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ABSTRACT

Little is known about how older European people react to social media features and content.
Considering that western world societies are becoming greying societies (Kasper, 2018), it is
necessary to gain a better comprehension of older adults’ behaviour with social networks.
Precisely, this study aims to gain a better understanding of the irritations caused by Facebook
in older Italian people and how these irritations influence their well-being. For this purpose, the
research aspires to fill a gap in the literature and to reach the final goal of improving older
adults’ well-being. An online survey was conducted with 185 participants among Italian older
adults to test hypotheses and the data was analysed by regression analysis methods. The results
show that irritations generated by Facebook is negatively associated with the well-being of
older adults generated by Facebook. In addition, the relationship is mediated by the attitude of
older users towards Facebook; the irritations experienced are negatively related with older
users’ attitude, which, in turn, is positively related with well-being. Surprisingly, the
relationship is not mediated by the number of hours spent on Facebook. Well-being generated
by Facebook does not depend on the time spent using the social media. Finally, the study
discusses managerial and theoretical implications along with providing suggestions for future
research.
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Chapter 1: INTRODUCTION
Researchers have categorized social media as “participative Internet” (Eysenbach, 2008). In
fact, social media allow people to share, create and co-create content with entities such as
companies instead than being just passive users (Thackeray et al. 2013). Among the most
popular social media worldwide there are Facebook, Twitter, LinkedIn, Wikipedia, and
YouTube (Correa et al. 2010). Although the majority of prior studies have focused largely on
the younger generations’ use of social media (Raacke et al. 2008), few studies have investigated
how older individuals use social media (Hutto et al. 2015). According to Perrin (2015) the
presence of older adults on social networks has more than tripled since 2010 and Facebook is
one of the most used social media for private use among them. Little is known about how older
people react to social media features and content and, considering that western world societies
are becoming greying societies (Kasper, 2018), it is necessary to gain a better understanding of
their feelings and attitude toward the internet platforms. In fact, older adults’ attitude might
determine the time spent on Facebook by older adults’ and this can influence the well-being
generated by Facebook on older users. Indeed, as reported by Jung et al. (2017), social
networking can allay social isolation of people living distant from each other and from friends
and family. These people might find social support through Facebook or other social media. In
addition, social media can help in creating and maintaining relationships and even helping with
depression. Identifying and obtaining a clear idea of older adults’ irritations may provide
opportunities to improve social media in order to avoid these irritations and, therefore, improve
older consumers well-being. (Kasper, 2018). In particular, this research focuses on older Italian
people and the irritations generated by Facebook. The study wants to give a Italian perspective
to the problem, considering that the existing literature is mainly about older people from the
United States. In addition, Facebook has been chosen because is one of the most used social
media in Italy among older users. The research question of the study is: “What is the effect of
irritations generated by Facebook on older adults’ well-being?”.
Providing an answer to this question is important because Facebook can also be beneficial for
older users (for instance, by helping them staying in contact with relatives). Besides, older
people can be a resource for companies that aim to spread awareness online through users
generated content (earned media). For this reason, it is important to understand what factors
older people do not like about Facebook, in order to enhance their well-being.
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1.1 Research objective
This thesis contributes to the existing literature by indicating which Facebook characteristics
and facilities cause irritations in older Italian adults and which are the most annoying ones. In
addition, the research studies whether these factors influence the attitude of older people
towards Facebook and consequently the time that they spend on the social platform. Facebook
might be a resource for individuals, it might help them to feel less lonely, less depressed and
help them finding social support. Hence, improving their overall well-being. This research
sheds light on the irritation factors generated by Facebook and the mediating role of attitude
and time spent on Facebook with the ultimate goal of improving older people’s well-being. This
research aims to fill the gap in the literature of irritations generated by social media. In fact,
hardly anything is known about these annoyance factors. In particular, irritations that older
adults experience while using Facebook. From a managerial perspective, the study aims to
provide specific guidelines over the factors to be avoided, changed or improved in Facebook
for creating more suitable content for older adults.
1.2 Research outline
In the following chapters, a theoretical background will be presented, based on a description
and outline of the existing theories related to the topic of older adults’ relationship with social
media and the consequence on their well-being. In the theoretical background the hypotheses
will be provided and the chapter will end with the conceptual model as the answer to the
research question from a theoretical perspective. Then, the methodology for the empirical study
will be described, followed by the corresponding data analysis and results. The closing chapter
will provide the conclusion, the theoretical and managerial implications, the limitations and
future research.
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Chapter 2: THEORETICAL BACKGROUND
In order to get a better understanding of the phenomenon studied in this research an overview
of useful theories linked to the constructs is needed. These theories are important because they
provided a first answer to the research question.
2.1 Irritations for older adults-Older adults’ well-being
Irritations
The term “irritation” indicates the unintended consequence of a website (Eighmey & McCord,
1998) (in this case Facebook) and the consequent feeling of annoyance that it raises in old
people. Ducoffe (1996) states that online irritation might be caused by annoying, offensive,
insulting, or even manipulative characteristics of content.
Xie et al. (2012) have studied the perceptions of older American adults of social media. The
authors interviewed older people who reported many negative aspects of social media. For
instance, they considered them as a community for “gossiping”. However, they reported the
positive use of connecting with family/friends. Another reported aspect, from the point of view
of older people, was that not many individuals of their age used social media actively, so there
is no possibility to connect with them. But the primary concern of participants dealt with
privacy. Precisely, older people participating in the research were worried that companies could
have access to their data, conversations and information. Questions like: ‘‘Will [Facebook]
make money by selling names?’’ were asked by the participants of the study (Xie et al. 2012).
However, keeping in mind how fast the internet world is changing, what was true some years
ago might not be true today.
Jung et al. (2017) have identified six main reasons for older American adults to be against
Facebook, namely: privacy, need for media richness, preference for familiarity, triviality of
communication, time commitment and frustration with site tools. Some years before, Jung et
al. (2017) and Gibson et al. (2010) pointed out that privacy on social media is a pivotal issue
for older adults.
“The friend suggestion function, in particular, often leads users to believe that their personal
information is being randomly distributed to other, unknown Facebook users. This belief seems
to lead to negative perceptions of Facebook” (Jung et al. 2017, p.1080).
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Hutto and Bell (2014) reported that older people that manifest anxiety about technology usage,
are unable to access a computer or lack an interest in technology. At the same time, some
researchers have demonstrated that people of that age believe that online relationships and
interactions are superficial compared to the offline ones. (Lehtinen et al., 2009). Brandtzæg et
al. (2010) found out that older users enjoy seeing pictures of other people, but they rarely post
pictures of themselves. In addition, Jung et al. (2017, p.1079) reported “…older users are more
likely to use the ‘‘Like” button on Facebook when responding to others’ postings. That is
because the “Like” button enables older adults to respond in a simple and convenient way to
engage in social interaction, again without self-disclosure”. In general, it seems that older
people prefer simpler Facebook actions on social media, since the complexity of the site is a
key term that emerges in many studies and that is considered annoying by most of older users.
Overall, functions that are able to reduce the effort of users are preferred (Mitzner et al. 2010).
Well-being
Previous studies have already proved the positive effect of social bonds and connectedness with
other individuals on well-being of older people (de Belvis et al. 2008), (Joinson, 2008), (Sundar
et al. 2011). Social networks can help in creating social bonds and enhance the quality of life
of these people if used in the correct way. In addition, the utilization of social networks might
help older American adults to cope with depression (Cotten et al. 2012). A study conducted on
American citizens demonstrated that people might find help online talking with family and
friends (Hogeboom et al. 2010). In addition, to avoid loneliness, existing studies have proved
that social networks users from the United States are more fulfilled by social interaction than
non-users (Bell et al. 2013). In fact, social media can be an important tool to help older adults
with limitations of mobility to connect with other people without the need to meet them in
person. In addition, Bell et al. (2013) found out that older Facebook users from the United States
are more socially satisfied than non-users. Sum et al. (2008) found evidence that a higher level
of internet use leads to a lower level of social loneliness in older Australian adults. On the other
hand, they found a difference between Internet use for communication with family members
and Internet use to connect with unknown people. In fact, the results showed that the first one
is associated with lower perceived loneliness than the second one (Sum et al. 2008). Heo et al.
(2015) pointed out that social support received by older adults through Internet is another
important factor that determines the well-being of Americans older adults’.
For these reasons, improving social media to increase older people’s well-being is pivotal. In
fact, if older people experience irritations while using social media, they might focus on these
10

irritations and being distracted or avoid using social networks because of them. In this way,
older users might benefit less from the positive factors of social media on well-being. Hence, it
can be inferred that irritations generated by Facebook negatively affect older adults’ well-being.
Therefore, the following can be hypothesized:
H1: Irritations generated by Facebook negatively determines older adults’ well-being.
2.2 Mediating effect of “Attitude” and “Time spent on Facebook”

By studying the existing literature, some relevant theories and findings have been identified. In
particular, two mediating variables have been pointed out, these are “Attitude” intended as
attitude of older adults towards Facebook and “Time spent on Facebook” by older adults. These
constructs have been already linked to irritating factors and well-being by the existing literature,
in the following sections these theories have been reported.
2.3 Irritations for older adults-attitude towards Facebook
Researchers have already identified irritation as an important antecedent of attitude (Greyser,
1973) but more research is needed on the effects of irritation in an internet context for individual
users. In fact, just few studies specifically address irritation caused by social networks.
According to Gao et al. (2006), perceived irritation of a subject is negatively related to attitude
towards the site and intention to return is influenced positively by a positive attitude towards
the site. Ducoffe (1996) had already demonstrated the negative relationship between irritation
and attitude. For this reason, in the context of Facebook, the following can be hypothesized:
H2: perceived irritation is negatively related to the attitude towards Facebook.
2.4 Attitude towards Facebook-Time spent on Facebook
According to the theory of reasoned action (TRA), the attitude of people towards a certain
behaviour leads to a behavioural intention of those people, and in turn, this influences the actual
behaviour of them (Ajzen & Fishbein, 1980). Consequently, the technology acceptance model
(TAM) states that an individual’s attitude towards a certain technology determines her or his
actual usage of this technology through behavioural intention (Davis, 1989). Moreover, the
Technology Readiness Index (TRI), advanced by Parasuraman (2000) and Parasuraman and
Colby (2015) can be linked to the TAM. The Technology Readiness Index indicates
individuals’ inclination to accept and use new types of technologies. Parasuraman (2000, p.
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317) states: “…customers’ propensity to embrace technology varies widely, resulting from an
interplay between drivers (optimism, innovativeness) and inhibitors (discomfort, insecurity) of
technology readiness”. In addition, factors like perceived usefulness (the degree of
improvement of a person’s job by using a certain technology) of this technology and perceived
ease of use (evaluation of a technology by an individual on the basis of the effort needed for
using it) determine the acceptance level (Davis, 1989).
It is also important to consider the attitude towards the site (ATS), as pointed out by Chen and
Wells (1999). ATS is an indicator of the predisposition of individuals to respond favourably to
a website of social media. If users have a positive attitude towards a website it is more likely
that they will use it. These theories claimed that a more positive attitude towards Facebook
leads to more time spent by older adults on Facebook. Therefore, the following can be
hypothesized:
H3: a positive attitude towards Facebook is positively related to the time spent by older adults
on Facebook.
2.5 Time spent by older adults on Facebook- Older adults well-being

Ellison et al. (2011) already found out that social media users from the United States, who spend
more time on the social media, have a higher number of friends so that, they deduced that these
sites can help people to build and maintain relationships. Therefore, this might apply also to
older Facebook users. In addition, the more the time spent by older people on Facebook the
higher the chance to connect with family members and friends, sharing users’ thoughts and
worries. Sum et al. (2008) pointed out that a higher level of internet use leads to a lower level
of social loneliness in older Australian adults. Burke et al. (2010) confirmed that a greater use
of Facebook is correlated with greater overall well-being. Specifically, with reduced loneliness
and increased social interactions. Burke et al. (2010) also pointed out that their findings
generalize to people outside the United States and older users. Hence, it can be inferred that
Facebook might increase older adults’ well-being and the following can be hypothesized:
H4: The time spent by older adults on Facebook is positively related to older adults’ well-being.
2.6 Proposed solutions by previous research
In order to improve older adults’ well-being, ways to avoid irritations have to be found. Jung et
al. (2017) have already proposed some ways to overcome negative reactions from older users
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and personalize social media for them. First of all, they suggest changing the privacy facilities;
privacy options should be made more visible and a high privacy level should be incorporated
for every account as default. In this way, the settings can be changed by the user only if less
privacy is desired. Secondly, the friend suggestions are not well perceived by older people, so
an idea would be to remove them. In fact, they feel spied when Facebook proposed to them
something they did not require or asked for (Jung et al. 2017).
On the other hand, Hutto et al. (2015) emphasized that for older users it is important to connect
with family members. This indicates that older adults also prefer to connect with people that
they already know, not newcomers. For this reason, they suggest applying adaptive algorithms
that encourage interactivity with family members. These algorithms create persistent and
visibly prominent messages about the family members of the user so, for he/she it is easier to
connect with them. These changes can improve the feeling of users about the social network
and they might help to avoid irritation.
Moreover, many elders have difficulties in hearing and reading small characters. For this
reason, Heine and Browning (2002) proposed to incorporate easy visuals and audios to let them
be able to communicate. Hutto et al. (2015) suggest also to include technology support and
training to enhance older users’ confidence in using social media and internet. That would avoid
confusion generated by the many different options available on the social network.
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2.7 Conceptual model

Figure 1. Conceptual model
IV: 1) Irritations for older adults,
Mediators: 2) attitude towards Facebook, 3) time spent on Facebook
DV: 4) Older adults’ well-being
Conceptual model explained: The hypotheses can be summarised in the conceptual model
(Figure 1). Facebook features and facilities determine reactions (irritations) in older adults that
are using the platform, these irritations would directly influence the well-being of older adults.
These irritations would also influence older adults’ attitude towards the social network that, in
turn, would determine the time spent on Facebook by them. The latter would ultimately
determine older adults’ well-being. In particular, the use of social networks, such as Facebook,
would influence perceived loneliness, perceived depression and actual social support received
by older adults through interaction with family and friends which in turn form well-being.

14

Chapter 3: METHODS
In order to conduct this research, empirical knowledge has been applied. In addition, the study
combines secondary data with primary data to be able operationalize the constructs and their
effects.
3.1 Data collection method and operationalization
Regarding the primary research, semi-structured interviews with seven older adults has been
conducted (in order to shed light on their main thoughts and feelings about the topic). These
interviews have been held one to one, through Skype and they have been conducted in Italian.
In fact, older Italian people might not be able to speak and comprehend English. The questions
asked in the semi-structured interview can be found in Appendix A.
Then, the findings of the interviews have been coded and the questions of a survey have been
developed. Subsequently, the survey has been created online using the Qualtrics tool in order
to test the hypotheses. Qualtrics allows researchers to develop, distribute surveys and it provides
also a first analysis of the results. The online survey’s questions have been composed by items
from the existing literature but also by the answers of the participants of the semi-structured
interviews (see paragraph 3.2 for specification). A 5-point Likert scale, ranging from ‘strongly
disagree’ to ‘strongly agree’ was presented for every question (Appendix A). The item list is
presented in Appendix C including reversed and deleted items.
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Table 1: Operationalization of the variables
Variable

Definition

Items

Irritations for older
adults

13 statements with 5-

The unintended consequence of Facebook

points Likert scale

and the consequent feeling of annoyance
that it raises in people (Eighmey & McCord,
1998).

Attitude towards

Attitude

Facebook

indicates the Web user’s predisposition to points Likert scale

toward

the

site

(Facebook) 4 statements with 5-

respond either favourably or unfavourably
to the content of a website in a natural
exposure situation (Chen & Wells, 1999).
Time spent on Facebook Time spent by older adults on Facebook

1 question

weekly
Well-being

In this study it is operationalised as the state of

8 statements with 5-

being less depressed, less lonely and with a

points Likert scale

higher possibility of receiving social support
through Facebook. (Heo et al. 2015), (Cotten

et al. 2012), (Bell et al. 2013), (Sum et al.
2008).
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Participants received the questionnaire online to fill it in. The questionnaire was published in
Italian, so only Italian speaking people could participate. Both the interviews and survey
questions and the corresponding answers have been translated from Italian into English and
vice-versa using the method of RTT (Round-trip Translation), also known as back-and-forth
translation. RTT is a method that helps to avoid translation mistakes and misconceptions. In
order to apply the RTT, the questions of the interviews, the questions of the survey and the
answers of participants have been translated from Italian into English and vice-versa, by two
Italian teachers graduated in English literature. This method helps to verify whether the
translated text matches with the original one in terms of meaning and vocabulary and avoid
language inconsistencies (Su & Parham, 2002). The English version of the interview and
questionnaire can be found in Appendix A.
It has been chosen to focus specifically on Facebook rather than relating the questionnaire to
every social media. Indeed, Facebook is among the most popular social network among older
users in Italy (Università degli Studi di Milano Bicocca, 2020). In order to conduct the
questionnaire, it has been decided to use only some of the items of the scales presented by the
existing literature. Otherwise there would have been too many questions and the questionnaire
would have resulted extremely long for the participants. Some questions from the scale
elaborated by Chen et al. (1999) regarding the attitude towards the site have been selected,
keeping in mind which could have fit the study and the Facebook website in particularly.
Regarding the dimensions “Loneliness”, “Depression” and “Social support”, the scales
elaborated by Heo et al. (2015) have been analysed and some items that relate with the study
have been selected. The items have been put together in order to create the variable total wellbeing of older adults. All the items related to the irritations for older adults have been developed
basing them on the primary qualitative analysis of the interviews and others on the research of
Jung et al. (2017), Lehtinen et al. (2009), Mitzner et al. (2010) and Heine and Browning (2002).
(See Appendix C for the operationalization of the variables and paragraph 3.2 for
specifications).
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3.2 Qualitative interviews
As above mentioned, semi-structured interviews have been held with seven Italian older adults.
The interviews had the purpose to understand older people’s feelings about Facebook, if users
consider it positively or negatively and for what reason they use it. Respondents confirmed
some irritations identified by the existing literature and added some new irritations.
Specifically, some of the irritations belong to the list developed by Jung et al. (2017), these are
the following: privacy concern, preference for familiarity, triviality of communication. Also,
superficial interaction, identified by Lehtinen et al. (2009), complexity of the platform already
reported in the study of Mitzner et al. (2010) and audibility and readability difficulties (Heine
and Browning, 2002).
On the other hand, three new types of irritations have been identified through the interviews;
fake news, advertisements and political use of the platform. Some respondents declared to feel
annoyed by the high number of fake news and by the fact that they are not easily recognizable
as fake. In addition, they reported to dislike advertisement on Facebook and, lastly, political
propaganda on Facebook. These three types of irritations have been added to the list of tested
irritation with the quantitative study. The list of irritations and their operationalization can be
found in Table 2.
Table 2: Operationalization of the variable “Irritations for older adults”

IRRITATIONS

DIMENSIONS

INDICATORS

Privacy

1. I think that Facebook protects my privacy

FOR OLDER

2. If I want, I can easily change the privacy

ADULTS

settings on Facebook
Triviality of communication/

5. I would always prefer a real life face-to-face

Unsatisfactory interactions

compared to an interaction through Facebook
3. Generally speaking, I would consider my
interaction with other people on Facebook
satisfactory (attitude)

Preference for familiarity

4. I do not mind interacting with people I do not
know in person on Facebook

Fake news

6. Facebook presents news that is reliable
7. I understand if a news presented on Facebook
is fake
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Political use

8. I do not mind, if politicians use Facebook for
their campaigns/work

Advertisement

9. I do not mind, advertisements presented on
Facebook

Frustration with site tools

10. I know how to use most of Facebook tools

Complexity/confusion

11. Generally speaking, I would consider
Facebook easy to use

Difficulties in hearing

12. I have problems hearing Facebook sounds

properly
Difficulties in reading small

13. I have problems reading Facebook

characters

characters
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3.3 Pre-test
In order to avoid imperfections and questions which might generate confusion the questionnaire
has been pretested with six respondents. After the completion of the questionnaire, they have
been asked to report their thoughts and doubts about the questions. Their opinion was then
evaluated and used to improve the questionnaire. In addition, the pre-test was useful to
understand if the length of the questionnaire was adequate.
The respondents provided minor comments about some questions, but they generally reported
positive comments regarding the comprehensibility of the texts. They did not report obscurities.
Some adjustments have been applied to the final questionnaire; for instance, some questions
have been deleted because considered unclear and the time required to complete the full
questionnaire has been adjusted on the average time employed by the six first respondents.
3.4 Sampling design
The aim of this research is to analyse older adults’ “relationship” with social media, in particular
Facebook, for this reason the unit of analysis is composed by Italian people between 50 and 80,
who have a Facebook account. People can be considered older adults from the age of 50-54,
that is why the study started from the age of 50. On the other hand, people older than 80 have
not been taken into account because a very small percentage of the category own a Facebook
account.
The respondents have been gathered using an availability sampling method and consequently a
snowballing sampling method to gather different types of respondents. The questionnaire has
been shared through WhatsApp and on several other social media channels, in particular on
different Facebook pages. In addition, some respondents distributed the questionnaire to some
acquaintances.
For this research, 200 participants have completed the questionnaire (N=200). Among these,
15 have declared to have no Facebook account. For this reason, the questionnaire blocked their
answers and they have been considered missing values (N=15). In fact, the purpose of the
research is to study older people with an active Facebook account. No other missing values
have been recorded. Thus, in the end the useful responses of 185 respondents have been
obtained.
20

In total, 121 participants were female (65,4%), 61 were male (33,0%) and 3 (1,6%) preferred
not to indicate their gender. People between 50 and 59 were 57,8%, people between 60 and 69
were 34,1% and people between 70 and 80 were 8,1% (with only one aged 80 years old).
Instead, for the highest level of education, 101 (50,5%) high school degree, Master’s degree,
34 (17,0%), 32 (16,0%) Bachelor’s degree, 15 (7,5%) indicated to have no formal education
and 3 (1,5%) completed a Doctorate degree. Regarding the employment status, 122 respondents
indicated to be employed (61,0%), 45 specified to be retired (22,5%), 12 indicated the other
option (6,0%) and 6 respondents indicated to be unemployed (3,0%)
3.5 Data analysis strategy
In order to analyse the collected answers, they have been examined through the program SPSS.
Every scale has been analysed with a factor analysis in order to understand if the items really
constitute the specific construct and to check if underlying constructs are present. For this study
it has been opted for an exploratory factor analysis, due to the fact that some of the items and
variables have been introduced in the research because identified in the interview and they have
never been tested before. Furthermore, a confirmatory factor analysis to confirm the results of
the exploratory analysis has been conducted. In addition, a reliability analysis of the factors has
been conducted. After the factor and reliability analysis, regression analysis have been
performed, in order to test the hypotheses. Linear regression analysis is an appropriate method
for several reasons: all variables are of metric scale so linear relationships can be found,
regression analysis helps to understand how the dependent variables change when the
independent variables vary and it helps to predict the causal relationship with the dependent
variables. Before conducting the regression analyses the assumptions of linearity, normality,
collinearity and homoscedasticity have been tested. Firstly, a descriptive analysis have been
performed. Secondly, a factor and reliability analysis have been applied for all the variables.
Lastly, linear regression and mediation regression analysis have been conducted to test the
hypotheses.
3.6 Ethics
Anonymity and confidentiality have been guaranteed to all the participants. Participants have
been informed beforehand about the purpose of the study and how the information provided by
them would have been used. In addition, the respondents were able to withdraw at any time
from the questionnaire if they wanted to. No sensitive questions have been asked.
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3.7 Limitations of research
At the moment of the research, all European countries were facing difficult times due to the
virus COVID-19, Italy included. Governments asked people to stay at home in order to avoid
further spread of the virus among the population. In this case, only Skype interviews and online
surveys could have been held.
This is a limitation of the research because people might forget to answer online questionnaires.
For these reasons, approaching respondents have been more complicated than expected, in fact,
some people received the questionnaire but did not complete it.
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Chapter 4: RESULTS
In this chapter the results are going to be presented. First of all, a descriptive analysis has been
conducted in order to acquire an idea of the data distribution and outliers. The variables resulted
normally distributed. In fact, they all presented values of skewness and kurtosis (as well as S.E
of skewness and kurtosis) between -3 and +3 and according to Hair et al. (2005) this is sufficient
to consider the variables normally distributed (Appendix B). Secondly, a factor and reliability
analysis have been conducted for all the variables. Lastly, linear regression and mediation
regression analysis have been applied to test the hypotheses. The chapter finishes by illustrating
the statistical conclusions, additional findings identified in the data and adjustments to the
model based on the results of the analysis and existing theory.

4.1 Irritations evaluations
In order to acquire a first picture of the types of irritations analysed, a first comparison between
them has been conducted. The mean scores of the total answers regarding every item have been
reported in Table 3. The mean scores indicated are those of the items already reversed
(Appendix C). In this way, a high mean score indicates that the participants consider the item
highly irritating. The item with the highest score is “advertisement”, older people do not like
advertisement presented on Facebook. Second higher is the item “fake news”, older users are
irritated by fake news presented on the social media, “unsatisfactory interactions” and “privacy”
reported the same mean score and are placed at the third place and “political use” of Facebook
is the last one with a mean score higher than 3.
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Table 3: Mean scores for different types of irritations (*)
VARIABLE

DIMENSIONS

EXPLANATION

MEAN

Irritations
for older
adults

Privacy

This dimension includes the beliefs of the respondents
regarding how Facebook protects their privacy and how
they evaluate Facebook privacy settings

3,3

Unsatisfactory
Interaction/
Triviality of
communication

This dimension represents to what extent participants
consider unsatisfactory and trivial their interactions with
other people on Facebook

3.3

Preference for
familiarity

To what extent participants do not like interacting with
people they do not know in person on Facebook

3.0

Fake news

To what extent participants think that Facebook presents
fake news and if they are easily recognizable

3.4

Political use

To what extent participants do not like when politicians use
Facebook for their campaigns/work

3.2

Advertisement

To what extent participants do not like when they are
exposed to advertisement on Facebook

3.5

Frustration with
site tools

To what extent participants encounter difficulties when they
use Facebook’s tools

2.8

Complexity/con
fusion

To what extent participants consider Facebook difficult to
use

2.2

Difficulties in
hearing
properly

To what extent participants have problems hearing
Facebook sounds

2.3

Difficulties in
reading small
characters

To what extent participants have problems reading
Facebook characters

2.3

(*)(Some the scores have been reversed (Appendix C), in order to have a high value for a high
level of irritation, so a higher mean value indicates higher level of irritations)
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4.2 Factor and Reliability Analysis
In order to analyse the underlying relationships of the variables and to check if the information
can be reduced in a smaller number of factors (Hair, 2005) factor analysis have been applied.
The Factor analysis have been conducted through a principal component analysis method and
an oblique rotation, considering that all the correlations resulted above .30.
4.3 Factor analysis and reliability analysis of attitude

A first factor analysis has been performed to analyse the variable attitude. The variable is
composed by four items and only one of them has been reversed, in this way a high score on
the items indicates a positive overall attitude (Appendix D). The factor analysis reported a
significant Bartlett’s Test of Sphericity and the Kaiser-Meyer-Olkin Test for sampling
adequacy showed a value higher than 0.5, as shown in Table 5. The analysis indicated one
expected factor (attitude) with no additional extracted factors (Appendix D). The reliability,
measured with the Cronbach’s Alpha method showed an appropriate reliability value of 0.746
(Table 5). In fact, the critical value for a reliable construct is 0.60, according to Hair et al. (2005)
4.4 Factor analysis and reliability analysis well-being

A factor analysis has been conducted to analyse the variable well-being. As illustrated in the
theoretical section, the well-being construct is measured combining the variables “Depression”,
“Loneliness” and “Social support”. Some of the items of the variables “Depression” and
“Loneliness” have been reversed, in a way that a high score on the items indicates an increase
in the total well-being with, therefore, a decrease in loneliness and depression (Appendix C).
For this reason, an increase in the scores of the variables “Depression” and “Loneliness” means
an increase in the level of well-being (In fact, those variables might be intended as “decreased
depression” and “decreased loneliness”). The items of “Social support” have not been reversed,
therefore a higher score on the items of social support results in a higher score of well-being.
In this way, a total high score in the well-being variable means a high level of perceived wellbeing. Four items have been deleted (Appendix C), two of them because they did not load
clearly on one factor in particular and the remaining two because they loaded clearly on a fourth
factor not identified in the conceptual model and theoretical background. The three dimensions
of well-being have been analysed in a single factor analysis (Appendix E). The Bartlett’s Test
of Sphericity resulted significant and Kaiser-Meyer-Olkin Test for sampling adequacy showed
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a value higher than 0.5, as shown in Table 5. The analysis showed one expected factor (wellbeing) with no additional extracted factors (Appendix E). The Cronbach’s Alpha method has
been used in order to evaluate the internal reliability of the items of the construct. According to
Hair et al. (2005), the critical value for a reliable construct is 0.60. The factor presented an
appropriate reliability value of 0.650. (Table 5)
4.5 Factor analysis and reliability analysis irritations for older adults
A factor analysis has been conducted to analyse the variable irritations for older adults. Several
different types of irritations are present (Table 3). The factor analysis showed four underlying
dimensions (they are illustrated in Appendix F with the relative factor analysis). These
dimensions can be identified as “complexity irritations”, “advertisement irritations”, “audibility
and readability problems” and “privacy, preference for familiarity, unsatisfactory interactions
and fake news irritations” (Table 4).
Table 4: Irritations groups identified in the factor analysis and reliability scores
Dimension

Types of irritations included

Reliability

Complexity irritations

-Frustration with site tools
-Complexity/confusion

0.683

Advertisement irritations

-Advertisement
-Political use

0.314

Audibility and readability
problems

-Difficulties in hearing properly 0.868
-Difficulties in reading small
characters

Privacy, unsatisfactory
interactions and fake news
irritations

-Privacy
-Unsatisfactory interactions
-Fake news
-Preference for familiarity

0.519
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The factor “Irritations for older adults” presented a Kaiser-Meyer-Olkin Test for sampling
adequacy of 0.603 and a significant the Bartlett’s Test of Sphericity, as shown in Table 5. The
Cronbach’s Alpha method has been used in order to evaluate the internal reliability of the total
irritations’ items. According to Hair et al. (2005), the critical value for a reliable construct is
0.60. The construct “Irritations for older adults” a Cronbach’s Alpha of 0.543 (Table 5)
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Table 5: Summary of KMO, Bartlett’s Test and Cronbach’s Alpha for all factors
FACTOR

KMO Measure of Sample
Adequacy

Bartlett’s Test of
Sphericity
significance

Cronbach’s Alpha
for
reliability

Mean Score

Attitude

0.724

0.000

0.746

3.4

Irritations for older adults

0.603

0.000

0.543

2.9

Well-Being

0.616

0.000

0.650

3.0

4.6 Correlations

In order to obtain a first idea of the relationships between the variables a Pearson correlation
matrix has been produced (Appendix G). As reported in Appendix G, irritations for older adults
(“Irritation_tot”), formed by the mean of all the different irritations items, correlates negatively
with attitude (r=-0.587). Irritations for older adults is also negatively correlated with “Time
spent on Facebook” and well-being (“Wellbeing_tot”). Additionally, attitude is positively
correlated with “Time spent on Facebook” and with well-being (r=0.224, r=0.507). Finally,
“Time spent on Facebook” is positively correlated with well-being (r=0.239).
4.7 Regression analysis

In order to test the hypothesis regression analysis have been conducted.
4.8 Regression analysis to test the direct effect of irritations on older adults’ well-being

Two different regression analysis have been performed in order to test the direct effect of
irritations on older adults’ well-being. First of all, the effect of the total irritation effect on wellbeing and secondly, the effect of the different four groups of irritations identified by the factor
analysis on the variable well-being.
4.9 Direct effect of the total irritation on well-being

The variable irritation for older adults has been introduced as independent variable and older
adults well-being as dependent variable. Preparatory for the regression analysis, the
assumptions for linear regression have been tested. In order to test the linearity and
homoscedasticity, values of the outcome predicted, and values of residuals were combined with
a scatterplot. The assumptions have been considered met because the dots are randomly
dispersed (Appendix H).
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A P-Plot have been performed to check the normality of the data (Appendix H), this assumption
has been met. Lastly, multicollinearity has not been tested, considering that there is only one
independent variable.
After all the assumptions have been checked, the linear regression can be conducted. First of
all, the overall regression equation was significant (F(1,183)= 27.900, p=0.000) and an adjusted
R2 of 0.128. This means that 12,8% of the variance in the dependent variable well-being, is
derived from the independent variable and the effect is medium. Irritations of older adults have
a negative impact on the well-being generated by Facebook (B=-0.545, β=-0.364) (Appendix
I).
4.10 Direct effect on the four groups of irritations on total well-being

Four groups of irritations have been identified by the factor analysis (Table 4). They are the
following: complexity irritations, advertisement irritations, audibility and readability problems
and the group formed by privacy, unsatisfactory interactions, fake news irritations and
preference for familiarity. The direct effect of each group of irritation on well-being generated
by Facebook has been tested.
Before performing a linear regression, the assumptions have been checked again. To test the
normality assumption, P-Plots have been performed, the variables resulted normally distributed
(Appendix J). In fact, the residual line closely follows the diagonal and this indicate that the
distribution is normal (Hair et al. 2005). In addition, scatterplots have been created in order to
meet the criteria of linearity and homoscedasticity (Appendix J). The assumptions have been
considered met because the dots are randomly dispersed. Finally, the multicollinearity
assumptions have been tested and the variables met the criteria of the tolerance values above
.20, and VIF scores close to 1 (Field, 2013) (Appendix K).
After all the assumptions have been met, the regression analysis can be performed. First of all,
the overall regression equation was significant (F(1,183)= 13.300, p<0.05) and an adjusted R2
of 0.211. This means that 21,1% of the variance in the dependent variable well-being, is derived
from the independent variable and the effect is medium.
The group audibility and readability problems resulted non-significant. The other three groups
showed a significant negative impact on well-being. The group formed by privacy,
unsatisfactory interactions, fake news irritations and preference for familiarity showed the
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strongest negative impact (B=-0.443, β=-0.371), followed by complexity irritations (B=-0.111,
β=-0.148) and advertisement irritations (B=-0.100, β=-0.146) (Appendix K).
By comparing the two direct analysis, it has been decided to proceed using irritations of older
adults as a unique variable instead of considering each of the four groups of irritations,
identified by the factor analysis, separately. The decision has been taken because of the
following reasons. First of all, the group named “Advertisement irritations” presents a low
reliability (even for a factor composed by only two factors) (Table 4) and, for this reason, it is
difficult to consider it a real factor. On the other hand, this factor is composed by two irritation
types rated as highly annoying by respondents and, to measure its impact without lowering the
reliability, it can be considered as a part of the overall concept of irritations . In addition, both
the two direct regression analysis showed a medium explanatory power. Hence, differentiating
between the four groups would have not led to a substantial change in the power of the model.
4.11 Mediation analysis
In this section, the mediator variables (Attitude, “Time spent on Facebook”) have been added
to the analysis. A mediator regression analysis with the construct “Irritation for older adults” as
independent variable, has been conducted. The analysis has been performed using the
PROCESS function by Andrew F. Hayes on SPSS.
4.12 Double mediation analysis with attitude and “Time spent on Facebook”

In order to test the double mediation effect, the PROCESS function has been performed with
the model 6 (used when there are two mediator variables). The overall model was significant
(p<0.05). However, several relationships were not significant. The constructs attitude and
irritations showed no significant direct effect on “Time spent on Facebook”. Moreover, there is
no significant effect between “Time spent on Facebook” and older adults well-being (Table 6).
This result indicates that “Time spent on Facebook” does not form the linear path after the
mediator attitude, hence, there is no double mediation. On the other hand, the mediator effect
of attitude is significant. For this reason, it has been decided to analyse the mediation effect of
attitude excluding the variable “Time spent on Facebook” (Appendix L)
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Table 6: Results double mediation analysis
Relationship
1: Irritations-Attitude

Result
b= -0.8756 (t(183)=-9.8173, sign<0.05)

2: Irritations-Time spent on Facebook

non-significant

3: Irritations-Well-being

c’: non-significant

4: Irritations-Well-being

c: b= -0.5445 (t(183)=-5.2821, sign<0.05)

5: Attitude-Time spent on Facebook

non-significant

6: Attitude-Well-being

b= 0.4323 (t(181)= 5.4792, sign<0.05)

7: Time spent on Facebook-Well-being

non-significant

4.13 Mediation analysis with attitude
Considering that the double mediation analysis did not confirm the mediating effect of “Time
spent on Facebook”, the variable has been excluded. In order to test the mediating effect of
attitude the analysis has been repeated with the function PROCESS, model 4 (used when there
is only one mediator variable).
Table 7 – Results single mediation analysis
Relationship

Result

1: Irritations-Well-being

c: b= -0.5445 (t(183)=-5.2821, sign<0.05)

2: Attitude-Well-being

b: b= 0.4495 (t(182)= 5.6941, sign<0.05)

3: Irritations-Well-being

c’: non-significant

4: Irritations-Attitude

a: b= -0.8756 (t(183)= -9.8173, sign<0.05)

5: Irritations*Attitude-Well-being

ab: b= -0.3935, CI [-0.6201, -0.2062]

The hypothesis that there is an indirect effect is supported by the results. The 95% confidence
interval for the indirect effect ab ranges from -0.6201 to -0.2062 and it does not include 0.
Hence, there is an indirect effect of irritations for older adults on the well-being generated by
Facebook (Table 7).
When an indirect effect appears to be significant, it is useful to check the difference between
the direct effect of the mediation model (c’) and the direct effect of the initial, simple regression
model (c). The direct effect of irritations on older adults’ well-being (c) is b=-0.5445, the direct
effect of irritations on older adults’ well-being, when controlling for the variable attitude (c’) is
non-significant. This means that there is a full mediation effect of the variable attitude and that
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the direct effect on the dependent variable well-being, when controlling for the mediating
variable, does not hold. In addition, irritations for older adults is negatively related with attitude
(b= -0.8756) and with well-being (b= -0.5445). Attitude of older adults is positively related
with well-being (b= 0.4495) (Table 7, Appendix M).
Table 8 - Summary of the hypotheses
Hypotheses

Conclusion

H1

Irritations negatively determines older adults’ well-being

Confirmed

H2

Irritations negatively determines attitude

Confirmed

H3

Attitude positively determines “Time spent on Facebook”

Not confirmed

H4

“Time spent on Facebook” positively determines older adults’ Not confirmed
well-being

H5

The relationship between irritations and older adults’ well-being Confirmed
is mediated by the variable attitude

H6

The relationship between irritations and older adults’ well-being Non confirmed
is mediated by the variable “Time spent on Facebook”
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4.14 Adjusted conceptual model

Figure 2. Adjusted conceptual model
IV: 1) Irritations for older adults,
Mediator: 2) attitude towards Facebook
DV: 3) Older adults’ well-being
Conceptual model explained: Facebook features and facilities determine reactions (irritations)
in older adults that are using the platform. These irritations will influence older adults’ attitude
towards the social network that, in turn, will determine older adults’ well-being. In particular,
the use of social networks, such as Facebook, will influence perceived loneliness, perceived
depression and actual social support received by older adults through interaction with family
and friends which in turn form well-being.
4.15 Additional analysis
4.16 Regression analysis to test the direct effect of irritations on social support

In the section 4.9 the analysis showed the negative direct relationship between irritations for
older adults total and well-being. As mentioned in section 2.1, the construct of older adults’
well-being is formed by three dimensions. These are: depression, loneliness and social support.
In this section, additional analysis have been performed in order to test the effect of the construct
“Irritations for older adults” total on each single dimension of well-being. This analysis showed
the different relationship between the independent variable and the three dimensions. In
addition, the analysis has been repeated also with the mediating variable “Attitude”.
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4.17 Direct effect of the total irritation on social support, loneliness and depression

Three regression analysis have been performed with each dimension (social support, loneliness
and depression) as dependent variables. First of all, the assumptions for linear regression have
been tested. In order to check the linearity and homoscedasticity, the values of residuals and the
values of the outcome predicted have been united in a scatterplot. The assumptions have been
met for each different regression, because the dots are randomly dispersed (Appendix N, O, P).
In order to test the normality of the data, three P-plots have been produced for each relationship
(Appendix N, O, P). This assumption has been met for every relationship. Lastly, the
multicollinearity has not been checked, taking in mind that there is only one independent
variable.
Once the assumptions have been checked for the three relationships, the results of each linear
regression can be analysed.
4.18 Direct relationship between the total irritation and social support

The overall regression equation of the direct relationship between irritations and social support
was significant (F(1,183)=21.647 , p<0.05) with an adjusted R2 of 0.101. 10,1% of the variance
in the dependent variable “Social support” is derived from the independent variable and the
explained variable is medium. Irritations for older adults have a negative impact on social
support (b=-0.604, β=-0.325) (Appendix Q).
4.19 Direct relationship between the total irritation and depression

The regression equation of the direct relationship between irritations and depression was
significant (F(1,183)=13.543, p<0.05) with an adjusted R2 of 0.064. This mean that 6.4% of
the variance in the dependent variable “Depression” is derived from irritations for older adults
and the effect is weak. Irritations for older adults have a negative impact on depression (b=0.642, β=-0.262) (Appendix R). It is necessary to remember that how explained in chapter 4.4,
the variable “Depression” is intended as “Decreased depression”. In fact, the of depression have
been reversed in a way that a higher score means a higher level of decreased depression.
Keeping this in mind, it can be stated that irritations for older adults have negative impact on
the decreased depression in older adults. The list of items and reversed items can be found in
(Appendix C).
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4.20 Direct relationship between the total irritation and loneliness

The overall regression equation of the direct relationship between irritations and loneliness was
significant (F(1,183)=12.925, p<0.05) with an adjusted R2 of 0.061. Therefore, 6.1% of the
variance in the dependent variable “Loneliness” is determined by the independent variable and
the effect is weak. Irritations for older adults have a negative impact on loneliness (b=-0.568,β=0.257) (Appendix S). Similar to “Depression”, the variable “Loneliness” is intended as
“Decreased loneliness”. The variable has been reversed, so higher scores correspond to higher
level of decreased loneliness. Taking this in mind, it can be stated that irritations for older adults
have a negative impact on the decreased loneliness in older adults. The list of items and reversed
items can be found in (Appendix C).
4.21 Mediation analysis with the total irritation and social support

Table 9: Results single mediation analysis with the total irritation and social support
Relationship

Result

1: Irritations-Social support

c: b=-0.6043 (t(183)=-4.6556, sign<0.05)

2: Attitude-Social support

b: b=0.4819 (t(182)=4.7342, sign<0.05)

3: Irritations-Social support

c’: non-significant

4: Irritations-Attitude

a: b=-0.8756 (t(183)=-9.8173 , sign<0.05)

5: Irritations*Attitude-Social support

ab: b=-0.4219 , CI [-0.6754,-0.2051]

The result showed that there is an indirect effect of “Attitude” in the relationship between the
variables “Irritations for older adults” and “Social support”. In fact, the 95% confidence interval
for the indirect effect ab does not include 0 (CI [-0.6754,-0.2051]). Hence, there is an indirect
effect of irritations for older adults on the social support generated by Facebook. (Table 9)
The difference between the direct effect of the mediation model (c’) and the direct effect of the
initial, simple regression model (c). The direct effect of irritations for older adults on the social
support generated by Facebook (c) is b=-0.6043, the direct effect of irritations on social support
generated by Facebook, when controlling for the variable attitude (c’) is non-significant.
Therefore, it can be stated that there is a full mediation effect and the direct effect disappears
when controlling for the mediating variable “Attitude”. Irritations for older adults is negatively
related with their attitude (b=-0.8756) and with the social support generated by Facebook (b=35

0.6043). On the other hand, older adults’ attitude os positively related with the social support
generated by Facebook (b=0.4819) (Table 9, Appendix T).
4.22 Mediation analysis with the total irritation and depression

Table 10: Results single mediation analysis with the total irritation and depression
Relationship

Result

1: Irritations-Depression

c: b=-0.4615 (t(183)=-3.6800, sign<0.05)

2: Attitude-Depression

b: b=0.6410 (t(182)=6.9081 , sign<0.05)

3: Irritations-Depression

c’: non-significant

4: Irritations-Attitude

a: b=-0.8756 (t(183)=-9.8173 , sign<0.05)

5: Irritations*Attitude-Depression

ab: b=-0.5612 , CI [-0.7996,-0.3546]

Table 10 shows that there is an indirect effect of “Attitude” in the relationship between the
variables “Irritations for older adults” and “Depression”. The confidence interval of 95% for
the indirect effect ab does not include 0 (CI [-0.7996,-0.3546]). Therefore, there is an indirect
effect of irritations for older adults on the decreased depression generated by Facebook. (Table
10)
The direct effect of irritations for older adults on the decreased depression (c) is b=-0.4615, the
direct effect of irritations on depression, when controlling for the variable “Attitude” (c’) is
non-significant. Hence, a full mediation effect is present because the direct effect does not hold
when controlling for the mediating variable. Irritations for older adults is negatively related
with their attitude (b=-0.8756) and with decreased depression caused by Facebook (b=-0.4615).
On the other hand, older adults’ attitude is positively related with the decreased depression
caused by Facebook (b=0.6410) (Table 10, Appendix U).
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4.23 Mediation analysis with the total irritation and loneliness

Table 11: Results single mediation analysis with the total irritation and loneliness
Relationship

Result

1: Irritations-Loneliness

c: b=-0.5678 (t(183)=-3.5951, sign<0.05)

2: Attitude-Loneliness

b: non-significant

3: Irritations-Loneliness

c’: non-significant

4: Irritations-Attitude

a: b=-0.8756 (t(183)=-9.8173 , sign<0.05)

5: Irritations*Attitude-Loneliness

ab: non-significant

The analysis of the mediation effect between the variables “Irritations for older adults” and
“Loneliness” showed a different result. The 95% confidence interval for the indirect effect ab
does include 0 and, therefore, is non significant. Hence, there is no indirect effect of irritations
for older adults on the decreased loneliness generated by Facebook. (Table 11)
Irritations for older adults is negatively related with “Attitude” (b=-0.8756) and with
“Loneliness” (b=-0.5678). However, the relationship between “Attitude” and “Loneliness” is
non-significant. (Table 11, Appendix V).
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Chapter 5: DISCUSSION AND CONCLUSIONS
This section presents and interpret the outcomes of the analysis. The main research question of
the thesis is the following: “What is the effect of irritations generated by Facebook on older
adults’ well-being?” In this section, the researcher aims to provide a satisfactory answer to this
question, along with explaining and illustrating the mediating role of older adults’ attitude and
illustrate the additional findings. In fact, this thesis aims to acquire a better understanding of
the main factors of Facebook that lead to irritations in older adults and their impact on the wellbeing generated by Facebook. Therefore, conclusions as well as managerial and theoretical
implications have been drawn. Lastly, limitations and future research recommendations have
been provided.
5.1 Discussion
The main purpose of this research is to investigate the effect of irritation on older adults’ wellbeing generated by Facebook. This research aims to fill the gap in the literature of irritations
generated by social media. In fact, hardly anything is known about these annoyance factors. In
particular, irritations that older adults experience while using Facebook. This study
demonstrated that there is an overall negative relationship between irritation and older adults’
well-being generated by Facebook. Indeed, the higher the level of total irritation perceived by
the older user, the lower the generated well-being. Therefore, hypotheses H1 is confirmed by
the results of the regression analysis.
Moreover, four different groups of irritations have been identified by the factor analysis and the
causal relationship of each of them with the variable well-being have been tested. The group
audibility and readability problems resulted non-significant, hence by demonstrating that the
direct effect on well-being does not hold for this group. However, the other three groups showed
a significant negative impact on well-being. The group formed by privacy, unsatisfactory
interactions, fake news irritations and preference for familiarity showed the strongest negative
impact, followed by complexity irritations and advertisement irritations.
In addition, by analysing the single mean score indicating the degree of annoyance of each
individual irritation type, showed in Table 3, is it clear that the irritation type rated as most
annoying by respondents is “advertisement”, older people do not like advertisement presented
on Facebook. Second highest is “fake news”, older users are irritated by fake news presented
on the social media, “unsatisfactory interactions” and “privacy” reported the same mean score
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and are placed at the third place followed by “political use” identified also as political
advertisement. “Advertisement” and “Fake news” are two of the three irritation types identified
with the primary research and not identified by the existing literature.
In addition, this study aimed to investigate the mediating effect of “Attitude towards Facebook”
and “Time spent on Facebook”. Based on existing literature it was hypothesized a double
mediation of the two variables between “Irritations for older adults” and “Older adults’ wellbeing”. Surprisingly, the analysis showed that the relationship between “Attitude towards
Facebook” and “Time spent on Facebook” is non-significant, as well as the relationship
between “Time spent on Facebook” and “Older adults’ well-being”. This implies that there is
no mediating effect of the variable “Time spent on Facebook”. Therefore, the hypotheses H3,
H4 and H6 have not been confirmed.
On the other hand, the results showed that there is a negative relationship between irritations of
older adults and their attitude, this confirms hypotheses H2. In addition, the single mediation
analysis with the mediation variable “Attitude towards Facebook” revealed a mediating
relationship of “Attitude towards Facebook” between the relationship “Irritations for older
adults” and “Older adults’ well-being”. In fact, when the variable “Attitude towards Facebook”
is present in the analysis the direct relationship of older adults’ irritations on well-being does
not hold, therefore, there is a full mediation of “Attitude towards Facebook” and H5 is
confirmed. Moreover, the single mediation analysis demonstrated that there is a positive
relationship between older adults’ attitude and their well-being. This means that the smaller the
amount of irritations perceived the more positive the attitude towards Facebook of older adults
and the more positive the attitude of older adults’ the higher the generated well-being by
Facebook.
Additional analysis have been performed in order to test whether there is a differential effect of
the variable “Irritations for older adults” considered as a unique variable on the three
dimensions of well-being; “Depression”, “Loneliness” and “Social support”.
“Irritation for older adults” holds a direct effect on all the three dimensions, which is negative
for all of them. This means that a high score on irritations total negatively influences the level
of social support generated by Facebook, decreased loneliness and decreased depression.
However, the explanatory power of the model is higher with “Social support”. In fact, the
regression explains 10,1% of all the variability of the response data around its mean, compared
to a 6,4% of the model with “Depression” as dependent variable and 6,1% of the model with
“Loneliness” as dependent variable.
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The mediating regression analysis showed that the mediating effect of “Attitude towards
Facebook” hold when “Social support” and “Depression” are the dependent variables
individually. In addition, the mediating variable positively influences both “Social support” and
“Depression”. The higher the score of the respondent on attitude the higher the level of social
support and decreased depression. However, the mediating effect does not hold for the variable
“Loneliness”, there is no indirect effect of “Attitude towards Facebook” between the
relationship of irritation for older adults and the decreased loneliness generated by Facebook.
Moreover, the relationship between “Attitude towards Facebook” and “Loneliness” is not
significant. Hence, the attitude of older users towards Facebook does not contributes in
decreasing the perceived loneliness, contrary to the other two dimensions of well-being.
5.2 Conclusions

This study points out many important findings. First of all, it indicates which are the irritations
types rated as more annoying by older Italian adults, these are “advertisement”, “fake news”,
“unsatisfactory interactions” and “privacy”. Secondly, it shows that irritations generated by
Facebook have a negative impact on older adults’ well-being. This means that while older
Italian adults use Facebook, they detect some annoying and irritating factors which, in turn,
negatively influences their well-being generated by Facebook. In fact, these irritations influence
negatively the social support of family and friends received by users through Facebook,
influences negatively the decreased depression and decreased loneliness effect produced by
Facebook. Thirdly, this study points out that the relationship between irritations and older
adults’ well-being is mediated by the attitude of older adults towards Facebook. Irritations
contributes to negatively influence the attitude of people towards Facebook and, in turn, their
well-being. However, this mediating effect does not hold for all the three dimensions of wellbeing, for the dimension loneliness no mediating effect of attitude of older adults takes place.
Loneliness is directly negatively related to irritations for older adults. Considering that
irritations generated by Facebook clearly influences older adults’ well-being, finding ways to
overcome these irritations is necessary.
5.3 Theoretical and managerial implications

Both theoretical and managerial implications can be derived from this thesis. From a theoretical
point of view this research fills the gap in the existing literature regarding irritations generated
by Facebook on older Italian adults. In fact, hardly anything is known about these annoyance
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factors. Few studies tackled the topic and even fewer about European users. Considering that
the European population is becoming a greying society (Kasper, 2018), there is an increasing
need for creating more “older” user friendly technologies. By understanding irritating factors
of Facebook, it can be decided what to change or improve of the platform in order to limiting
these factors and increase older adults’ well-being.
This research shows that overall unsatisfactory interactions, preference for familiarity, privacy,
fake news and advertisements irritations are the factors considered most annoying by older
Italian adults. In addition, it has been tested that irritations experienced by older Italian users
have a negative influence of attitude which in turn determines the consequent level of wellbeing generated by Facebook. Older people’s attitude towards Facebook has a moderating
effect on well-being. These findings demonstrate that Facebook can contribute to improve older
people’s well-being. The effect on well-being is greater the smaller the perceived irritations by
users.
In addition, the findings contribute to give an Italian perspective on the topic. The study points
out some differences and similarities between older adults from the United States and their
“relationship” with social media analysed in the existing literature described in Chapter 2 and
older Italian adults. First of all, older adults from the United States reported that one of their
main concern regarding the use of Facebook is privacy (Gibson et al. 2010, Jung et al. 2017,
Xie et al. 2012). Privacy is a key term that appears in most American studies. Instead, Italian
older adults are not as highly concerned for privacy as their peers from the United States; they
rate as more irritating, factors like paid advertisement presented on Facebook and fake news,
as reported in Table 3. “Privacy” is only the third most irritating factor. Secondly, Italian older
adults rate as highly irritating “advertisement”, “fake news” and “political use” (Table 3), three
factors not even identified by the existing literature analysed in Chapter 2. Lastly, all irritation
factors identified by older users in the United States have been identified also by Italian older
adults during the interviews. Overall, it can be stated that older Italian users differ from their
peers from the United States by annoyance factors.
From a managerial perspective this thesis provides several contributions. Companies can
benefit from the use of Facebook in many ways. First of all, by creating a loyal network of
customers. Secondly, spreading awareness. Lastly, users can actively create and share content
becoming promoters of brands, initiatives and activities. Therefore, an improvement of
Facebook features is useful for private and public companies but also for the government and
for users themselves. The study gives guidelines on what to avoid, change or improve of
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Facebook in order to create content more suitable for older adults. The research shows that
privacy settings should be made more user friendly for older adults and their privacy strictly
protected. As suggested by Jung et al. (2017), high privacy level should be incorporated for
every account as default. In addition, the proliferation of fake news needs to be limited, for
instance by introducing a clearer way for people to report if they know that the information
presented in the post is fake and eliminate the post after a number of reports. A way to do this
already exists on Facebook, but it seems that older Italian people do not perceive it to be enough,
therefore it has to be made more effective, by making report options more visible. Moreover,
the excessive use of advertisements by companies and political propaganda should be limited,
otherwise older adults might feel irritated and develop a negative attitude towards the website.
Also, older people consider their interactions on Facebook unsatisfactory and they like
familiarity. As suggested by Hutto et al. (2015), applying adaptive algorithms that encourage
interactivity with family members can help in creating satisfying interactions and encourage
conversations with family members. As explained by Hutto et al. (2015), these algorithms
create persistent and visibly prominent messages about the family members of the user so, for
the older adult it is easier to connect with them. In addition, the platform needs to be simpler
and more user friendly. As suggested by Heine and Browning (2002) incorporating easy visuals
and audios might help older adults in their Facebook activities. Hutto et al. (2015) pointed out
that a service of technology support can help older adults using social media.
5.4 Limitations and future research
While conducting the study some limitations have emerged. First of all, the sample is not
completely homogeneous, the female participants were the double compared to the male ones.
Moreover, the majority of respondents were younger than 60 years when they completed the
survey. This might be due to the fact that the survey has been shared online because at the time
of the study it was not possible to meet people in person due to the pandemic of COVID-19 and
also due to the fact that the respondents have been recruited using an online snowballing
method. Asking to people in person and choosing participants one by one could have helped in
creating a more homogeneous sample. Consequently, the study should be repeated with a
different and more uniform sample.
Another limitation is the following: the concept of well-being is very broad and very hard to
measure. In order to do so, with the help of the existing literature, it has been decided to measure
it by the dimensions “Loneliness”, “Depression” and “Social support”. However, other
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dimensions might be important to measure the well-being created by Facebook in older adults.
For instance, dimensions like physical support (support received through Facebook by people
who have mobility issues), might be integrated in the analysis. As reported by Jung et al. (2017),
social networking can allay social isolation of people living distant from each other and be
useful for safety issues. Hence, further analysis might be necessary to shed light on other
dimensions of well-being.
Lastly, considering that the variable “Time spent on Facebook” was not confirmed as a
mediator, further analysis is needed to test other possible mediators which mediate the
relationship irritations-attitude to older adults’ well-being. A possible mediator could be the
number of Facebook friends of older adults. In fact, a higher number of friends might have a
positive effect on the well-being generated by Facebook.
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APPENDIX
Appendix A
Questions Semi-structured interview
Thank you for your time and cooperation. I am a Marketing Master student at Radboud
University, located in the Netherlands and this research will be part of my Master Thesis. Before
starting, I would like to point out that this conversation will stay completely anonymous. The
purpose of this interview is to better understand the point of view of people over 50 regarding
Facebook and social media and the ultimate goal of this research is to improve the well-being
of people by improving social media and Facebook.
This interview will last approximately 40 minutes.
Demographics
1. What is your age?
2. What is your gender?
3. What is your profession/profession before retirement?
4. Do you have any sons or daughters?
5. Do you live alone? if no, with whom do you live?
6. Do you live close to your relatives?
7. Do you have your own car?
8. Do you own a computer, laptop, iPhone and/or iPad?
Attitude towards technology and internet
9. How often do you use internet?
10. Are you familiar with the concept of social media? If so, how familiar? How do these
respondents define familiarity?
11. Do you have a Facebook account? If no, why not?
12. If yes, why did you choose to subscribe to Facebook?
13. How many hours do you spend on Facebook weekly?
14. Do you react to other people’s post? Why?
15. Do you post/share content?
16. Do you usually interact with people through Facebook?
17. If yes, do you interact more often with family members/friends or other people (example
co-workers, old friends) If no, why?
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18. Do you ever interact with people you do not know in person?
19. Are you part of any group on Facebook?
20. Do you follow brands/companies?
21. Generically speaking, would you consider Facebook positively or negatively?
Irritation for older adults - In this study, the term “irritation” indicates the unintended
consequence of a website (Eighmey & McCord, 1998) (in this case Facebook) and the
consequent feeling of annoyance that it raises in old people.
22. Can you tell me some positive things about Facebook? Or things that you like in
particular? (Does factor X also play a role?)
23. Among these, which one is the primary positive reason, in your opinion?
24. Can you tell me some negative things about Facebook? Or things that you dislike in
particular?
25. Among these, which one is the primary negative reason, in your opinion?
26. Do you ever experience a sense of annoyance while using Facebook? If yes, why? (tell
me at least 3 reasons of annoyance)
27. If you could improve Facebook, what would you change or improve?
28. Has your life changed after you subscribed to Facebook? If yes, how?
29. Do you think Facebook or social media in general, can increase people over 50’s wellbeing? If yes, explain why, if no, explain why.
30. Would you recommend Facebook to your peers?
Thank you for your time and cooperation.

Questions Qualtrics survey
Dear participant,
Thank you for taking interest in participating in this survey.
My name is Veronica Magnani and I am an Italian Master student at the Dutch Radboud
University, located in Nijmegen (NL). This survey will be part of my master’s thesis. My
supervisor is Prof Dr J.D.P. Kasper.
For my master’s thesis, I am investigating how Italian people over 50 react to social media,
especially Facebook. I would like to get a better understanding of their point of view, in order
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to give suggestions to improve social media when needed and finally increasing users’ wellbeing.
In this survey you will be presented with questions concerning your “relationship” with
Facebook and your thought about its features and content.
Your answers will remain completely anonymous and they will solely be used for research
purposes within this project. Participation in this survey is voluntary and you may withdraw at
any time. Please, read all the questions carefully and answer them honestly, as all your input
will be valuable for the goals of this research.
This survey will last approximately 15 minutes to complete.
In case

you

have any questions,

please

do

not

hesitate to

contact

me at

veronica.magnani@student.ru.nl.
Best regards and thank you in advance for participating in my study,
Veronica Magnani
QUESTIONNAIRE ABOUT FACEBOOK
o I have read the information above and agree to participate in this survey and I do have
a Facebook account
In this study,
The term “irritation” refers to the unintended consequence of Facebook and the consequent
feeling of annoyance that it raises in people.
Please, rate the following statements (options: Strongly disagree - disagree – neutral - agree –
strongly agree)
1) I think that Facebook protects my privacy
2) If I want, I can easily change the privacy settings on Facebook
3) Generally speaking, I would consider my interaction with other people on Facebook
satisfactory (attitude)
4) I do not mind interacting with people I do not know in person on Facebook
5) I would always prefer a real life face-to-face compared to an interaction through
Facebook
6) Facebook presents news that is reliable
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7) I understand if a news presented on Facebook is fake
8) I do not mind, if politicians use Facebook for their campaigns/work
9) I do not mind, advertisements presented on Facebook
10) Generally speaking, I would consider Facebook easy to use
11) I know how to use most of Facebook tools
12) I have problems reading Facebook characters
13) I have problems hearing Facebook sounds
14) I feel annoyed while using Facebook
15) I have a positive opinion of Facebook
16) I like using Facebook
17) I am satisfied with the service provided by Facebook
18) I feel comfortable using Facebook
19) I interact with my relatives through Facebook
20) I interact with my friends through Facebook
21) Facebook helps me meeting new people
22) Facebook makes me feel less alone
23) Facebook does not help me to feel closer to my relatives
24) Facebook does not help me to feel closer to my friends
25) Facebook helps me if I need support from other people
26) Facebook makes me feel less isolated from others
27) Facebook helps improving my mood
28) Facebook puts me in a bad mood
29) All things considered, I am satisfied with my life as a whole nowadays
30) Taking all things together, I feel happy at the moment
31) How much time do you spend on Facebook weekly?
(options: less than an hour a week, from one hour to two hours, from two hours to five hours,
more than five hours)
Finally, please respond to the last few questions relating to your background.
32) What is your gender?
(options: Male, Female, Prefer not to say)
33) What is your age?
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(write yourself)
34) What is your current employment status?
(options: Employed, Unemployed, Retired, Other, namely (write yourself))
35) What is your highest level of education?
(options: No formal education, high school degree, bachelor’s degree, Master’s degree,
Doctorate degree)
Thank you for participating in this survey! Your answers have been recorded and your efforts
are highly appreciated.
If you have any questions or comments regarding this survey, feel free to contact me at
veronica.magnani@student.ru.nl
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Appendix B - Descriptive analysis

Appendix C - Questionnaire Items
(A 5-point Likert scale, ranging from ‘completely disagree’ (score 1) to ‘completely agree’
(score 5) was presented for every question to the respondents)
Irritations for older adults
-Psychological factors
Privacy
1)

I think that Facebook protects my privacy (reversed)

2)

If I want, I can easily change the privacy settings on Facebook (reversed)

Triviality of communication/ Superficial interaction
3)

I would always prefer a real life face-to-face compared to an interaction through

Facebook
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4)

Generally speaking, I would consider my interaction with other people on Facebook

satisfactory (reversed)

Preference for familiarity
5)

I do not mind interacting with people I do not know in person on Facebook (reversed)

Fake news
6)

Facebook presents news that is reliable (reversed)

7)

I understand if a news presented on Facebook is fake (reversed)

Political use
8)

I do not mind, if politicians use Facebook for their campaigns/work (reversed)

Advertisement
9)

I do not mind, advertisements presented on Facebook (reversed)

-Physical factors

Frustration with site tools Complexity/confusion
10)

I know how to use most of Facebook tools (reversed)

11)

Generally speaking, I would consider Facebook easy to use (reversed)

Difficulties in hearing properly
12)

I have problems hearing Facebook sounds

Difficulties in reading small characters
13)

I have problems reading Facebook characters

Attitude towards Facebook
1)

I feel annoyed while using Facebook (reversed)

2)

I have a positive opinion of Facebook

3)

I am satisfied with the service provided by Facebook

4)

I feel comfortable using Facebook
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Time spent on Facebook
1)

How much time do you spend on Facebook weekly?

Older adults’ well-being
(Decreased) Loneliness
1)

Facebook helps me meeting new people

2)

Facebook makes me feel less alone

3)

Facebook makes me feel less isolated from others

4)

Facebook does not help me to feel closer to my relatives (reversed) (delated)

5)

Facebook does not help me to feel closer to my friends (reversed) (delated)

(Decreased) Depression
1)

Facebook helps improving my mood

2)

Facebook puts me in a bad mood (reversed)

3)

All things considered; I am satisfied with my life as a whole nowadays (delated)

4)

Taking all things together, I feel happy at the moment (delated)

Social Support
1)

Facebook helps me if I need support from other people

2)

I interact with my relatives through Facebook

3)

I interact with my friends through Facebook

Explanation: The items that end with the word “reversed” have been reversed in the analysis.
The items corresponding to irritations have been reversed in order to get high score for high
levels of irritations. Considering that, originally, most of the questions were formulated
positively and in a way that a high score would have meant a low level of irritation perceived.
On the other hand, the items of the variable attitude have been coded in a way that a high score
means a more positive attitude and a low score a more negative attitude (for this reason the only
reversed item was “I feel annoyed while using Facebook”). In addition, the items composing
the variable well-being have been coded in a way that higher scores correspond to higher level
of well-being. For this reasons depression indicates “decrease-depression” to reflect the
formulations of its items, same with the variable “decrease-loneliness”).
The items which end with the word “delated” have been deleted during the factor analysis.
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Appendix D - Factor analysis Attitude
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Appendix E - Factor Analysis Well-being
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Appendix F - Factor analysis Irritations for Older Adults
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Appendix G - Correlations

Appendix H – Assumptions regression analysis (Total irritations- Well-being)
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Appendix I – Regression analysis (Total Irritations- Well-being)

61

Appendix J – Assumptions regression analysis (Four groups of Irritations – Well-Being)
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Appendix K – Regression analysis (Four groups of Irritations-Well-being)
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Appendix L – Double mediation analysis
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Appendix M – Simple mediation analysis
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Appendix N - Assumptions of “Social support”
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Appendix O - Assumptions of “Depression”
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Appendix P - Assumptions of “Loneliness”
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Appendix Q - Regression analysis (Irritations-Social support)

Appendix R - Regression analysis (Irritations-Depression)
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Appendix S - Regression analysis (Irritations-Loneliness)

Appendix T - Simple mediation analysis (Irritations - Social support)
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Appendix U - Simple mediation analysis (Irritations - Depression)
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Appendix V - Simple mediation analysis (Irritations - Loneliness)
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