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WHAT ARE GENDER DIFFERENCES IN THE USAGE OF FACEBOOK?

There is a popular thought in sociology literature that females communicate and
manage their relationship differently compared to males. To be more precise, that
women are more oriented on relationship and social time spending and men are mostly
task oriented. (Deaux, 1987) (Tommy K. H. Chan, 2015). In this seminar paper the
goal is to find out whether these thoughts are applicable to Facebook.

According to We Are Social, DataReportal and Hootsuite (2021) 44% of
Facebook users declare to be a woman. This topic is extremely important in today’s
digitalized world. Since the Internet appeared it started commercializing. In a few
decades it became the main marketplace for many groups of goods or even whole
industries. In the last year due to the Covid-19 pandemic internet market share grew
drastically because of inability of many people to go shopping offline. Small businesses
couldn’t hold the pressure and left the market. Middle and even some big companies
in many countries closed their retail points but moved to the Internet. And one of the
main marketplaces on the Internet are social networking sites (further SNS). According
to We Are Social, DataReportal and Hootsuite (2021) the most popular one is Facebook
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with its 2853 millions monthly active users in the first quarter of 2021 (Facebook
Quarterly Earnings Slides Q1 2021, page 3).

In real life this research can be helpful for many companies when optimizing
there selling platforms and business in overall. PR - departments of corporations can
improve their employees’ photos to encourage new employees. Dating sites can make
instructions for users about how to choose the best picture and users of SNSs can make
a right choice depending on their goals. (Sigal Tifferet, 2014)

The first aim is to find out why people use Facebook and if there are gender differences
in terms of motivation. Then - to research the problem of addiction and to find out if
any gender is more prone to Facebook addiction. After that - to research behavioral
differences between two genders in terms of both interaction and use of profile photos.

This research found that women mostly used Facebook in educational purpose,
for social interactions and relationship maintenance. Men - in order to make new
friends, to find new information, to entertain. Adolescent male’s motivation to use
Facebook is caused by the need to belong more often than female’s.

Results about addiction research are quite contradictory, because some
researches found females more prone to addiction, Irshad, Saleem and Kausar (2015),
(Rimsha Irshad, 2015), According to Thompson & Lougheed (2012), while others
measured equal addiction rates between two genders. (Rimsha Irshad, 2015), Sabeen
Rahim, Saima Pervez and Salma Andleeb (2020).

Talking about behavioural findings the majority of studies conclude that women
are more active in most of the cases. Thus they spend more time on Facebook,
commented and messaged more, spend more energy on their profile photos and were
more interested In relationship status of others. While males are more task oriented and
independent. They are more interested in a number of friends of others than females.
Such points like number of likes or being a celebrity tend to depend more on other
factors but gender.

In terms of photo attitudes females spend more energy on their profile photos,
as they perceive them as an impression management tool. On profile photos they are
more relaxed on the photos, show emotions and wanted to represent a soft feminine
image. Men want to show their masculinity, status, power and smile less. The only
gender difference between cover photos is higher probability between females to
choose a family photo for a cover image.

If we talk about limitations, one of the most important one I found i1s a
methodology of all the beforementioned studies. First of all, those researches were
based on a too small part of Facebook society to make a conclusion about all the users.
It would have much more sense to use an artificial intelligence program to parse a
bigger part of the open data from Facebook and cover all the open profiles. Another
limitation is that some conclusions were based on subjective assessments of
respondents which is not very reliable in questions of self-esteem. Despite all the
limitations I believe that this study shed some light on gender differences in using of
Facebook.
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Cemko P.b.
JoueHT Kadeapun gpiHaHcie, HaY KMA

TPOBMENN GKOCTI TAROCTYNHOCTT JARNX ANF NOBY OB
O L HARCOBUX WOJENEN: KPUTHKA JEPKABHOT CNY KRG
CTATHCTHKN TATHUNX CTATHCTHYHAX OPTARIB YKPATHI

byfb-AKa HalKkpaua eKOROMWIYHA MOZENb NOKE NaTh CBOTH Pe3ynsTarTol XubHi
BUCHOBKM Y NPOTHO3M, AKLO BOKANOOYfoOBAKHA HARAHMX NOTAHOT AKOCTI (Tak 3BaHui
npukyun  GIGO «garbage in, garbage out»). Mpob6newu HETOYHOCTI JaHux,
BIACYTHOCTE KANYOBAX NOKASHAKIB 4w TX 3ani3ninol noABUW WOKYyTbH Le Oinbue
moCHANBATHCS CKAQLH MUY HemiHiiinuim xapaktepucTukani EKOHOMIKO-
NaTewaTuwywoi wogeni @ BPEUTIi-pPeUT HEraTHBHO BNANBATH HA EOEKTUBHICTD
NOHETAPHOT TA QICKANLHOT MONTTAKA Ha WAKPOPIBHE YU THUUX EKOHONIYHUX pedopH
TanpakTuk Ha perionanshony [2].

Kpiw Toro, HegoCTynHiCTb JaKUX Ta TXNPEACTABNEHHA Y NOTAHIH GOPUT CAALHO
yeKNaghont poboty yKpaTHCbKIX BOCNTRHUKIB Ta SHAKYDTD
KOHKYPERTOCTDPONOKHICTD YHIBEPCATETIB IHAYKOBUX YCTAKOB HA NIKKHADOLHIW apeni.
JoTakmx ynosax HaBiTh NPOBIAHT CBITOBI BYEHI, AKI CNPOOYOTL BKAOYUTH EKOHOMIKY
YkpaThy Ak o0'ext B opOiTy CBOTX ZOCAIJHMUbKUX iHTEpeCis, 3iUTOBXHYTbLCA 3
Garatbma nepenonamu, Lo 3HU3UTL 3aUikaBneHicTe Kpaihoo iyue 6inbue BifUTOBXHKE
iTHa CBITOBY IHTENEKTYanbHy nepubepin.

Came TOMY TOYHI, HAZTWHI TA NETKOROCTYNHI JaKHi € BAKAUBAN YUHKHUKON A4
DOIBUTKY HAyKi T 3aN0PyKO®W EOCKTUBHOT EKOHOMIYHOT NONTTHKI, LO TPYHTYETHCH
Ha OCHOBI BakTis.

KnowoBuN gXepenom CTATACTUYHOT THOOpMALIT B Ykpaiwi ¢ [JepxasHa
CAyKOa CcTaTuCTUKN. NeBOBY YAaCTKY OIHAHCOBO-EKOHOMIYHOT THOOpHAUiT 36upac
Hauyiowanohuit 6awk Yxkpaiww (HBY). IWui pepxasHi opraku, Sk npasuno,
Bignosifante 3a ranysesi nokaswuku. Hanmpuknag, WiHiCcTEpCTBO EKOHOMIKH
DETYNAPHO NPOBOLATL OUIHKY PO3WIpYy TiHbOBOTO cekTopa, a MNojaTkosa cnyxfa
YkpaTHu Bignosifac 3a cTarncTuky 360py nogatTkiB, KinbkoCcTi nepesipok T0LO.

Tpegmeron 3anponoHOBAnOro JOCHIAKEHHA € BUABAEGHHA npobnew 8
ONy6nikOBAKUX CTATHCTUYRNX LAHUX, SKi NOTEHUiWHO BAKOPUCTOBYNTLCA fNA
NOBGYROBN EKOHOMIYHIUX TA OIHAKCOBAX NOQened. J0Kpena, POSTAAHENO TPU KARYOBI
Hegoniki: BIJCYTHICTD THOOPUALIT, NOrTaKa GopwNa NPECTABNEHHA JaHUX Ta 0LPYKN.
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