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Facebook is one of the most notable and popular social media networks in the world. It appeals to people of
differing cultures, mindsets, and demographics. This study explores cross-cultural differences regarding the
relative emphasis of social connection versus informational content to examine ingredients for satisfaction in a
social media network in Vietnam (n = 190) versus the US (n = 280). Uses and gratifications theory and self-
determination theory argue that belonging, affinity, interactivity, emotional connection, system quality, and
information quality are equally important to satisfaction for both cultures. However, the social capital theory,
social network density, and cultural tightness-looseness combine to propose differences between the two cul-

£sQCA tures. Therefore, this study uses fuzzy set qualitative comparative analysis (fsQCA) to find that both cultures

Vietnam
Cross-cultural research

value belonging, affinity, and interactivity. In terms of differences, Vietnamese derive higher satisfaction from
system quality and emotional connection, and Americans indicate higher satisfaction from information quality.

1. Introduction

Facebook is one of the most popular social media networks in the
world with over 2.23 billion monthly users (Statistica, 2018a, 2018b).
Furthermore, it appeals to people of vastly different cultures, mindsets,
and demographics. Even in nations such as Vietnam, where its use was
blocked until recently and is now scrutinized by the government, more
than half of its 95 million people use Facebook for personal and pro-
fessional reasons (Jeffries, 2011; Luong, 2017; Van Dat, 2017). Face-
book therefore holds significant power to build virtual bridges between
people, organizations, and communities that might otherwise not find
common ground or even interact. To investigate this phenomenon and
its potential opportunities for marketers, this study explores the recipes
of satisfaction that influence participation on Facebook for consumers
from the vastly distinct cultures of the US and Vietnam. Specifically, we
present two propositions for recipes for both the US and Vietnam by
using a fuzzy set qualitative comparative analysis (fsQCA).

Social media provides a set of tools that can reshape culture and
society. The sharing of information and connecting with others both
socially and professionally through social media can ultimately result in
improved quality of life in addition to opening more doors for busi-
nesses. At the very least, it is a conduit that can support the under-
standing of cultural differences, and thereby potentially increase the
effectiveness of communication and the relationships between nations.
This is becoming increasingly evident in countries such as Vietnam,
boasting one of the highest percentages of Facebook users in the region.
Globally it is the seventh highest ranked country for Facebook use, with
the US being the second highest (Statistica, 2018a, 2018b). Vietnam's
improving economic stability and quality of life, fast growth, and on-
going transition to a more open economy make it a potentially lucrative
and underappreciated market (Jennings, 2017; Legatum, 2018). Viet-
nam's rapidly-increasing use of social media thus has tremendous po-
tential for American businesses, yet it remains an under-tapped and
under-researched market.
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Table 1
Summary of select research.
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Topic Exemplary studies

Relevant findings

Social capital theory (SCT)
Phua et al. (2017)

Self-determination theory (SDT)
2016; Masur et al., 2014; Ryan & Deci, 2000

Uses and gratifications theory
(UGT)
2010; Whiting & Williams, 2013

Social network density (SND)
et al., 2015

Cultural tightness-looseness

(CTL) 2006; Uz, 2014.

Kamboj et al., 2017; Krishen et al., 2018; Lin et al., 2001;

Ang et al., 2015; Berezan et al., 2017; Krishen, Berezan, et al.,

Ha et al., 2015; Hsu et al., 2015; Hunt et al., 2012; Krause
et al., 2014; Orchard et al., 2014; Quan-Haase & Young,

Brooks et al., 2014; Lin et al., 2014; Park et al., 2012; Zou

Li et al., 2017; Liu et al., 2018; Triandis, 1989; Gelfand et al.,

® Social capital is a form of profit individuals can gain from their interactions
with others.

Social capital mediates social media usage and firm performance.
Countries with lower social capital seem (e.g. Poland) have different social
media networking experiences than those with higher social capital (e.g.
U.Ss).

Multiple types of social networks offer different levels of bridging and
bonding social capital. Bridging means linking across normally divisive
categories such as race, or class; bonding means connecting within a group or
community that has homophily.

SDT argues that individuals are motivated to fulfill the needs of
competence, autonomy, and relatedness.

Satisfaction, happiness, and well-being seem to be positively influenced by
social media networking usage in various ways for individuals in different
generations.

Research finds that when SDT needs are not met, lack of them can lead to
higher social networking site addiction under certain circumstances.

Uses and gratifications theory argues that individuals are goal-directed and
motivated to achieve their needs and wants from their use of media.
Various types of social media fulfill various needs for individuals.
Perceived interactivity increases satisfaction with social media use.
Individual differences play a part in the relative weight of social networking
site usage motivations.

Multiple studies find various motivations for social media usage based on
UGT which include entertainment, interaction, relaxation, expression of
opinion, and many others

SND compares a network breadth with its depth; in essence, a deep
connection can exist when individuals are directly tied to individuals
whereas a breadth of connections might result in less contact with each of
the individuals at any meaningful level.

Dense social networks on social media are associated with higher rates of
emotional disclosure.

Cultural tightness and looseness refers to the fact that social relationships
differ between tight countries, or ones with strongly enforced rules and low
tolerance for deviance from them, and loose countries, or ones with very
few rules which allow for more deviance from them.

® Social network behavior differs between tight and loose countries.

® Vietnam is a tighter culture than the US.

In order to further our understanding of the motivations behind the
use of social media networks from a global perspective, our study be-
gins with a thorough literature review of the existing theories. In our
review, we cover the overlapping theories of uses and gratifications,
self-determination, social capital, social network density, and cultural
tightness/looseness. Derived from these theories, we present two pro-
positions for social media networking fuzzy set qualitative comparative
analysis (fsQCA) recipes for both the US and Vietnam. In the next
section, the study compares US (n = 280) and Vietnam (n = 190)
samples by using fsQCA analysis. The study concludes by offering so-
lutions for both samples and discusses the implications and limitations.

2. Literature review
2.1. Antecedents to social media satisfaction

Uses and gratifications theory (UGT) argues that goal-directed mo-
tivations drive media consumption. The theory focuses on individuals
as active consumers rather than as passive receivers (Blumler, 1979).
Extant research identifies the UGT motives behind social network ac-
tivity such as (1) passing time, showing affection, following fashion,
sharing problems, demonstrating sociability, and improving social
knowledge (Quan-Haase & Young, 2010); (2) interpersonal commu-
nication, entertainment, and self-expression (Hunt, Atkin, & Krishnan,
2012); (3) social interaction, information seeking, pass time, en-
tertainment, relaxation, communication utility, and convenience utility
(Whiting & Williams, 2013); (4) making new connections, information
exchange, freedom of expression, conformity, social maintenance, and
recreation (Orchard, Fullwood, Galbraith, & Morris, 2014); and (5)
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communication, entertainment, and habitual diversion (Krause, North,
& Heritage, 2014). Ha, Kim, Libaque-Saenz, Chang, and Park (2015)
define UGT as having three dimensions—cognitive, hedonic, and in-
tegrative—that are influenced by social interactive gratification; these
then lead to attitude and eventually to actual use for Koreans. Hsu,
Chang, Lin, and Lin (2015) study the antecedents of social networking
satisfaction, for Facebook in particular, in Taiwan and propose four
UGT motivations as a starting point for their model, namely en-
tertainment, socialization, information-seeking, and self-presentation.

In addition to UGT, several studies apply self-determination theory
(SDT) to the context of social media networking. SDT poses three in-
herent needs that motivate individual behavior: competence, au-
tonomy, and relatedness (Ryan & Deci, 2000). In the Masur, Reinecke,
Ziegele, and Quiring (2014) framework, autonomy leads to self-pre-
sentation and escapism, competence leads to self-presentation and in-
formation seeking, and relatedness leads to self-presentation and
meeting new people. According to Ang, Abu Talib, Tan, Tan, and
Yaacob (2015), UGT motivations can be categorized as two key types of
orientations: online relationship formation, which is an intentional use
of social media; and internet habit strength or the use of social media as
a diversion. Ang et al. also find that UGT does not sufficiently account
for social media satisfaction and life satisfaction and must be aug-
mented with SDT to fully understand virtual psychological needs. Re-
search also proposes SDT as an explanatory theory for social media use
across generations as influencing satisfaction (Krishen, Berezan,
Agarwal, & Kachroo, 2016) and affecting balance (Berezan, Krishen,
Agarwal, & Kachroo, 2017).

Based on UGT and SDT theories and the social media research, this
study proposes six key antecedents for social media satisfaction: system
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Fig. 1. Proposition 1 basic social media networking satisfaction ingredients.

quality, information quality, affinity, emotional connection, inter-
activity, and belonging (Krishen, Agarwal, and Kachroo, 2016; Krishen,
Berezan, et al., 2016). This study defines system quality as accuracy,
responsiveness, and the ability to participate in a worthwhile manner in
the medium; and information quality refers to the timeliness, relevancy,
and presentation. Affinity includes meeting the needs of members in
terms of providing aid as well as protection (Krishen, Trembath, &
Muthaly, 2015). Emotional connection in social media comes when
individuals feel understood and closely friended by other members, and
interactivity primarily consists of the ability to influence or be influ-
enced by other members (McMillan & Chavis, 1986). Belonging com-
prises the feeling of being in a community and the pride associated with
this feeling (Lin, 2008). Finally, satisfaction is the proposed outcome of
these antecedents to social media usage and is measured in terms of
meeting needs. Table 1 provides a review of relevant literature and
Fig. 1 depicts the two foundational theories (UGT and SDT), derived
from the social media literature and are the foundation of the study's
design. UGT argues that there are three basic components to media
usage - individual differences, firm characteristics, and social factors;
ultimately, the dimensional outcomes are social, hedonic, and cogni-
tive. SDT explains the motivations for using social media in terms of
relatedness, competence, and autonomy. In combination, these theories
lead us to choose the six antecedents consisting of belonging (B), in-
teractivity (I), affinity (A), emotional connection (E), information
quality (IQ), and system quality (SQ), to explore their relationships
with the outcome - social media satisfaction (S).

This study therefore proposes that the recipes for satisfaction with
social networking usage may be similar across both the US and
Vietnam.

Proposition 1. Based on UGT and SDT, both US and Vietnamese

consumers will derive satisfaction equally based on the system quality

(SQ), information quality (IQ), belonging (B), emotional connection

(E), affinity (A), interactivity (I) components of social networking.
SQ-IQ-B-E-A-I < S (Recipe/Model for both US and Vietnam)
Where a dot indicates the logical AND operation.

2.2. Social media from a cross-cultural perspective

Despite the global explosion of social media, only a few studies have
viewed it through a cross-cultural lens. Social capital theory (SCT) ar-
gues that through social networks and relationships, individuals profit
from their interactions with others (Lin, Cook, & Burt, 2001). These
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networked relationships lead to enhanced social capital that eventually
translates to economic benefits and better information flow (Ellis,
2011). SCT consists of three societal elements: structural, relational,
and cognitive social capital. As of 2018, Vietnam has a social capital
index of 47.97 (81st out of 149 countries) in comparison to the US that
had an index of 65.10 (6th out of 149 countries) (Legatum, 2018). In a
cross-cultural setting that compares Poland to the US, Krishen,
Leenders, Muthaly, Ziétkowska, and LaTour (2018) indicate that suc-
cessful social networking is lower in countries with less social capital.
Broadly, the literature divides social media networking in terms of so-
cial, hedonic, and cognitive motivations (Kamboj, Kumar, & Rahman,
2017). These authors argue that individual usage of social media (so-
cial, hedonic, and cognitive) ultimately leads to cultural social capital
(structural, relational, and cognitive). Phua, Jin, and Kim (2017) also
apply UGT as a framework to understand social media consumption as a
set of motivations that lead to the bridging and bonding of social ca-
pital.

Social network density (SND) represents the connection level of
members to each other. In the highest density networks, all members
connect with each other through close interpersonal ties (Brooks,
Hogan, Ellison, Lampe, & Vitak, 2014). Individuals in dense social
networks post more messages on Facebook, share more information,
and are more likely to share feelings through more emotional disclosure
(Lin, Tov, & Qiu, 2014; Park, Lee, & Kim, 2012). Social network density
also appears to have a significantly positive affect on life satisfaction
such that individuals with high density networks have higher life sa-
tisfaction; this effect is more consistent for prevention-oriented in-
dividuals (Zou, Ingram, & Higgins, 2015). Regulatory focus theory
states that individuals are classified into two different motivational
systems: promotion-oriented individuals focus on achieving a gain,
while prevention-oriented ones aim to avoid a loss (Higgins, 1997).
Individuals in tight (loose) cultures tend to have a prevention (pro-
motion) regulatory focus (Li, Gordon, & Gelfand, 2017), and thus we
expect that Vietnamese consumers will have higher density networks.
In terms of Asian cultures and social media use, multiple scholars find
that cultural differences in offline behaviors are also reflected in online
networking (e.g., Qiu, Lin, & Leung, 2012; Qiu, Lin, Leung, & Tov,
2012). For example, while Koreans tend to use social networking for
deeper commitments with close friends and family, Americans use them
for making new friends to add to their already large social networks
(Kim, Sohn, & Choi, 2011). In fact, these authors argue that American
students have five times larger social networks than Korean students
but with a small percentage of those being with socially close friends.
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Fig. 2. Cross cultural influences for social media networking.

Jackson and Wang (2013) use a cross-cultural study to compare the
usage of social networking sites between China and the US and find
several differences. According to these authors, US consumers spend
more time, have more friends, and have more gratification motives than
Chinese consumers.

The theory of cultural tightness-looseness (CTL) contends that every
society has norms and sanctions; the strength of each of these differs
between countries. The three necessary conditions for cultural tightness
are geographic isolation, cultural homogeneity, and population density
(Triandis, 1989). Uz (2014) identifies a domain-specific index of cul-
tural tightness-looseness for 68 countries and calculates a score of 21.8
for Vietnam and 6.9 for the US; higher scores are looser countries and
lower scores are tighter countries. The multilevel model of CTL extends
the theory by including individuals' characteristics, adaptations, and
experiences as well as organizational cultures and practices as dimen-
sions of societies (Gelfand, Nishii, & Raver, 2006). Based on SCT, SND,
and CTL, this study predicts potential differences in the ingredients for
social networking satisfaction between Vietnam and the US as shown in
Fig. 2.

2.3. Theoretical framework: social media in Vietnam versus the US

Surprisingly, despite the extensive use of social media in Vietnam,
few studies have explored what drives the satisfaction that may result
from it. With the government attempting to block Facebook until re-
cently, its widespread use is relatively recent in Vietnam compared to
the US Although millions of people in both countries use the same social
media platforms, cultural differences may affect the usefulness of spe-
cific recipes that indicate high (low) user satisfaction. Because of
Vietnam's fundamentally different socio-cultural landscape that is
rooted in Confucian beliefs and communism, a mutual understanding of
both countries remains challenging and often closes doors to commu-
nication and potential relationships. The two nations have vastly dif-
ferent mindsets from a social perspective. The literature has well es-
tablished that collectivism (belonging) prevails in Asian cultures (even
more so in Vietnam than in Japan and Korea), while individualism
prevails in US society (Hofstede, 2017). According to Hofstede (2017),
a collectivist society is largely based on interdependence and the loyalty
of its members that is often motivated by the avoidance of shame. These
concepts are deeply rooted in the people of each nation and therefore
present a serious challenge when traditionally and virtually attempting
to build relationships, business, and otherwise. The respective col-
lectivist and individualist aspects of Vietnamese and American societies
(Hofstede, 2017) may therefore translate to their virtual societies in
terms of social media behaviors and attitudes. However, these aspects
of satisfaction are rooted in much more than mere geography. Col-
lectivist cultures in comparison to independent ones differ in terms of
their use of the internet. Chau, Cole, Massey, Montoya-Weiss, and
O'Keefe (2002) indicate that collectivist cultures primarily use it for
social interaction whereas US-based individuals mainly interact to seek
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information. Vietnam, in comparison to the US, is considered a col-
lectivist culture (Vu, Finkenauer, Huizinga, Novin, & Krabbendam,
2017).

In combination, UGT and SDT identify the basic ingredients for
social networking satisfaction and SCT, SND, and CTL show that cul-
tural characteristics can differentiate the relative importance of those
ingredients. In the context of Facebook, Liu, Chan, Qiu, Tov, and Tong
(2018) find that emotional expression differs between tight (e.g.
Vietnam) and loose (e.g. US) entities such that culturally tight ones with
dense social networks tend to be more likely to express positive emo-
tions. Regarding relationships with brands, Li et al. (2017) indicate that
tight cultures are more emotionally attached due to social influences
because normative pressures to conform drive them. Affective com-
mitment to services in social virtual worlds also appears to have a
stronger influence on actual usage, particularly for tighter cultures (Lin,
Zhou, Fang, Vogel, & Liang, 2018).

Wang and Pho (2009) suggest that because Vietnam is a developing
country with relatively slow internet speeds and information systems
development, individuals do not expect to find a strong relationship
between high information quality and expertise. Even given the ap-
proximately 2.5 billion people online, English is the most common
language of user-generated information on the internet; as such, there
are patterns of increasing informational poverty due to uneven geo-
graphies of knowledge production (Graham, Hogan, Straumann, &
Medhat, 2014). Given that the native language of Vietnam is largely
underrepresented on the internet, information quality is not likely to be
the focus of social media interactions. Therefore, this study proposes
that the recipes for satisfaction with social networking usage should be
marginally different across both the US and Vietnam. As such, and
consistent with the theories identified in Fig. 2, while US consumers
will place more emphasis on information quality (i.e., content), Viet-
namese consumers will place more emphasis on emotional connections
(i.e., close ties).

Proposition 2. Based on UGT and SDT in combination with SCT, SND,
and CTL, US consumers will derive satisfaction based on the SQ, B, A, I
and IQ components of social networking, whereas Vietnamese
consumers will derive satisfaction based on the SQ, B, A, I, and E
components of social networking.

SQ-B-A-I-IQ < S (2a: Recipe/Model for US)

SQ-B-A-I'E < S (2b: Recipe/Model for Vietnam)

3. Method and analysis

To test Propositions 1 and 2, this study uses fSQCA. The goal is to
estimate the recipes (models) for satisfaction from using Facebook.
FsQCA is the most widely used technique among the three variants of
qualitative comparative analysis and is appropriate for the measure-
ment of the degree of weighting between qualitative statements
(Emmenegger, Schraff, & Walter, 2014). This method bridges the gap
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between configural analysis and complexity theory, thus making it
suitable for studies requiring asymmetric testing in various sub-dis-
ciplines of management and marketing (Schmitt, Grawe, & Woodside,
2017; Woodside, 2013).

3.1. Sampling and measures

This study used a quota-based snowball sampling technique to
collect data from both the US and Vietnam. A pencil-and-paper survey
captured the responses directly from the subjects in the US; the same
survey was then translated into Vietnamese for those consumers.
Snowball sampling is an appropriate data collection technique for this
study for multiple reasons. First, when the sample size is sufficiently
large, Chen, Chen, & Xiao, 2013) argue that quasi-convenience sam-
pling methods, and the snowball in particular, do not create estimation
issues and biases and are therefore suitable. Previous research utilizes
this method that consists of data collectors randomly inviting subjects
to participate (Krishen, Agarwal, et al., 2016; Krishen, Berezan, et al.,
2016). Secondly, homogeneous samples can be more readily obtained
through the snowball technique, and this is especially important for the
establishment of sampling equivalence in cross-cultural research,
otherwise known as matched sampling (Smith & Reynolds, 2002). The
following criteria were required for participation in the study: (1) active
membership on Facebook, and (2) age of 18 or over. The survey was
designed using Likert scales anchored by 1 = strongly disagree and
5 = strongly agree to capture subjective measures regarding social
media usage along with various demographic details such as age,
gender, and nationality. Appropriate existing scales were used to
measure the constructs, and all constructs had acceptable Cronbach
alpha reliability scores of o = 0.7 or higher. The reliability scores of all
the constructs as well as items are provided in Table 2 (Krishen et al.,
2015; Krishen, Agarwal, et al., 2016; Krishen, Berezan, et al., 2016).

3.2. Data calibration

After deleting the rows with missing items, the Vietnamese dataset
contains n = 229 observations and the US dataset has n = 348
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observations. Further, to maintain consistency, only the subjects with
Facebook as the response to question five (Which online community do
you use the most?) were considered. This filtering resulted in the
Vietnamese dataset containing n = 190 observations and the US dataset
containing n = 280 observations. Table 3 provides the demographic
details for both final datasets and Table 4 shows the ranges for each
construct along with the fuzzy set thresholds.

After finalizing the samples, the first step in the fsQCA method is to
perform the data calibration. This process involves mapping the ori-
ginal values for all of the variables (conditions) into membership scores
ranging from zero to one. Part of the process is to obtain construct
scores by multiplying the corresponding item values. For this study, the
number of items per construct ranges from three to four, which means
that the range of construct scores on a five-point scale for a four-item
construct is 1 to 625.

After obtaining construct scores, the next step is to identify the
membership thresholds. The analysis identifies the multiplicative con-
struct score such that 5% of the distribution of the scores are below the
threshold of non-membership and assigns the fuzzy membership score
of 0.05 to it, which signifies the threshold for full non-membership. A
0.5 fuzzy membership score is assigned to the median distribution
construct score, which signifies the maximum point of ambiguity. The
fuzzy membership score of 0.95 signifies full membership and is
equivalent to 95% of the total product scores (Ragin, 2008, 2009). The
fsQCA software can now be used to apply a logarithmic function that
calibrates all the constructs into a fuzzy scale membership score be-
tween zero and one (Ragin, Drass, & Davey, 2006).

3.3. Estimating complex causal statements (recipes)

The first step of the configural analysis is to identify the necessary
conditions (in terms of the six antecedent variables) that lead to the
outcome construct (satisfaction). Table 5 provides the consistency and
coverage for this analysis. The consistency scores here are indicative of
the degree to which the causal condition is a superset of the outcome,
and the coverage score is indicative of the empirical relevance of a
consistent superset. Since the consistency and coverage scores are

Table 2
Construct reliabilities and details.
Construct, reliability, and reference Items
BELONGING . I am proud to be a member of < ... >.
(US o = 0.98; VN a = 0.98) . I enjoy being a member of < ... >
(Lin, 2008) . I feel a strong sense of belonging to the < ... > community.
INTERACTIVITY . Members on < ... > influence my thoughts and activities.

(US a = 0.98; VN a = 0.98)
(McMillan & Chavis, 1986)

AFFINITY
(US a = 0.98; VN a = 0.98)
(Krishen et al., 2015)

EMOTIONAL CONNECTION
(US a = 0.98; VN a = 0.98)
(McMillan & Chavis, 1986)

SATISFACTION
(US a = 0.94; VN a = 0.96)
(Krishen et al., 2015; Lin, 2008)

SYSTEM_QUALITY
(US a=0.74; VN a = 0.76)
(Lin, 2008)
INFORMATION_QUALITY
(US a = 0.89; VN a = 0.90)
(Lin, 2008)

. I am able to influence the actions and feelings of other members on < ... >

. My opinions matter to other members on < ... >.

. I care about what other members think of my actions on < ... >

. I feel my needs (such as social and recreational activities) are met on < ... >

. Ican get help on < ... > if I need it.

. Participation on < ... > is worth my time.

. People on < ... > look out for me.

. I feel I am well understood by other members on < ... >.

. I have the feeling of closeness on < ... >

. I get along well with other members on < ... >

. 1 feel other members on < ... > are friendly to me.

. Using the online community helps to satisfy my information needs.

. Overall, I am satisfied with the online community.

. Using the online community helps to satisfy my social needs.

. Overall, participation in the online community has been an unsatisfactory experience.
. Other people in the online community respond to my requests quickly.

. The information provided by the other members of the online community is accurate.
. I believe it is worthwhile for me to continue to participate in the online community.
. The information provided by other members of the online community is up to date.
. The information provided within the online community is relevant to me.

. The content provided by community members is well presented by < ... >

. Tam able to contribute to discussions within the online community.

A WNFWONFRAWONFEBDMWONFEBAWODNDEBASMWNDFHEWDND =

Note: Respondents were asked to provide their favorite social media networking site and questions were then based on their choice. We have

denoted this site with < ... >
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Table 3
Sample demographics.
us Vietnam
Frequency Percentage Frequency Percentage
N % N %
Gender Male 114 40.71 67 35.26
Female 166 59.29 123 64.74
Other 0 0.00 0 0.00
TOTAL 280 100.00 190 100.00
Age GenX (1965-1983) 47 16.79 49 25.79
GenY (1984-2002) 233 83.21 141 74.21
TOTAL 280 100.00 190 100.00
Race American Indian 1 0.36 1 0.53
Asian 76 27.14 182 95.79
African American 17 6.07 1 0.53
Native Hawaiian 3 1.07 0 0.00
White 122 43.57 1 0.53
Hispanic 34 12.14 0 0.00
Other 27 9.64 5 2.63
TOTAL 280 100.00 190 100.00
Number of online communities subject belongs to 1-5 252 90.00 170 89.47
6-10 23 8.21 12 6.32
More than 10 5 1.79 8 4.21
TOTAL 280 100.00 190 100.00
Marital status Married 23 8.21 44 23.16
Widowed 0 0.00 2 1.05
Divorced 14 5.00 4 2.11
Single 243 86.79 140 73.68
TOTAL 280 100.00 190 100.00

Table 4
Construct descriptions: Vietham and US respondents.
Vietnamese us
Construct Range of Threshold for full Maximum Threshold for Range of Threshold for full Maximum Threshold for
construct non membership  point of full membership construct non membership  point of full membership
score ambiguity score ambiguity
SYSTEM _QUALITY (SQ) 1-125 15 45 80 1-125 27 64 100
INFORMATION_QUALITY (IQ) 1-625 18 72 250 1-625 32 144 400
SATISFACTION (S) 1-625 18 80 256 1-625 16 72 256
BELONGING (B) 1-125 12 36 75 1-125 9 48 100
INTERACTIVITY (1) 1-625 9 96 240 1-625 9 81 300
AFFINITY (A) 1-625 27 108 256 1-625 18 108 375
EMOTIONAL_CONNECTION (E) 1-625 24 108 300 1-625 18 144 375
Table 5 The first proposition to test is the case in which both the US and
Analysis of necessary conditions. Vietnam have the same recipe for social networking satisfaction, as
USA Vietnam provided in Proposition 1a and b. Next, a test of Proposition 2a and b is
performed to see whether cross-cultural differences render different
Antecedent variables Consistency Coverage Consistency Coverage recipes for the US versus Vietnam. A test of the propositions is con-
sistent with several recent studies that highlight the importance of
SQ 0.73 0.60 0. 68 0.66 . . . . . . I
10 0.72 0.66 0. 69 0.67 proposing and testing specific configurations, which thus eliminates the
B 0.73 0.67 0.74 0.66 possible problems in using asymmetric testing software, such as fSQCA
1 0.73 0.68 0.69 0.69 (Ferguson, Megehee, & Woodside, 2017; Fiss, 2007). The results from
A 0.75 0.69 0.71 0.69 the test of Proposition 1a and b as well as the cross-cultural Proposition
E 0.73 0.66 0.71 0.68

significant and have low variance for both the datasets (consistency
scores for US dataset range from 0.72 to 0.75, and for the Vietnam
dataset range from 0.68 to 0.74), the necessary condition analysis
concludes that all six antecedent variables should be included for fur-
ther analysis.

Next, the study applies the Quine-McCluskey algorithm using the
fsQCA software to identify possible recipes for social media satisfaction.
The initial model is as follows:

S =1(SQIQ,B,A,LE)

98

2a and b are summarized in Fig. 3. A consistency cutoff of 0.84 is used
to identify acceptable complex configurations. Further Proposition la
and b are valid with high consistency scores of above 0.85 and accep-
table coverage scores of 0.42 and 0.38 respectively. Proposition 2a and
b also have acceptable coverage and high consistency scores (above
0.84). However, the complex configuration proposed in Proposition 2a,
for the US cohort, is also valid for the Vietnam cohort, whereas
Proposition 2b for the Vietnam cohort is not valid for the US cohort.
This is evident from the cross-validation scores shown in Table 6.
Hence, we proceed to analyze the two datasets in search of an exclusive
recipe for each of the two cohorts.

Tables 7 and 8 show the detailed solutions obtained using complex,
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Vietnam recipes
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Fig. 3. X-Y plots for Vietham and US propositions.
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Table 6
Cross validation of models.
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Table 8
Solutions for US data.

Models USA cohort Vietnam cohort
Consistency Coverage Consistency Coverage
Proposition 1 SQIQBEAT 0.85 0.41 0.86 0.38
Proposition 2a  SQ'B-ATIQ 0.84 0.45 0.85 0.41
Proposition 2b  SQB-ATE 0.80 0.46 0.84 0.42
Solution A B-ATIQ 0.84 0.55 0.81 0.46
Solution B SQ-B-ATE 0.80 0.46 0.84 0.42
Table 7
Solutions for Vietnam data.
Complex solution
Frequency cutoff: 3 Raw coverage Unique Consistency
Consistency cutoff: 0.80 coverage
~IQ.~SQ.E.A 0.27 0.07 0.78
SQ.B.A.LLE 0.42 0.21 0.84
1Q.SQ.~B.~E.A 0.21 0.03 0.81
Solution coverage: 0.56
Solution consistency:
0.77
Parsimonious solution
Frequency cutoff: 3 Raw coverage Unique coverage Consistency
Consistency cutoff: 0.80
SQ.A 0.55 0.27 0.76
~IQ.EA 0.35 0.07 0.77
Solution coverage: 0.63
Solution consistency: 0.75
Intermediate solution
Frequency cutoff: 3 Raw coverage Unique coverage Consistency
Consistency cutoff: 0.80
~IQ.EA 0.36 0.13 0.78
1Q.SQ.A 0.47 0.24 0.79
Solution coverage: 0.60
Solution consistency: 0.76
Predictive validity testing
Training sample Validity sample
(n = 95) (n = 95)
Overall Overall Overall Overall
solution solution solution solution
consistency coverage consistency coverage
SATISFACTION 0.76 0.77 0.74 0.76

parsimonious, and intermediate algorithms on the two datasets, re-
spectively. Many of these solutions (recipes for satisfaction) have ac-
ceptable consistency scores (above 0.8) and desired raw coverages
(0.25 to 0.65) (Woodside, 2013). The present study uses a stringent
cutoff for consistency, that is, 0.84. The selection of appropriate recipes
is performed by using the results interpreted with existing knowledge of
social networking and cross-cultural theories including SCT, SND, and
CTL. These recipes are obtained after excluding the ones with low
consistency and coverage scores, and not considering the recipes that
require the absence of any of the six antecedent constructs. The selected
recipes are listed below and confirm Proposition 2b and modify the
solution proposed in Proposition 2a.

B-A-I-1Q < S (Solution A: Recipe/Model for USA)

SQ-B-A-I-E < S (Solution B: Recipe/Model for Vietnam)

100

Complex solution

Frequency cutoff: 3
Consistency cutoff: 0.80

Raw coverage Unique coverage Consistency

1Q.SQ.B.~E 0.31 0.02 0.82
SQ.B.A.~E 0.32 0.02 0.80
IQ.~B.AE 0.32 0.04 0.81
1Q.~SQ.B.~A.E 0.25 0.01 0.83
~IQ.~SQ.B.AE 0.28 0.02 0.83
B.A. L IQ 0.55 0.14 0.84

Solution coverage: 0.66
Solution consistency: 0.76

Parsimonious solution

Frequency cutoff: 3
Consistency cutoff: 0.80

Raw coverage Unique coverage Consistency

B.~E 0.41 0.04 0.76
~SQ.B 0.40 0.03 0.78
IQ.A 0.60 0.23 0.76
Solution coverage: 0.74
Solution consistency: 0.72
Intermediate solution
Frequency cutoff: 3 Raw coverage Unique coverage Consistency
Consistency cutoff: 0.8
1Q.SQ.B.~E 0.31 0.02 0.82
SQ.B.A.~E 0.32 0.02 0.80
1Q.~B.A.E 0.32 0.04 0.81
1Q.~SQ.B.~A.E 0.25 0.01 0.83
~IQ.~SQ.B.A.E 0.28 0.02 0.83
1Q.SQ.B.A 0.48 0.14 0.80
Solution coverage: 0.66
Solution consistency: 0.76
Predictive validity testing
Training sample Validity sample
(n = 140) (n = 140)
Overall Overall Overall Overall
solution solution solution solution
consistency coverage consistency coverage
SATISFACTION 0.77 0.72 0.77 0.73

For the US, the selected recipe includes belonging, affinity, inter-
activity, and information quality and provides a satisfactory consistency
level of 0.84. For Vietnam, the selected recipe for satisfaction consists of
system quality, belonging, affinity, interactivity, and emotional con-
nection. Both recipes have acceptable consistency and raw coverage
scores.

3.4. Testing for predictive and cross validity

To test the predictive validity of the results, both sample datasets
are split into two subsets: the first as a modeling subsample (n = 95 for
Vietnam and n = 140 for US) and the second as a holdout sample
(n = 95 for Vietnam and n = 140 for US). FsQCA algorithms on each of
these split subsamples indicates that the overall solutions from the
modeling subsample can predict the same outcomes as the holdout
samples (Wu, Yeh, & Woodside, 2014). The results show acceptable
consistency and coverage for both the modeling and holdout sub-
samples. To test the cross validity, acceptable complex solutions of one
cohort are tested for the other cohort. The results are shown in Table 6.
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Fig. 4. Recipes for social media networking satisfaction for US and Vietnam.

4. Discussion

Fig. 4 shows the differences between social networking satisfaction
ingredients for Vietnam versus the US that emerged from the analysis.

The findings indicate that belonging, affinity, and interactivity are
ingredients for social media satisfaction in both the US and Vietnamese
societies. However, while Vietnamese usage of Facebook requires
emotional connection and system quality in the most consistent recipe,
they are absent from the recipe for US-based usage. Emotional con-
nection is an expected core ingredient for Vietnam because of its social
network density, discussed in terms of cultural tightness-looseness
theory. On the other hand, information quality is present in the US
social media recipe but not the Vietnamese one. Based on the lack of
trust aspect of social capital theory, the Vietnamese are not likely to
trust information nor rely on it as a core ingredient for social network
usage. The final unique solutions for the US and Vietnam are almost the
same as Proposition 2a and b, except that system quality was not a core
ingredient for both cultures.

Historically, Facebook began in the US and opened up in popularity
to anyone in 2006; Vietnamese individuals only began using it in any
significant way in 2008 (CNN Library, 2018; Van Dat, 2017). Ad-
ditionally, Vietnamese usage has been intermittently restricted or
blocked (Luong, 2017). Hedonic adaptation (HA) is a process by which
the repeated consumption of a product or experience over time de-
creases the individual's response to that stimulus (Alba & Williams,
2013). We argue that the reason that the US does not identify system
quality as a core ingredient is because of hedonic adaptation. The re-
search shows that two potential ways to counter hedonic adaptation to
an experience are to restrict access to it (Quoidbach & Dunn, 2013) or
increase variety within it (Sheldon & Lyubomirsky, 2012). In the US,
Facebook is not utilized in any restrictive sense and therefore may be
susceptible to hedonic adaptation. Since US consumers began using
Facebook with higher intensity and frequency earlier than Vietnamese
consumers, the benefit of system quality that once gave them high sa-
tisfaction is now taken for granted.

5. Conclusions
5.1. Contributions to theory and practice

The first major contribution of our study is that it explores the in-
teraction of multiple theories as they predict cross-cultural differences
between Vietnamese and American social media users. These theories,
including SDT, UGT, SND, and CTL, elucidate similarities and differ-
ences between US and Vietnam and provide a lens through which to
study social media networking behavior. A second contribution is that
our research provides marketers with insight into a potentially highly
profitable but understudied market — the ever-increasing network of
social media users in Vietnam. Next, this study uses a relatively un-
derutilized methodology, fsQCA, thereby adding to the body of

qualitative research in digital marketing.

Our findings have several important implications for marketers and
social media, as it is undoubtedly a cross-cultural phenomenon and
should be understood as such. The results of this study suggest that
marketers should focus on system quality and emotional connection for
users in Vietnam and information quality for users in the US. Indeed,
UGT argues that individual differences and social factors are key
antecedents to media usage. Therefore, platform innovators should
study the social characteristics of each culture to promote gratification
with the platform. Marketers need to adjust their social media strategies
wherever possible such that they offer culturally targeted experiences.
For instance, as our findings show that belonging and interactivity are
more important ingredients to Vietnamese consumers, firms can enable
engaging content by working across multiple media and channels.
Firms should focus their resources on social media strategies that not
only foster consumer-to-consumer communication in brand commu-
nities but also increase brand participation in customer-created forums
by ideally increasing the perception of interactivity in Vietnam. The
content provided by those marketing to the Vietnamese must support
the ingredients for satisfaction. The research on SDT shows the im-
portance of relatedness, competence, and autonomy as motivators for
social media behavior, thus global marketers need to understand the
importance of overlaying these needs with cross-cultural considera-
tions. Based on SCT and CTL, Facebook has an opportunity to merge
their networking capabilities with social capital and cultural tightness-
looseness differences, such as by providing innovative social commerce
mechanisms beyond what the recently launched WeChat e-wallet offers
in Vietnam (Ly, 2017).

Innovation in the user experience requires constant creativity to
keep the experience relevant, fresh, and engaging that then meets the
ever-evolving consumer needs. Due to hedonic adaptation, wherein
consumer expectations generally increase with the amount of exposure
to a product or service, both social media networks as well as marketers
who are communicating with or attempting to target consumers at a
minimum need to continually evolve and develop new mechanisms,
features, and content to stay relevant. Due to the differences in the
amount of exposure to Facebook, hedonic adaptation has more of an
influence on Americans than on the Vietnamese. However, with the
Vietnamese having unrestricted access to Facebook only recently, in
time their recipes for satisfaction will also be influenced by hedonic
adaptation and will result in even higher expectations from their user
experience. In essence, hedonic adaptation happens when over time
and extended usage, attributes become expected, or fundamental to a
satisfying user experience. Robinot and Giannelloni (2010) categorize
attributes in four types of which two are of interest here: basic and plus
ones. Plus attributes have the strongest effect on overall satisfaction
whereas basic ones either maintain or reduce overall satisfaction. Basic
attributes are those that are expected and pertain to the satisfaction
ingredients of system quality and information quality for both Vietna-
mese and American consumers and affinity for Americans. Thus, by
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providing ingredients that support basic attributes, their mere existence
does not positively affect satisfaction, while their absence causes dis-
satisfaction. On the other hand, plus attributes are unexpected but ap-
preciated thus driving user satisfaction. Plus attributes in this study
supply the ingredients emotional connection and system quality to the
Vietnamese, but we surmise that these same attributes are now basic for
the Americans and therefore do not lead to noticeable satisfaction.

5.2. Limitations and future research

The present study offers insights into the behavioral motivations
behind Facebook usage from a cross-cultural perspective that focuses on
users in the US and Vietnam. However, it also has limitations that
present opportunities for future research. This study does not explore
potential differences between those who use it for personal versus
professional reasons, which is an opportunity for future research.
Additionally, while this study explores the implications that general
cultural differences may have on Facebook users in the US and Vietnam,
future studies should also recognize that differences may exist even
within cultures such as generational cohorts and demographic and
psychographic characteristics. For example, Krishen, Agarwal, et al.
(2016), Krishen, Berezan, et al. (2016) and Berezan et al. (2017) find
generational differences in social media usage for US consumers. Ad-
ditionally, since social media platforms are ever evolving and the
antecedents for satisfaction may also evolve as users age, future re-
search can entail longitudinal within-subject studies that account for
involvement in multiple social media platforms. In fact, as various
factors overlap, such as age and generation, there are opportunities for
researchers to study the interaction of social media networking and
societal issues such as loneliness (Berezan, Krishen, & Jenveja, 2019)
and privacy (Mann & Raschke, 2019). Since Vietnam has only recently
allowed its citizens unblocked access to Facebook, possible hedonic
adaptation within this community should be explored in the future to
better understand the changing needs of users. As the present study is
limited to Facebook usage across these two cultures, additional studies
should also explore other social media platforms and their relative
usage as antecedents to satisfaction, such as LinkedIn, Snapchat, In-
stagram, Twitter, and so on.
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