (Ryan & Deci,
2000)

INTERACTIVITY (McMillan &
Chavis, 1986)

AFFINITY (Krishen et al.,
2015)

SATISFACTION (Krishen et al.,
2015; Lin, 2008)

Table 1
Demographics.

Gender

Race

Education

Male
Female
Other
TOTAL
Black or African American
Hispanic, Latino, or Spanish
Native American or Alaska
Native
Asian
Native Hawaiian or Pacific
Islander
White
Middle Easter or North African
Other/Mixed
TOTAL
Less than high school degree
High school graduate
Some college but no degree
Associate degree in college (2year)
Bachelor’s degree in college
(4-year)
Master’s degree and above
TOTAL

USA Sample
(%)

Spain Sample
(%)

45.4
54.6
–
100
20
10.5
–

33.8
66.2
–
100
6
1
–

15
1.5

3
1

2
2.4
48.6
100
2.4
12
32.4
28.4

6.7
1
81.3
100
–
46.5
33
5

21

12

3.8
100

3.5
100

Table 3
Measures and reliabilities.
Cronbach’s Alpha
Construct

USA Dataset

Spain Dataset

Autonomy (Au)
Relatedness (R)
Competence (C)
Interactivity (I)
Affinity (Af)
Satisfaction (S)

0.70
0.84
0.86
0.79
0.78
0.77

0.72
0.80
0.75
0.80
0.78
0.77

4. Results
4.1. Truth tables: consistency and coverage
Consistency and coverage scores act as metrics to evaluate the rela
tive implication of a complex causal configuration. Consistency is
defined as the degree of overlap between a complex causal configuration
and the outcome condition, and coverage measures the inclusion of the
outcome variable as a causal configural statement and is similar to the
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order of frequency and list the configurations in which 80% of the cases
are covered. The symbol ● indicates the presence of a causal condition,
while the symbol ○ denotes its absence. Prior to examining the output,
the required score for a causal configuration to be consistent is 0.87,
which exceeds the recommended threshold score by Ragin (2008, 2009)
and is aligned with recent research methods (e.g., Ferguson et al., 2017).
Consistent configurations are denoted in bold.

Table 4
Construct calibration details: USA data.
(n = 367)
Construct

Range of
Multiplicative
Construct Score

Threshold for
Full Non
Membership
(0.05)

Maximum
Point of
Ambiguity
(0. 5)

Threshold for
Full
Membership
(0.95)

Autonomy
(Au)
Relatedness
(R)
Competence
(C)
Interactivity
(I)
Affinity (Af)
Satisfaction
(S)

1–117,649

1470

18,000

86,436

1–117,649

448

11,200

84,035

1–2401

54

625

2058

1–2401

4

192

1470

1–2401
1–343

9
18

320
125

1764
294

4.2. Sufficient configurations
The fsQCA software uses the Quine-McCluskey algorithm to reduce
the truth table and to identify the causal and configural conditions for
the outcome condition. This study uses intermediate solutions as Ragin
(2008) finds that they provide easy-to-interpret configurations that yield
an insightful investigation. The causal configurations for the outcome
condition of satisfaction are explored in terms of five causal conditions.
For proposition 1, we explore the needs in the SDT to explain the
satisfaction derived from social media. Thus, we consider three causal
conditions: autonomy, competence, and relatedness. The model then
becomes:

Table 5
Construct calibration details: Spain data.

S = f (Au, C, R)

(n = 161)
Construct

Range of
Multiplicative
Construct Score

Threshold for
Full Non
Membership
(0.05)

Maximum
Point of
Ambiguity
(0. 5)

Threshold for
Full
Membership
(0.95)

Autonomy
(Au)
Relatedness
(R)
Competence
(C)
Interactivity
(I)
Affinity (Af)
Satisfaction
(S)

1–117,649

2048

14,400

74,088

1–117,649

1200

11,760

61,740

1–2401

96

400

1372

1–2401

2

108

648

1–2401
1–343

9
30

256
120

900
252

The first halves of Tables 8 and 9 present the complex causal con
figurations by using the intermediate solutions for the US and Spain
samples, respectively. The frequency cutoff for the algorithm is one, and
the consistency cutoff is 0.83. The results of proposition 1 show that
autonomy is not an ingredient in the recipes for satisfaction with social
media for people in the US or Spain.
R.C ≤ S
The consistency and coverage scores for both models are acceptable –
above 0.82 and 0.5, respectively (Schmitt et al., 2017). According to the
results, the configuration that can induce satisfaction consists of relat
edness and competence. Please note that in Tables 8 and 9, the ~symbol
indicates the absence of a condition.
Next, we explore proposition 2, or configurations that lead to the
outcome condition, by using a combination of Hofstede’s cultural di
mensions and the SDT. Thus, we consider five causal conditions for
satisfaction: autonomy, competence, relatedness, interactivity, and af
finity as follows:

R2 value in a regression analysis (Woodside, 2013, 2017). Tables 6 and 7
are the truth tables that are obtained after applying the chosen consis
tency thresholds. They show the configurations of the causal conditions,
number of cases for each configuration, cumulative percentage of cases
covered, and the subset consistency scores in the causation of the
outcome condition for the US and Spain samples. There are five causal
conditions that means a total of 25 = 32 causal configurations are
possible. Tables 6 and 7 show the configurations in their descending

S = f (Au, R, C, I, Af )
The second halves of Tables 8 and 9 present the complex causal
configurations that use intermediate solutions for the US and Spain. For
the US, the recipes are (bold indicates the strongest recipes):

Table 6
Truth table of configurations: Distribution of cases for satisfaction – USA data.
Configuration
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17

I

Af

Au

R

C

○

○

○

○

○

●

●
●
●

●
●
○

●
●
●

●
●
●

○

○

○

○

●

○

○

●

○

○

●

●

○

●

●

○

○

○

○

○

○

○

○

●

○

●

○

○

●
●
●
●

○

○

●
●

●
●

○

○

○

●
●

○

●

○

○

○

○

○

○

●

○

●
●

○

○

○

●

●

○

○

●
●
●

●

○

Number of Cases

Cumulative Percentage (%)

Subset Consistency

31
30
22
20
17
17
15
14
14
13
12
12
10
9
9
7
7

9
18
25
31
37
42
47
51
55
59
63
67
70
73
75
78
80

0.64
0.92
0.89
0.93
0.78
0.89
0.77
0.85
0.74
0.82
0.85
0.86
0.86
0.88
0.81
0.82
0.91

Note: ● indicates presence of attribute, and ○ indicates absence of attribute. Truth table shows configurations covering 80% of the data. Bold indicates high subset
consistency scores (>0.85). I = Interactivity; Af = Affinity; Au = Autonomy; R = Relatedness; C = Competence.
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Table 7
Truth Table of Configurations: Distribution of Cases for Satisfaction – Spain Dataset.
Configuration

I

Af

Au

R

C

Number of Cases

Cumulative Percentage (%)

Subset Consistency

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18

●
○

●
●

●
●

●
●

●
●

○

○

○

○

○

○

○

●

○

○

●

●

○

●

○

○

○

○

○

●
●

●

○

●

●
●

○

○

○

○

○

●

●

○

○

○

●
●

○

●

●
●
●
●
●

●
●

○

○

○

●
●

●

○

○

○

○

○

○

●

●
●
●

○

○

○

○

○

●

○

●

○

12
11
10
8
7
6
6
5
5
5
4
4
4
4
4
3
3
3

9
18
26
32
37
42
47
51
55
59
62
65
68
71
74
77
79
81

0.88
0.89
0.66
0.74
0.86
0.78
0.93
0.67
0.88
0.80
0.76
0.85
0.80
0.87
0.90
0.82
0.84
0.93

●
●
●
●
●

○
○

●

Note: ● indicates presence of attribute, and indicates absence of attribute. Truth table shows configurations covering 80% of the data. Bold indicates high subset
consistency scores (>0.85). I = Interactivity; Af = Affinity; Au = Autonomy; R = Relatedness; C = Competence.
○

I.R ≤ S

Table 8
Complex causal configurations for satisfaction – USA data

I.Au ≤ S

Model: S = f (Au, R, C)
frequency cutoff: 1
consistency cutoff:
0.83
Intermediate Solution

Raw Outcome
Coverage

R*C
0.53
Solution coverage: 0.53
Solution consistency: 0.82
Model: S = f (Au, R, C, I, Af)
frequency cutoff: 1
Raw Outcome
consistency cutoff:
Coverage
0.87
Intermediate
Solution
I*R
0.46
I*Au
0.43
Af*C
0.57
Af*Au*~R
0.33
~Au*R*C
0.34
Solution coverage: 0.73
Solution consistency: 0.79

Unique
Coverage

Subset
Consistency

0.53

0.82

Unique
Coverage

Subset
Consistency

0.03
0.02
0.13
0.02
0.02

0.84
0.84
0.84
0.86
0.88

Af .C ≤ S
Af .Au. R ≤ S
Au.R.C ≤ S
The results for proposition 2 show that users in the US place a higher
value on interactivity, or the ability to influence others, for satisfaction
with social media. For the Spain sample, the recipes are:
I.R.C ≤ S
Au.R.C ≤ S
I.Af .Au.C ≤ S
I. Af .R ≤ S
I.Af .R ≤ S
The Spain-based results for proposition 2 show that these users prefer
the fundamental need of the SDT for competence in order to experience
satisfaction with social media.

Table 9
Complex causal configurations for satisfaction – Spain data
Model: S = f (Au, R, C)
frequency cutoff: 1
consistency cutoff:
0.83
Intermediate Solution

Raw Outcome
Coverage

R*C
0.55
Solution coverage: 0.55
Solution consistency: 0.81
Model: S = f (Au, R, C, I, Af)
frequency cutoff: 1
Raw Outcome
consistency cutoff:
Coverage
0.87
Intermediate
Solution
I*R*C
0.41
Au*R*C
0.44
I*Af*Au*C
0.31
I*~Af*R
0.30
~I*Af*R
0.37
Solution coverage: 0.64
Solution consistency: 0.80

Unique
Coverage

Subset
Consistency

0.55

0.81

Unique
Coverage

Subset
Consistency

0.05
0.03
0.02
0.02
0.05

0.85
0.84
0.86
0.83
0.85

4.3. Interpretation of X-Y plots
Fig. 1 shows the X-Y plots for both samples. The X-axis represents the
configuration, and the Y-axis represents the corresponding outcome
condition (satisfaction). Necessity and sufficiency are analyzed by
observing the relative position of the cases with respect to the diagonal
on these X-Y plots. A configuration is considered necessary when all the
cases are located below the diagonal, while it is termed as sufficient
when most of the cases are located above the diagonal (Papatheodorou
& Pappas, 2017; Rihoux & Ragin, 2009). There are no necessary con
ditions as the cases appear both above and below the diagonal in our
plots. However, our findings show that the sufficiency of our configu
rations exists, since most of the cases are located above the diagonal
(Woodside et al., 2015).
5. Conclusions, future research, and limitations
According to the results, the digital self, or an individual’s self259

A.S. Krishen et al.

Journal of Business Research 124 (2021) 254–263

X-Y plots for causal configurations

USA Data set
Model-1a: R*C S
Consistency: 0.829 Coverage: 0.53

Spain Data set
Model-2a: R*C S
Consistency: 0.81 Coverage: 0.55

Model-1b: I*R S
Consistency: 0.84 Coverage: 0.46

Model-2b: I*R*C S
Consistency: 0.85 Coverage: 0.4

Model-1c: I*Au S
Consistency: 0.84 Coverage: 0.43

Model-2c: Au*R*C S
Consistency: 0.84 Coverage: 0.44

Model-1d: Af*C S
Consistency: 0.84 Coverage: 0.57

Model-2d: I*Af*Au*C S
Consistency: 0.86 Coverage: 0.31

Note: I = Interactivity; Af = Affinity; Au = Autonomy; R = Relatedness; C = Competence, S = Satisfaction.

Fig. 1. X-Y plots for causal configurations, Note: I = Interactivity; Af = Affinity; Au = Autonomy; R = Relatedness; C = Competence, S = Satisfaction.
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presentation in the virtual world, does not need to mirror the true self for
short-term satisfaction when using social media such as Facebook.
Although presenting one’s ideal self (Thomas & Johansen, 2012) as
opposed to the real self could result in low autonomy for participants,
such disingenuous self-presentation may be sufficient to experience
short-term satisfaction when using social media. The problem is, just as
companies want long-term loyal customers, social media platforms (and
their sponsors) should strive for members to experience satisfaction with
their social engagement in the long run. This satisfaction would support
a richer engagement with other users, the social media platform itself,
and ultimately the sponsors of the particular platforms.
Fig. 2 provides a framework that depicts our theory and methods as
they relate to the recipes for propositions 1 and 2. In Fig. 2, three rect
angles represent the key theories and frameworks we used to design our
study. We show the six dimensions of Hofstede that factored into
comparing and contrasting social media behaviors in Spain and the US.
Our research and literature review then led to the identification of the

five antecedents that are shown in the ovals in the middle of the diagram
that we propose lead to satisfaction with social media in combinations.
At the bottom of the diagram, we depict the results of our analysis for
both propositions. The Venn style diagram shows the recipe combina
tions for proposition 1 (both US and Spain) and proposition 2 (US and
Spain individually) that lead to satisfaction with social media.
Proposition 1 considers the three fundamental needs of the selfdetermination theory, autonomy, competence, and relatedness, in
terms of providing a satisfying social media experience. The results of
proposition 1 show that autonomy is not an ingredient in the recipes for
satisfaction for people in the US or Spain. Our findings indicate that
being true to one’s self in terms of social media identity is not required
for satisfaction as long as consumers feel like part of a group (related
ness) and have the ability to use the technology (competence). A su
perficial or false representation of the self (in the form of a digital self, or
online representation) may be sufficient for short-term satisfaction when
using social media. Therefore, according to the results of this study,

Recipes for US and Spain social media networking satisfaction

Masculinity

Indulgence

Long-term orientation

Hofstede's cultural
dimensions

Power distance

Uncertainty avoidance

Individualism

Autonomy (Au)

Self-determination
Theory

Relatedness (R)
Competence (C)

Satisfaction (S)

Interactivity (I)

Sense of
community
Affinity (Af)

US

Spain

RECIPES FOR
SATISFACTION

Au

Proposition 1: Similarities
between both cultures

R

R * Au * C ≤ S

C
I

Proposition 2: Differences
between both cultures

Af
R * Au * C*Af*I ≤ S
Fig. 2. Recipes for US and Spain social media networking satisfaction.
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relatedness and competency are the most important requirements for
satisfaction. Considering Hofstede, the need for autonomy can be related
to individualism of which Spain has a moderate level and the US has a
high level. Thus, the lack of autonomy as an ingredient for satisfaction
when using social media platforms may not be surprising for Spain but
helps us further explain the recipes using the full model for the US and
for proposition 2.
Together with a high level of individualism and the need for au
tonomy as well as interactivity and the need for relatedness, both USbased configurations provide the outcome of satisfaction with social
media. These two configurational recipes show that organizations that
use social media for branding purposes should engage with individuals
in the US and make them feel that their opinions matter. However, our
Spain-based results for proposition 2 indicate that these users require
competence to experience satisfaction with social media. Competence
refers to the ability to perform as desired or expected. Therefore, people
with a high need for competence are more likely to avoid situations in
which they do not feel that their behavior will be effective. This con
dition also indicates that such individuals will avoid situations of un
certainty. According to Hofstede, Spain is a culture with a greater need
to avoid uncertainty (higher emphasis on the need of competence) that
indicates those consumers want to avoid the unfamiliar in life, both in
the physical realm and the virtual space. With ever-changing and
innovative technologies, people who have a greater need to avoid un
certainty (needing a high degree of competence) may lack confidence
when participating on social media platforms. Perhaps counterintuitive,
such individuals may attempt to reduce their anxiety of the unknown by
informing themselves through social media sources and optimally
increasing their competence levels. Social media platforms should strive
to fulfill their users’ need for competence to provide a more satisfying
social media experience that ideally results in loyal members. On the
other hand, social media users in the US only require competence as an
ingredient in their satisfaction with social media if it includes affinity in
the configuration. This is consistent with the fact that the US is rated
lower in terms of avoiding uncertainty.
Social media platforms often rely on sponsors to support their exis
tence. However, the tendency of many users to settle on short-term
satisfaction with their experience on a particular site may translate
into short-term loyalty for sponsors. To survive, and potentially gain a
competitive advantage, social media platforms should consider
revamping the user experience to encourage continued active mem
bership, and thereby loyalty, in the long run. In addition, digital mar
keting managers must understand cross-cultural differences and
consider the value proposition of each particular social media platform.
For example, if used for branding purposes, the ingredient of inter
activity is meaningful to both the US and Spain; however, interactivity
must be included with the needs for relatedness (US) and for relatedness
and competence (Spain).
The research has overlaid the self-determination theory with Hof
stede’s cultural dimensions. However, this study contributes to the
literature by intersecting these variables in the context of the motivating
factors for the satisfaction with social media use by exploring users from
the cultures of the US and Spain. Specifically, the results show specific
fundamental psychological needs (self-determination theory) that
should be satisfied for users of social media platforms according to their
cultural dimensions that can thereby offer a more valuable and
competitive experience.
Our study’s limitations include our sampling, as it was limited to
students from the Western US and Spain. Future research should
consider including users of social media from countries such as China,
where the Hofstede’s cultural dimensions are different when compared
to the US. Non-student samples and specific platforms that offer
differing value propositions should also be studied, given the overlay
and potential impacts of the self-determination theory and culture.
Future studies may also wish to explore the inherent culture that exists
within specific social media platforms, and how this may affect their

behavior when considering the self-determination theory. Finally, future
research can pursue quantitative models, such as regression-based and
structural equations, to draw inferences based on our recipes.
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