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Abstract
Almost two billion people use Facebook every day, but relatively few studies
have examined the ways that culture shapes its use, and in turn, its associations
with well-being. Our 1-week daily diary study sought to extend this literature
by comparing prosocial uses of Facebook in a collectivist culture, Thailand
(N = 169), and in an individualist culture, Canada (N = 131). We found that,
relative to Thais, Canadians more frequently engaged in knowledge-sharing
prosocial Facebook behaviour (i.e., providing useful information to Facebook
friends), which was mediated by their more independent self-construal,
stronger motivation to use Facebook for spreading information, and weaker
motivation to use it for belongingness. Only Canadians reported higher life
satisfaction on days they engaged in more prosocial knowledge-sharing.
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However, Thais and Canadians were equally likely to engage in emotionally-
supportive prosocial Facebook behavior, which was associated with higher
positive affect and life satisfaction in both groups.
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social media, facebook, culture, well-being, online prosocial behaviour, self-
construal, information

Introduction

Imagine two social media users: one who frequently provides emotional
support to online friends, and another who shares useful information with the
members of their network. Are there cultural differences in these prosocial
uses of social media, and in turn, are they differentially associated with
subjective well-being? There are almost two billion daily active Facebook
users around the world, with 16 of the top 20 countries with the greatest
number of users from the Global South (Statista, 2022), yet much of the
research on social media use has been conducted in individualistic countries
from the Global North (Ghai et al., 2022; Hsu et al., 2021; Zhang & Leung,
2015). Not only do these findings have limited generalizability to collectivistic
populations in the Global South, but they also highlight how much remains to
be known about the cultural shaping of social media use around the globe.

The current study sought to expand this literature in several ways. First, we
examined social and informational motives for using Facebook and their
expression in online prosocial behaviour in Canada and in Thailand. We
selected these countries because of their high individualism and collectivism
(Hofstede, 2001), respectively, and because Facebook is the most dominant
social media platform in both (NapoleonCat, April 2020; StatCounter Global
Stats, 2021). Second, this research contributes to our understanding of online
prosocial behaviour, which has been far less studied than online antisocial
behaviour (Erreygers et al., 2019) and rarely across cultures. We sought to
advance theory by differentiating between emotionally-supportive and
knowledge-sharing forms of online prosocial behavior. Third, we aimed to
contribute a cultural perspective to the growing body of work examining the
associations of social media activity with subjective well-being (e.g.,
Johannes et al., 2021; Orben & Przybylski, 2019). Fourth, we sought to
establish more precise estimates of these associations and their day-to-day
fluctuations through daily diary methods. We drew on the theoretical
framework of independent and interdependent self-construal to explain po-
tential differences in Facebook use and downstream influences on well-being
in Canada and Thailand.
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Independent and Interdependent Self-Construal

In Western cultures such as North America, Western Europe, and Australia/
NZ, a primary cultural goal is to achieve independence from others (Schulz
et al., 2019). An independent self-construal consists of perceiving the self as
separate, bounded, unique, and comprised of trans-situational internal attri-
butes that drive thought, emotion, and behaviour (Markus &Kitayama, 1991).
Personal goals are privileged over group goals, and the individual strives to
enhance and express their inner attributes (Takemura & Suzuki, 2015). In
contrast, a primary cultural goal in non-Western cultures – e.g., East and
Southeast Asia, Africa, Latin America – is to achieve interdependence and
connection with others (Talhelm, 2020). Accordingly, construing the self as
interdependent means defining the self in relation to important others, ex-
pected social roles and group memberships, and privileging group goals over
personal goals (Markus & Kitayama, 1991). Situational influences are per-
ceived as a stronger driver of thought, emotion, and behaviour than are in-
ternal attributes (Tripathi et al., 2018), and as such, self-expression of internal
attributes is less of a cultural imperative than it is for the independent self. In
the present study, we compared Facebook users from Thailand, where people
tend to have a more interdependent self-construal, with users from Canada,
where people tend to have a more independent self-construal (Smith et al., 2020).
We examined the extent to which cultural differences in independence and in-
terdependence were reflected in Facebook activity and, in turn, well-being.

Cultural Differences in Facebook Use

Many young adults in Western cultures use Facebook – e.g., 89% of Ca-
nadians ages 18–34 and 70% of Americans ages 18–29 (McKinnon, 2019;
Pew Research Centre, 2021). Nonetheless, they are increasingly using In-
stagram, Snapchat, and TikTok (Statista, 2022). Facebook remains highly
popular in Thailand, one of the biggest markets in the world (Statista, 2022),
where it is used by 76% of Thais (NapoleonCat, April 2020). Young Thai
adults are particularly heavy users: 68% use it for more than 30 minutes a day
(Sereetrakul, 2013) and have, on average, over 1000 Facebook friends
(Pornsakulvanich, 2018). Despite this usage, Thais are underrepresented in
the media effects literature.

The first purpose of our study was to examine whether Canadians and Thais
differed in their motives for using Facebook and its expression in everyday
behaviour. Uses and gratifications theory (Katz et al., 1973) has often been
deployed to identify how and why people use social media (Papacharissi &
Mendelson, 2011). For example, cognitive needs may be gratified through
seeking and sharing information on social media (Hughes et al., 2012;
Xiao et al., 2021), whereas social and affective needs may be gratified through
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seeking and providing emotional support (Kim et al., 2011; Lin & Chu, 2021;
Zhang et al., 2011). Researchers have identified a plethora of other needs that
may be gratified through social media, including self-presentation, self-
expression, social validation, belongingness, communication, entertain-
ment, relationship maintenance, and social comparison (Marshall et al., 2015;
Nadkarni & Hofmann, 2012; Park & Lee, 2014; Wilson et al., 2012). Several
Facebook features afford the gratification of these needs; for example, status
updates and photos/videos enable expressive needs through content gener-
ation, whereas the like, reaction, and comment features allow users to be
responsive to and supportive of others. In the present study, we focused on
social and informational uses of Facebook because we thought they would be
particularly influenced by interdependent and independent self-construal,
respectively.

Social Motives for Using Social Media. No published research to our knowledge
has directly compared the uses and gratifications of Facebook in Thailand and
Canada, so we drew on other cross-cultural studies of Facebook use or that
examined self-construal to inform our hypotheses. These studies have largely
found that people who are from more collectivistic cultures or who are more
interdependent tend to have stronger social motives for using Facebook than
people who are from more individualistic cultures or who are more inde-
pendent. For example, collectivists are more strongly motivated to use
Facebook to communicate with family and friends (Kim et al., 2010), to
maintain existing relationships and to expand their social ties (Abbas &
Mesch, 2015), to seek social support (Kim et al., 2011), to support others
through providing “likes” (Hong & Na, 2018) and other forms of online
prosocial behaviour such as comforting or consoling someone (Raza et al.,
2022), and to update more often about close others (Günsoy et al., 2020).
More generally, collectivists tend to have tighter-knit online social networks
that are more likely to consist of strong ties like family and close friends
compared to individualists (Choi et al., 2011; Kim et al., 2010).

In contrast, people from individualist cultures tend to have larger online
social networks that are more likely to consist of weak ties, like acquaintances,
and they are more strongly motivated to use social media for entertainment
(Kim et al., 2011). Individualists are also more likely to engage in self-
enhancing social comparisons on Facebook (Song et al., 2019) and self-
expression through status updates (Hong & Na, 2018). Consistent with the
independent self’s positivity bias, self-enhancement, and uniqueness moti-
vations, individualists tend to generate more affectively positive content on
social media (Hsu et al., 2021) and post more updates about personal
achievements than collectivists (Günsoy et al., 2020). In sum, the weight of
evidence suggests that collectivists have stronger social motives for using
Facebook than individualists. We focused on a particular type of social
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motive – the need for belonging – in the present study because of its centrality
for interdependent selves (Markus & Kitayama, 1991; Uskul & Over, 2017).

Informational Motives for Using Social Media. The evidence is less equivocal
here. Non-comparative studies have found that informational motives for
using social media are salient in both individualist cultures (Hughes et al.,
2012; Marshall et al., 2015) and in collectivist cultures (Guo et al., 2014).
Comparative studies have found that collectivists are more strongly motivated
to use social media for informational purposes than are individualists (Kim
et al., 2011), yet informational motives more strongly predict intentions to
continue using social media in individualistic cultures while social motives
more strongly predict continuance in collectivist cultures (Hsu, et al., 2015).
Because so few studies have directly compared informational motives across
cultures, we considered other evidence that seeking and sharing information
on social media gratifies needs for cognition, personal agency, self-
enhancement, self-expression, or belongingness.

On the one hand, informational uses may better gratify cognitive needs
than belongingness needs when there is a relatively impersonal exchange of
information about current events, politics, research, the arts, careers, etc.
(Marshall et al., 2020). People may not only deepen their cognitive in-
volvement in a news story through sharing it on Facebook, but they may also
enjoy a heightened sense of agency through taking on the role of information
gatekeeper or opinion leader (Oeldorf-Hirsch & Sundar, 2015). People may
also share news and information on Facebook if it enhances their own status
and reputation, not necessarily because they wish to strengthen their con-
nection with others (Pi et al., 2013; Thompson et al., 2020). Individualists’ use
of social media in more independent ways (Hong & Na, 2018) is not only
reflected in their agentic and self-enhancing exchange of information, but also
in their self-expression and free discussion of topics – including news and
information – that have the potential to disrupt social harmony (Kim &
Sherman, 2007). On the other hand, sharing information online may resonate
more with collectivists insofar as it can gratify users’ needs for belonging
(Chai & Kim, 2012), especially if they think the information will benefit
others with whom they positively identify (Pi et al., 2013). For example,
people inWuhan, China, used social media both to seek and share information
with friends about how to manage the coronavirus pandemic and to alleviate
loneliness after the city went into lockdown in February 2020 (Zhong et al.,
2021). Moreover, informational uses of Facebook are positively associated
with bridging social capital (i.e., cultivation of weak ties) (Guo et al., 2014)
and with bonding social capital (i.e., cultivation of strong ties): collectivists
are more likely to turn to their close-knit network when they need information
(Kim et al., 2011). Considering this mixed evidence, a purpose of our study
was to clarify potential cultural influences on motives to share information.
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Thus, we examined the association of culture and self-construal with infor-
mational motives on an exploratory basis only.

Online Prosocial Behaviour and Well-Being

Online prosocial behavior, defined as voluntary online behaviour intended to
benefit others, includes the provision of emotional support and/or knowledge-
sharing with members of one’s social network (Erreygers et al., 2018).
Prosocial behaviour is self-rewarding because it increases positive affect and
decreases negative affect at least in part through maintaining or enhancing
social connections between the giver and the recipient (Aknin et al., 2013).
Indeed, offline prosocial behaviour is associated with greater social capital and
well-being in both Western, individualist cultures and in collectivist cultures
(Guo et al., 2017; Helliwell et al., 2017; Yang et al., 2019). Online prosocial
behaviours are also associated with greater social capital and more positive
emotions (Erreygers et al., 2019). For example, online prosocial behaviours
like responding supportively to others’ posts through Facebook’s like/reaction
and comment functions is an active use of social media that can build social
capital and, in turn, enhance psychological well-being (Ellison et al., 2007;
Erreygers et al., 2019; Guo et al., 2014; Verduyn et al., 2017). These behaviors
benefit both the people who share emotions on social media – e.g., receiving
likes/reactions/comments to one’s post can increase feelings of belonging,
self-esteem, and meaningful existence (Tobin et al., 2015) – and the people
who give the emotional support (Hong & Na, 2018). Indeed, online prosocial
behaviour can gratify belongingness needs (Moreno & Uhls, 2019) and in-
formational needs (AlQarni et al., 2016). Conversely, passive use of social
media – i.e., browsing others’ content without direct engagement (Verduyn
et al., 2017) – may mean that users miss out on opportunities to enhance their
well-being through these prosocial exchanges.

The following theoretical model is illustrated in the Figure 1. Insofar as
people who are more interdependent have stronger belongingness motives to
use Facebook, they may be more likely to show emotionally-supportive online
prosocial behaviors. Indeed, people with a more relational self-construal are
more likely to engage in supportive online prosocial behaviour (Ferenczi
et al., 2017). Because responding to others’ posts with likes/reactions/com-
ments can further cement belongingness (Tobin et al., 2015), these may be
tools more often used by interdependent selves given their heightened concern
with in-group belongingness (Uskul & Over, 2017). Meanwhile, informa-
tional motives for using Facebook may translate into knowledge-sharing
online prosocial behaviour, but the impetus is unclear: sharing useful re-
sources, tips, ideas, opinions, and news may satisfy the independent self’s
need for agency and self-enhancement through positioning oneself as an
informational gatekeeper or opinion leader, but it may also satisfy the
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interdependent self’s need for in-group belongingness. Thus, we predicted
that Facebook use may be more likely to gratify belongingness needs in
collectivist cultures through emotionally-supportive online prosocial be-
haviour, and therefore have a stronger association with well-being for Thais
than Canadians. However, we remained agnostic on the cultural and moti-
vational underpinnings of knowledge-sharing online prosocial behaviour and
whether it would be more strongly associated with well-being for Thais or for
Canadians.

The Present Study

The purpose of the present study was to test the predictors of prosocial online
behavior across cultures and its association with subjective well-being. To-
ward that end, we introduced two methodological improvements on past
studies. First, few studies examining cultural influences in social media use
have directly measured cultural values (e.g., individualism, collectivism) or
self-construal, relying instead on speculation or stereotypes when interpreting
cultural differences. As such, we included a self-construal scale in the present
study to directly assess whether differences in how and why Thais and
Canadians use Facebook might be explained by cultural differences in in-
dependent and interdependent self-construal. Second, the daily diary design of
the present study – i.e., one in which participants complete a short survey
every day over a period of time – has several advantages over the cross-
sectional designs of past studies in this area, including the naturalistic re-
cording of thoughts, emotion, and behaviour as they occur, minimizing of
memory bias, and greater statistical power (Bolger & Laurenceau, 2013). Our

Figure 1. Hypothesized associations of culture with subjective well-being through
self-construal, Facebook motives, and prosocial Facebook use.
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daily diary research design may also furnish more precise estimates of the
association of daily Facebook activity with fluctuations in well-being. We
have summed up our hypotheses and research questions below and in the
Figure 1.

H1a. Thais will be greater in interdependence than Canadians.
H1b. Canadians will be greater in independence than Thais.
H2. Thais will have stronger belongingness motives for using Facebook

than Canadians.
H3. Thais will report greater emotionally-supportive prosocial behavior

than Canadians.
H4. Interdependence will be positively associated with belongingness

motives for using Facebook.
H5. Belongingness motives for using Facebook will be positively asso-

ciated with emotionally-supportive prosocial Facebook behavior.
H6. Emotionally-supportive prosocial Facebook behavior will be more

strongly associated with subjective well-being for Thais than Canadians.
H7. Informational motives for using Facebook will be positively associated

with knowledge-sharing prosocial Facebook use.

RQ1. Will Thais or Canadians have stronger informational motives for
using Facebook?

RQ2.Will Thais or Canadians report greater knowledge-sharing prosocial
Facebook behavior?

RQ3. Will independence and/or belongingness motives for using Face-
book predict informational motives for using Facebook?

RQ4. Will knowledge-sharing prosocial Facebook behavior be more
strongly associated with subjective well-being for Thais or
Canadians?

Method

Participants

341 participants (146 Canadian, 195 Thai) completed the intake survey on
Day 1. Two participants were removed because they failed more than one
attention check, and three were removed because they were not active
Facebook users (i.e., they indicated at intake that they checked Facebook once
every fewweeks or less and they did not check Facebook once during the daily
diary period). 36 did not complete at least one daily diary, so the following
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results are based on N = 300 (131 Canadian, 169 Thai). A sensitivity analysis
indicated that our sample size was large enough to detect a minimal effect size
of d = .38 (α = .05, two-tailed) at 95% power and d = .29 (α = .05, two-tailed) at
80% power. This sample size also exceeded the recommendation of Maas and
Hox (2005) to sample at least 50 upper-level units to avoid bias in estimates of
standard errors in multilevel models.

Participants were undergraduate students recruited at a large urban uni-
versity in Canada or in Thailand. The recruitment ad stated that participants
must be active Facebook users. All Canadian participants, and 33% of Thais,
received course credit for participating; the remaining 67% of Thais received a
payment of 250 baht (approximately $10 CAD). Canadians (M = 18.51, SD =
1.59) were significantly younger than Thais (M = 20.05, SD = 1.21), t (295) =
9.49, p < .001, most likely because 89% of Canadians were in their first year of
undergraduate studies compared to 29% of Thai students. 78% of participants
were female-identified, 18% were male-identified, and 4% did not wish to say
or identified with a gender not listed. There was a larger proportion of Thais
who did not wish to say or identified with a gender not listed (7%) compared to
Canadians (1%), χ2 (2) = 7.34, p = .025. All Thais were born in Thailand; 74%
identified their ethnicity as Thai, 17% as Southeast Asian, 4% as East Asian,
4% as multi-ethnic, 1% as South Asian, and 1% as various other ethnicities.
Meanwhile, 79% of the Canadians were born in Canada, 18% were born
elsewhere (mean number of months lived in Canada = 99.84, SD = 75.14), and
3% did not wish to answer.1 40% of Canadians identified their ethnicity as
European, 20% as East Asian, 18% as South Asian, 7% as Southeast Asian,
7% as Middle Eastern, 4% as multi-ethnic, 2% did not wish to answer, and 4%
were of various other ethnicities.2

Procedure and Measures

After giving consent, participants completed the online intake survey on Day
1. Starting the following day, they were emailed the same online diary every
day for 1 week (Days 2–8). They were asked to complete the diary at the end
of the day, before they went to bed. Data collection occurred from November
2019 to July 2020.

Intake Measures – Day 1

The measures administered to the Thai participants were back-translated from
English to Thai by two bilingual translators. We tested the configural and
metric invariance of each intake scale using multi-group CFA; details of these
tests are included in the supplementary file. Cronbach’s alpha coefficients are
reported in Table 1.
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Independence and Interdependence. We used 14 items from the Self-Construal
Scale (Singelis, 1994) to measure independence (e.g., “I do my own thing,
regardless of what others think”) and 15 to measure interdependence (e.g.,
“My happiness depends on the happiness of those around me”). Items were
rated using a 7-point Likert scale anchored with Strongly disagree (1) and
Strongly agree (7).

Facebook Motives. We assessed the role of two motives for using Facebook,
belongingness and information exchange, using Marshall et al.’s (2015)
scales. Each item was preceded by the stem, “I use Facebook…” and was
rated on a 7-point Likert scale (1 = Strongly disagree, 7 = Strongly agree).
Three items measured belongingness motives (e.g., “I use Facebook because it
makes me feel like I fit in”). The informational items reflected both active use
(“I use Facebook to spread information”) and the passive consumption of
information (e.g., “I use Facebook to keep abreast of current events”, “I use
Facebook to find information relevant for my professional/academic life”; six
items). We differentiated between active and passive informational motives in
our analyses given that only active sharing of information should theoretically
predict knowledge-sharing prosocial Facebook behaviour.

Daily Diary Measures

Daily Facebook Activity. Participants indicated how much time in total they
spent on Facebook that day (not including time they were logged into
Facebook but were not actually looking at it) using a 6-point scale (1 =No time
- I did not look at Facebook today, 2 = Less than 10 minutes, 3 = 10–
20 minutes, 4 = 21–40 minutes, 5 = 41–60 minutes, 6 =More than 60 minutes).
To assess how actively they used Facebook, we also included an item to
measure updating frequency: “Did you post a status update on Facebook
today?” [Yes = 1, No = 0].

Online Prosocial Behavior. Four items assessed emotionally-supportive pro-
social Facebook behavior: “Today, I used Facebook’s “like/reaction” and
“comment” functions to show emotional support for Facebook [friends I am
close to/acquaintances] and “Today, I used Facebook to show Facebook
[friends I am close to/acquaintances] that I care about them.”3 Two items
assessed knowledge-sharing prosocial Facebook behavior: “Today, I used
Facebook to share useful information with [Facebook friends I am close to/
acquaintances].”

Affect. The 10-item short-form of the Positive and Negative Affect Scale
(International PANAS Short-Form; Thompson, 2007) was adapted to measure
“how you feel today”. Five items measure positive affect (e.g., inspired) and
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five measure negative affect (e.g., upset) using a 5-point Likert scale (1 = Not
at all, 5 = A great deal). To calculate positive affect balance, negative affect
scores were subtracted from positive affect scores.

Life Satisfaction. The 5-item Satisfaction with Life Scale (Diener et al., 1985)
was adapted to ask participants “how you felt about your life today.” Par-
ticipants responded to items such as “Today, I felt that in most ways my life is
close to my ideal” using a 7-point Likert scale (1 = Strongly disagree, 7 =
Strongly agree).

Results

Descriptive statistics are reported in Table 1 for the intake and between-
person daily diary data, and correlations are reported in Table 2. Data and
analysis scripts are available here: https://osf.io/b3k9h/?view_only=
5ca1a2c29b3945a4b782e8503ab68e0e. Additional analyses showed that
Canadians and Thais did not significantly differ in the number of diaries they
completed (Ms = 5.24 and 5.39, SDs = 1.53 and 2.05, respectively; t
(298) =�.68, p = .495) nor the number of days they checked Facebook during
the 7-day diary period (Ms = 4.51 and 4.88, SDs = 1.70 and 2.08, respectively;
t (296) =�1.66, p = .098). However, when daily Facebook use was calculated
as a proportion (number of days they checked Facebook divided by number of
diaries completed), Thais checked Facebook (M = .91, SD = .18) significantly
more than Canadians (M = .86, SD = .21), t (296) = �2.11, p = .035.25% of
participants posted at least one status update over the 7-day diary period (36%
of Thais, 11% of Canadians).

Between-Person Results

As seen in Table 1, Canadians were significantly higher than Thais in in-
dependence (supporting H1b), motives to actively share and passively
consume information on Facebook (answering RQ1), knowledge-sharing
prosocial Facebook behavior (answering RQ2), and life satisfaction, but
they were significantly lower in belongingness motives for using Facebook
(supporting H2), number of Facebook friends, the mean number of times they
updated their status during the diary period, and positive affect balance.
Against H1a and H3, Thais were not significantly greater in interdependence
and emotionally-supportive prosocial Facebook behavior than were
Canadians.

Next, we tested the upper and lower pathways depicted in the Figure 1 with
the PROCESS macro for SPSS (Hayes, 2013) with 5000 bootstrap samples and
95% confidence intervals.4 Even though culture was not directly associatedwith
emotionally-supportive prosocial Facebook behavior, that does not preclude the

12 Cross-Cultural Research 0(0)

https://osf.io/b3k9h/?view_only=5ca1a2c29b3945a4b782e8503ab68e0e
https://osf.io/b3k9h/?view_only=5ca1a2c29b3945a4b782e8503ab68e0e


T
ab

le
2.

C
or
re
la
tio

ns
fo
r
C
an
ad
ia
ns

(B
el
ow

D
ia
go
na
l)
an
d
T
ha
is
(A
bo

ve
D
ia
go
na
l).

1
2

3
4

5
6

7
8

9
10

11
12

1.
In
de
pe
nd

en
ce

0.
16

*
0.
25

**
0.
05

0.
07

0.
08

0.
02

0.
13

0.
24

**
0.
01

0.
33

**
0.
19

*
2.

In
te
rd
ep
en
de
nc
e

0.
24

**
0.
14

0.
11

0.
09

.3
0*
*

�0
.0
1

0.
18

*
0.
18

*
0.
04

.2
6*
*

0.
23

**
3.

N
um

be
r
fr
ie
nd

s
0.
09

0.
01

.3
5*
*

.2
3*
*

.3
1*
*

0.
19

*
0.
21

**
0.
17

*
0.
06

0.
12

0.
07

4.
Be

lo
ng
in
g

�0
.0
7

.1
9*

0.
11

.5
1*
*

.6
7*
*

.2
2*
*

.4
6*
*

.3
7*
*

.2
0*

0.
02

0.
01

5.
In
fo
-a
ct
iv
e

0.
09

.2
3*
*

0.
06

.4
5*
*

.3
8*
*

0.
11

.4
1*
*

.3
2*
*

.2
5*
*

�0
.0
5

�0
.0
5

6.
In
fo
-p
as
si
ve

0.
03

.2
6*
*

�0
.0
1

.3
0*
*

.3
4*
*

.1
7*

.3
5*
*

.2
1*
*

.2
0*
*

0.
06

0.
04

7.
T
im
e
on

Fa
ce
bo

ok
�0

.0
6

0.
01

0.
13

.1
9*

0.
10

.2
3*
*

0.
33

**
0.
27

**
0.
15

�0
.0
1

0.
07

8.
Su
pp

or
t-
pr
os
oc
ia
l

0.
15

0.
11

0.
23

**
.3
5*
*

.3
3*
*

0.
16

0.
28

**
0.
65

**
0.
17

*
0.
19

*
0.
21

**
9.

K
no

w
le
dg
e-
pr
os
oc
ia
l

0.
21

*
0.
11

0.
10

.2
5*
*

.3
0*
*

0.
07

0.
21

*
0.
64

**
0.
30

**
0.
12

0.
10

10
.U

pd
at
in
g

0.
05

0.
00

0.
08

0.
06

0.
00

0.
07

0.
10

0.
21

*
0.
08

�0
.0
3

�0
.0
8

11
.P

os
iti
ve

af
fe
ct

0.
41

**
0.
21

*
�0

.0
4

�0
.0
5

.1
7*

0.
07

�0
.0
7

0.
15

0.
14

0.
07

0.
54

**
12

.L
ife

sa
tis
fa
ct
io
n

0.
32

**
0.
11

�0
.0
1

�0
.1
5

0.
13

0.
00

�0
.0
5

0.
14

0.
11

0.
08

0.
62

**

N
ot
e.
**
p
<
.0
1,

*p
<
.0
5.

In
ta
ke

va
ri
ab
le
s
ar
e
la
be
le
d
1–
6,

an
d
di
ar
y
va
ri
ab
le
s
7–
12

(b
et
w
ee
n-
pe
rs
on

m
ea
ns
).

Marshall et al. 13



possibility of indirect effects. As such, we tested the upper pathway depicted in
the Figure 1 through serial mediation, with culture (1 = Canada, 0 = Thai) as the
independent variable, interdependence and belonging as the mediators,
emotionally-supportive prosocial Facebook behavior (aggregated across the
diary period) as the dependent variable, and mean time spent on Facebook over
the diary period as the covariate. The full pathway was not significant, but
H4 and H5 were supported: interdependence was positively associated with
belongingness (b = .32, SE = .12, p = .001), and belongingness was positively
associated with emotionally-supportive prosocial Facebook behavior (b = .24,
SE = .04, p < .0001). Moreover, there was a significant indirect effect of culture
on emotionally-supportive prosocial behavior through belongingness
[b = �.18, SE = .05 (95% CI: �.285, �.099].

We then explored the serial mediation of Canadians’ greater knowledge-
sharing prosocial Facebook behavior (aggregated across the diary period)
using PROCESS. Culture was entered as the independent variable, inde-
pendence, active, and passive informational motives were entered as medi-
ators, mean time spent on Facebook over the diary period was entered as a
covariate, and mean knowledge-sharing prosocial Facebook behavior over the
diary period was entered as the dependent variable. This test revealed support
for H7: active informational motives were positively associated with
knowledge-sharing prosocial Facebook use (b = .14, SE = .03, p < .0001).
Second, there were two significant pathways: culture was indirectly associated
with knowledge-sharing prosocial Facebook behavior through independence
[b = .05, SE = .03 (95% CI: .003, .11)] and through active informational
motives [b = .08, SE = .03 (95% CI: .015, .15)]. The serial mediation that
tested the full pathway – i.e., the indirect effect of culture on knowledge-
sharing prosocial Facebook behaviour through independence, and in turn,
active information-sharing – was not significant. Next, we tested the indirect
effect of culture on knowledge-sharing prosocial Facebook behaviour through
belonging, and in turn, active information-sharing (with mean time spent on
Facebook over the diary period, independence, and interdependence as co-
variates). This serial mediation was significant [b = �.05, SE = .02 (95% CI:
�.092, �.013]. Together, these results provided answers to RQ3: both in-
dependence and belongingness motives predicted informational motives for
using Facebook.5

Associations with Well-Being

The purpose of the diary was to assess whether emotionally-supportive and
knowledge-sharing prosocial Facebook behavior were differentially associ-
ated with subjective well-being on a day-to-day basis for Thais and Canadians.
Toward that end, we analysed the diaries with multilevel modeling (random
intercepts only). This approach nests daily observations within persons to
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account for non-independence in the data. As seen in Table 3, Block 1 in-
cluded the linear effect of time over the diary period (“Day”), country
(Canada = 1, Thai = 0), the amount of time spent on Facebook that day, and the
emotionally-supportive and knowledge-sharing prosocial Facebook behavior
variables. Consistent with the recommendations of Bolger and Laurenceau
(2013) for modeling individual-level change processes in intensive longi-
tudinal designs, the latter variables were partitioned into within- and between-
person components. The within-person component measures each person’s
deviation in daily emotionally-supportive and knowledge-sharing prosocial
Facebook behavior relative to their own 7-day aggregated mean, whereas the
between-person component measures each person’s deviation from the grand
mean of daily emotionally-supportive and knowledge-sharing prosocial
Facebook behavior aggregated over the 7-day diary period. Interactions of
country with the within- and between-person components were entered in
Block 2.

Results revealed that the between-person component for emotionally-
supportive prosocial Facebook behavior was significantly associated with
higher positive affect balance and life satisfaction. Against H6, however, it did
not significantly interact with country, indicating that emotionally-supportive
prosocial Facebook behavior was associated with greater subjective well-
being for Thais and Canadians alike.

Table 3. Predictors of Daily Well-Being.

Positive Affect Balance Life Satisfaction

B SE p B SE p

Block 1
Intercept 0.96 0.06 <.001 3.68 0.09 <.001
Day �0.04 0.01 0.004 �0.03 0.01 0.024
Country �0.25 0.09 0.008 0.50 0.14 <.001
Daily time on Facebook 0.00 0.03 0.894 �0.04 0.03 0.136
Support – between 0.15 0.07 0.021 0.31 0.10 0.003
Support – within 0.02 0.04 0.569 0.03 0.04 0.440
Knowledge – between 0.02 0.06 0.787 �0.05 0.10 0.605
Knowledge – within 0.02 0.03 0.518 0.05 0.03 0.109

Block 2
Support-between × country �0.06 0.13 0.634 �0.14 0.20 0.509
Support-within × country 0.06 0.08 0.469 0.06 0.08 0.463
Know.-between × country 0.11 0.13 0.402 0.14 0.20 0.495
Know.-within × country 0.11 0.07 0.095 0.13 0.06 0.039

Note. Days were centred. Country: Canada = 1, Thai = 0. Know. = knowledge-sharing prosocial
Facebook use.
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Next, we tested RQ4 – whether knowledge-sharing prosocial Facebook
behavior would be more strongly associated with subjective well-being for
Canadians or Thais. As seen in Table 3, there was no main effect of the
between- or within-person component of knowledge-sharing prosocial
Facebook behavior on either of the well-being variables. However, the within-
person component for knowledge-sharing prosocial behavior significantly
interacted with country when predicting life satisfaction. The simple slope for
knowledge-sharing prosocial behavior was significant for Canadians (b = .14,
SE = .05, p = .008) but not for Thais (b =�.01, SE = .04, p = .763), indicating
that on days Canadians engaged in more prosocial knowledge-sharing on
Facebook than usual, they reported greater life satisfaction.

Discussion

Our findings illuminate cultural differences and similarities in the ways that
people use social media. Thais were more likely to use Facebook for be-
longing and Canadians for information and prosocial knowledge-sharing, but
Thais and Canadians were equally likely to engage in emotionally-supportive
prosocial Facebook behaviour and to reap the well-being benefits of this
behaviour. We discuss these findings in more detail below.

First, we improved on past studies examining cultural influences in social
media use by directly measuring self-construal. Our results revealed that
Canadians were greater in independence than were Thais, consistent with our
hypothesis and with other findings (Smith et al., 2020). Contrary to expec-
tations, Thais were not greater in interdependence than were Canadians. This
could not be attributed to the ethnic heterogeneity of the Canadian sample;
rather, it may be that Westerners are more interdependent in some respects
than originally conceived by self-construal theory (Santamaria et al., 2010).
For example, Westerners tend to report greater commitment to others than
self-interest (Vignoles et al., 2016). Even still, that we did not find the ex-
pected cultural difference in interdependence underscored the value of directly
measuring self-construal instead of relying on cultural stereotypes in the
media effects literature.

Second, Thais were more strongly motivated than Canadians to use
Facebook for belongingness, consistent with our hypothesis and with other
findings that collectivists are more likely to use Facebook for social reasons
than are individualists (e.g., Kim et al., 2011). Moreover, the indirect effects
suggested that Thais’ greater belongingness contributed to their emotionally-
supportive prosocial Facebook behaviour over the diary period. Against our
hypothesis, however, emotionally-supportive prosocial Facebook behavior
was associated with greater subjective well-being for Thais and Canadians
alike. This similarity suggests that the cultural norms of “niceness” and
showing caring and consideration may be equivalent bases of well-being in
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these cultures (Karim, 2008; Komin, 1990). These results may also speak to
the cross-cultural generality of the link between online prosocial behaviour
and well-being, given that we not only replicated previous findings (Erreygers
et al., 2019) in an individualistic culture but also in a collectivistic one. Thais’
greater belongingness may also translate into Facebook activities other than
emotionally-supportive prosocial behaviour; for example, belongingness
motives were significantly correlated with posting more frequent status up-
dates over the diary period for Thais, but not for Canadians. Thus, in contrast
to Facebook’s waning popularity as the primary venue for online content
generation and social connection among young Westerners (Statista, 2022), it
still appears to be going strong in Thailand, perhaps because they are more
motivated to use it to confer a sense of belongingness. Facebook may also
remain relevant for others in the Global South – for example, India has the
largest number of Facebook users in the world (Statista, 2022). Our findings
highlight the importance of studying social media use across cultures and in
recognizing that findings based on Western social media users may not
generalize beyond the Global North.

In contrast to Thais, Canadians appeared to be relatively lacklustre in their
Facebook activity: they had fewer friends, spent less time using Facebook, and
posted fewer updates. Nonetheless, Canadians were more strongly motivated
than Thais to use Facebook to actively share and passively consume infor-
mation and they engaged in more prosocial information-sharing over the diary
period than did Thais, therefore providing answers to Research Questions
1 and 2, respectively. This may reflect a shift in young Westerners’ Facebook
use over the years from socializing (Pempek et al., 2009) to information-
seeking as other social media sites have grown in popularity such as Insta-
gram, Snapchat, and TikTok (Statista, 2022). Nonetheless, we found that
Canadian participants still used Facebook on 86% of the days that they
completed a diary (compared to 91% of Thais), suggesting that many young
Canadians still use Facebook, especially to respond to others’ content in a
prosocial manner, but they may simply be less likely to generate content (as
reflected in the infrequency with which they posted status updates). Even if
Facebook is no longer the primary venue for young Canadians to generate
content, with Instagram, Snapchat, or TikTok taking precedence, our results
suggested that using it to be responsive and prosocial with others was still
associated with their higher life satisfaction and positive affect.

Canadians’ greater independence and motivation to spread information on
Facebook was associated with greater knowledge-sharing prosocial Facebook
behavior over the diary period, but their weaker motivation to use Facebook
for belongingness was associated with lower motivation to actively spread
information and, in turn, knowledge-sharing. These results help to clarify the
mixed literature on cultural differences in information-sharing on social
media: it may be influenced by belongingness motives across cultures, as
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sharing information may enhance social capital (Guo et al., 2014) and benefit
the members of one’s in-group (Pi et al., 2013), but people from cultures that
privilege the independence of the self, and the active spreading of information
as gatekeepers/opinion leaders (Oeldorf-Hirsch & Sundar, 2015) or status-
seekers (Thompson et al., 2020), may be particularly likely to engage in
prosocial knowledge-sharing on social media. Thus, people may require both
the agency and assertiveness of independence alongside the desire for in-
clusion and belongingness to actively share helpful information on social
media. Accordingly, only Canadians reported greater life satisfaction on days
they engaged in more knowledge-sharing prosocial Facebook behavior than
usual. Looking at these results from a different angle, Thais’ stronger mo-
tivation to use Facebook for belongingness may not have translated into more
prosocial knowledge-sharing and, in turn, greater life satisfaction because it
was neutralized by their lower independence and reluctance to spread in-
formation on Facebook. Perhaps they were more attuned to the potential social
consequences of spreading information online that may be false, contro-
versial, or disruptive, especially during the Covid-19 pandemic (when this
data was collected).

Our findings also run counter to claims that social media use is associated
with lower subjective well-being (e.g., Twenge & Farley, 2021). Our indices
of Facebook use were either not significantly associated with well-being (the
amount of time spent on Facebook per day, frequency of updating) or pos-
itively associated with well-being (emotionally-supportive prosocial Face-
book behavior in both cultures, knowledge-sharing prosocial Facebook
behavior for Canadians). If anything, our results support Verduyn et al.’s
(2017) proposition that active use of social media can enhance well-being,
particularly through providing opportunities to build social capital.

Limitations and Future Directions

Our study had several limitations that warrant mention. First, we only
compared two countries; our results may not generalize to other cultures that
vary in individualism and collectivism. Second, participants’ ratings of the
amount of time they spent on Facebook per day and the extent to which they
engaged with the platform were self-reported and therefore may not have been
as accurate as examining participants’ actual Facebook engagement, such as
through objective logs (e.g., the Screen Time app on Apple iPhones) (Parry
et al., 2020). However, estimates from subjective self-reports tend to be very
close to objective logs, and neither measure of time spent on social media
tends to be associated with daily well-being (Johannes et al., 2021), as we
found in this study.

Another limitation is that we did not measure what type of information
users might be sharing with others. Our diary measure simply asked if
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participants had shared “useful information” that day; we reasoned that it
would require too many diary items to measure the different types of in-
formation that might be shared, increasing participants’ time burden and, in
turn, the chances of non-completion (see the Supplementary File for further
speculation). Nonetheless, we acknowledge that young people exchange a
wide range of information online, such as information related to schoolwork
(Aaen & Dalsgaard, 2016), products and services (Cho et al., 2015), health
(AlQarni et al., 2016), and social justice movements like Black Lives Matter,
gun control, and climate advocacy (Armstrong-Carter & Telzer, 2021). Future
research might examine whether sharing certain types of information is
particularly associated with higher well-being, and whether this generalizes
beyond people who have a more independent self-construal. Moreover, re-
searchers might further deconstruct the various reasons why people might
actively share information on social media, and whether they are differentially
associated with the types of information shared. For example, people who
have prosocial motivations to actively share information might share different
information than people who have self-aggrandizing or information-
gatekeeping motivations.

A further limitation was our use of Singelis’s (1994) Self-Construal Scale.
Despite its popularity, the scale does not include any reversed items to guard
against acquiescent responding (Kam et al., 2012). Thus, it is possible that
acquiescent responding might at least partially account for the correlations of
independence and interdependence with prosocial information-sharing and
subjective well-being that we found in both cultures. Future research should
aim to replicate the present findings with a measure of self-construal that
controls for acquiescent responding, such as the scale developed by Vignoles
et al. (2016).

Finally, because our design was correlational, causal inference remains
limited. For example, we cannot necessarily conclude that emotionally-
supportive prosocial Facebook behavior caused higher subjective well-
being; it is just as likely that people who were higher in well-being were
more likely to engage in emotionally-supportive prosocial Facebook behavior.
Experimental designs that compare control participants with those who are
asked to engage in greater provision of emotional support or knowledge-
sharing than usual may shed more light on causal direction.

Concluding Remarks

Our findings suggest that, to an extent, the ways that we use social media
reflects our cultural selves – our values, beliefs, goals, and desires. None-
theless, culture did not moderate the links between emotionally-supportive
prosocial use and well-being: whether people were from Thailand or Canada,
the impulse to provide emotional support via Facebook was associated with
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greater well-being. Conversely, cultures that emphasize independence, like
Canada, may be more likely to value a friendly but impersonal sharing of
information on Facebook and, in turn, reap the well-being benefits of this
prosocial behavior. In sum, our results suggest that, in collectivist and in-
dividualist cultures alike, online prosocial Facebook behavior may not only
help others, but also oneself.
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Notes

1. Removing participants from the Canadian sample who had spent more than half
their life outside of Canada did not change the overall pattern of results; therefore,
we kept them in the sample.

2. On an exploratory basis, we examined whether the means in Table 1 differed by
ethnicity in the Canadian sample. European Canadians, compared to non-European
Canadians, were significantly lower in interdependence [Ms = 4.74 and 4.97, SDs =
.59 and .64, respectively; t (129) = 2.03, p = .044)] and higher in life satisfaction
[Ms = 4.74 and 3.90, SDs = 1.30 and 1.27, respectively; t (129) = 3.67, p < .001)].
No other differences were significant. Nonetheless, European Canadians (M = 4.74)
were not significantly lower in interdependence than were Thais (M = 4.79).

3. We differentiated between close friends and acquaintances because the interde-
pendent self tends to draw sharper boundaries between in-groups and out-groups
than does the independent self, bestowing more social attention to in-group
members than to out-group members (Markus & Kitayama, 1991). We expected
that both Thais and Canadians would showmore online prosocial behaviour toward
ingroup members than outgroup members, but that the difference would be larger
for Thais. Because we did not find this larger difference in Thais, and because of the
high internal consistency of the respective items measuring supportive and
knowledge-sharing online prosocial behavior, we decided to average the in-group/
out-group items together in our analyses.

4. We did not have a large enough sample size to test our model with SEM. In addition
to PROCESS, we also used the Monte Carlo Method for Assessing Mediation
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(MCMAM; Selig & Preacher, 2008), but because it yielded the same pattern of
indirect effects as the PROCESS models, we reported the MCMAM results in the
Supplementary File only.

5. We also conducted serial mediation with PROCESS to test the paths predicting
subjective well-being (averaged across the diary period); these results are reported
in the Supplementary File. The main text privileges a multilevel modeling approach
because it can test whether the within-person variance in emotionally-supportive
and knowledge-sharing behavior contributed to subjective well-being.
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