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Abstract

Online communication has become a centerpiece ensttial life of youths. They outnumber
adults in their useof communication technologies, especially throughial networking sites.
This study focuses on the patterns of youtbemmunication on social media in Western
Ethiopia. The objectives of this research papetoisassess the types of social media that
Ethiopian youths prefer to use; the timings thHaa Ethiopian youths prefer to access the social
media; and the size of contacts (friends and grptips Ethiopian youths have on their social
networks. There are three target population of shigly from where the sample is drawn: teen
cyber café visitors, cell phone using older youainsl laptop using professional youths. For the
first target population, systematic random sampl®gised whereas for the second and third
snowball sampling is applied. The sample size (926 mprises of questionnaire (h=252)
supplemented by interview from key respondents @)=The data is collected and analyzed
keeping in view the age and gender dynamics anddbelt is presented. The findings conclude
that the youths of Ethiopia are stupendously endaigeonline social media use. They are
leapfrogging into online communication landscapeotigh different tools of social media and
reshaping the society.
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1. INTRODUCTION

“Social networks” are online communities that give opportunties to connect with, or provide
resources to, clients, coleagues, family, and friends wilawe shkommon interests. There are
many different types of social network sites, many of wtath free, and they range from
general to those tailored for a speciic demographic oresgtiearea.The term “social media”
refers to the wide range of internet-based and mobilecesrthat allow users to participate in

online exchanges, contribute user-created content andmimie communities.Social media use



web-basedand mobile technologies osmart-phones computers,tablets or laptopdo create
highly interactive platforms through which individuals,omenunies and organizations can
share, co-create, discuss, and modify user-generated cont@me-made content posted online
(Mayfield, 2008; Hussain, 2014)They are computer-mediated online tools that allow people,
companies and other organisations to create, share or gxcimormation, career interests,
ideas and pictures, videos in virtual communities and nkswvdrhey are the set of internet based
tools which share the information in the form of text, phaodio, video, anmation and
graphics. Social media is a big world. The number of usesoa#l media is bigger than some
of the most populous countries in the world. Facebook has 1.55 biiothly active users. If
Facebook was a country it wil outrank China, India and bl the most populated country in
the world (Hussain 2014). Alkhough it is very dificult toake a list of al the social media
platiorms as this technology keeps on changing day by dayhegirominent social media are

- social networks, blog, microblog, social bookmarking sites, wikégovisharing sites, social
news sites, online rating sites, podcasts, forums/messagdsb@go-location, and many other
platiorms (Boyd and Elison 2007 Social networking site is one of the types of social media.
Social media is broader term than social networking siteialSmetworking site allows its user to
share the information, opinion, form groups and interact thi#im. These social networks alow
you to connect with other people of simiar interests anddmaand. It is one of the most
famous and most used social media platiorms. Usualy thal swtivorks consist of various
profles and various ways to interact with other users. tse sites, one can form online
communities and frequently share information through pdieiss, photos, video and other
multimedia. The most popular examples are Facebook, WhatsApp, b&uTinkedin etc.
(Mayfield, 2008; Hussain, 2014)Social networks exert an ever-tighter grip on our everyday
lves, and the ways that we communicate and keep ourseliseeed. The most striking
features of the social media phenomenon have been tlaordiiary speed and scadd their
adoption across the world. The statistics portal Statista gsoj figure of 33 milion UK
Facebook users by 2018, more than half the entire populationlyl2Qllb, Twitter claimed it
had reached 15 milion active users in the UK, around omsopen four. Instagram claims 14

milion active monthly users in the UK. (Baker, 2016).



2. LITERATURE REVIEW

The term “social media” emerged in the late 1990s when it began to be used as-an all
encompassing description for emerging digital technologiesialSmedia, which are most often
accessed through the Internet, are defined as, “forms of electronic communication through which
users create onlne communities to share information,s,id@&rsonal messages, and other
contents .” As a functional definition, social media refers to theraction of people and also to
creating, sharing, exchanging and commenting contentsirti|al communites and networks
(Toivonen, 2007). Mayfield (2008) defines social media as "a grouplntefnet-based
applications that buid on the ideological and technologicahditions of web 2.0 and that
alow the creation and exchange of user-generated cOntSocial media is ubiquitously
accessible, and enabled by scalable communication technifoeisl media are said to be tools
generated from Web 2.0, as they facilitate the large scale “peer sharing” that defines this second
generation of internetSocial media is a “death of distance” which has reduced the physical
barriers and has strengthened the relationships. It Hmtersed the distance between the people
all over the world (Flew, 2002). The society has been globalmedl people on virtual
communities are sharing their pleasantries, sorrows, knewledge, plans, gossips, commerce,
discussions and so many other activities online (Rhein@8i80). Social media has produced a
huge increase in the volume of communication, the speembromunication and the opportunity
of interactve communication.lt has become associated with converged, computerized,
networked, interactive and compressible technologies andmation (Jenkins, 2006). Social
media is ashft to “computer-mediated communicaton which is considered as one of the
indicators of the developmental contours of a nation (Casi€B6).

Jenkins (1999) suggests that the digital world is creagwy opportunities for adolescents to
grapple with social norms, explore interests, and develop idatltskils and experiment with
new forms of self-expression. These activities haveucapttheir attention because they provide
avenues for extending social worlds, self-directed learand independence. A curiosity and
mystigue around teens and their behavior has long beertuealcabsession (Mayfield 2008).
This demographic lot (youths) wields tremendous influencehein peers, their parents and the
culture at large. This age group embraces new thingkhqund dramatically. They are digital

natives, super communicators and multi-taskers as and thbgnconsume social media. They
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love it and most of the time they are busy in textindwoeking, gaming and other online genre
preferences (lto et al. 2008).

Social media in Ethiopia is a newly born baby. Very littenor studies have been carried out on
the issue of fast developing social media and its impagtoatihs. The main aim of this study is
to iluminate this under-researched topic in Ethiopian ecdnt The opportunities to youths in
terms of social media consumption are rapidly developing, tkeee dire need to find out the
impact of social media on youths lifestyle. The outcomehisfdtudy would be very useful as it
is an issue of concern for parents, elders, teachers angl pakers of the country. This paper
focuses on the following research questions: What typeso@él media and social networks do
the Ethiopian youths prefer to use? What are the tindlagshe Ethiopian youths prefer to access
the social media®hat is the size of contacts (friends and groups) do thiepigin youths have
on their social networks?

3. METHODOLOGY

This research has been accomplished through quantiteesearch design. The study was
conducted in Nekemte town of Oromia region in Ethiopia. Hitgated at the elevation of 2088
m above sea level, and locatedaatatitude and longitude &F5'N 36°33'E. It is at the center of
the road network for South Western Ethiopia. The town idy fdieveloped having about 15
cybercafés, 300 EVDO connections and 700 CDMA users through wstbcial networks is used
on the internet (Ethiopian Telecommunication, 2012). Theee tlaree target population of this
study from where sample is drawn. They are teen cybér wsifors, cell phone using older
youths and laptop using professional youths. The particigdritis research are social networks
users faling under teen and youth category. An indivisiied had used social networks through
internet at least once in the last one month is thacipant of this research. The participants are
the desktop user teens from five cyber cafes; cell phoee yaaiths from five universities; and
laptop using professional youths of different organizationsh@ftown. The t o o lu s e d for
guantitative data is self-administered questionnaire. ¢feroto get desired response, the close
ended type items were included in the questionnaire. A stiloly of 20 cases has been done to
draw Cronbach Alpha and add value to the questionnaire. Thiglesaize of this study is 252,
which is statistically derived for questionnaire surweing the assumptions of desired precision
5 % and confdence level 95 %. The sample includes both mak2q) and female (n=126)
youths. In addition, age-wise it also includes teens (n=11d)o&er youths (n=141) youths. As



there are three target population of this study from wisareple is drawn, for the first target
population (teen cyber café visitors) systematic randonplsgnis applied. For the second (cell
phone using older youths); and third (laptop using professigmaths) target group snowball
sampling is applied. The survey sample includes teen desktp n 5 different cyber cafes of
town; cel phone using older youths in 5 different unitess of the town, and laptop
(EVDO/CDMA) using professional youths of the town. The tomesaire is translated into
English. After the data is gathered through questionnhire analysed through SPSS in terms of
frequency and percentage.

4, RESULTS AND DISCUSSION

4.1 Respondent Profile

Table 1: Respondent profie

VARIABLES NUMBER PERCENTAGE
(Base=252)
GENDER
1. Male 126 50
2. Female 126 50
AGE
1. Teens 111 44.0
2. Older youths 141 55.9
EDUCATION
1. 5-9 yearsof school 18 7.1
2.10-12 dass 78 30.9
3. Lessthan First Degree 70 21.7
4. First/Second Degree (General) 58 23.0
5. First/Second Degree (Professional) 28 111
OCCUPATION

1. UnskilledWorker / Agricultural Labor 00 00
2. SkilledWorker 26 10.3
3. Small traders 07 2.7
4. ShopOwners 00 00
5. Businesswith employingnon/Marginal Farmer 01 0.3
6. Businesswith employing 1-9/Small Farmer 03 11
7. Businesswith employing 10 & above/Medium Farmers 00 00
8. Self-employed 08 31
Professional s

9. Clerical/Salesman 10 39
10. Supervisor Level 40 15.8
11.Jr.Officer/Executive/Large Farmer1 02 0.7
12. Sr.Officer/Sr. Executive/Large Farmer2 02 0.7
13. Student 149 59.1
14. House-wife 00 00
15. Unempl oyed 04 15

(Survey data)



The respondent profile of this study consists of 126 (50%) nmalel126 (50%) female. Age
break up constitutes 111 (44%) teens and 141 (56%) older youtltudatien, the respondents
include 31% preparatory students, 28% less than first degree,il@8%egree and 11% second
degree. Occupation-wise, 149 (60%) respondents are students, 26 afE0%Kiled workers, 10
(4%) are clerks/salesmen 3% are self-employed professiandissmall traders folowed by
unemployed people, businessmen, junior officers and seniceraffic

RQ1: What types of social media and social networks do the Ethiognaths prefer to use?

4.2 Types of social media
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Figure 1: Types of social media

The data related to kinds of social media reveals thabpihi teens mostly use social
networking sites (91.2%) folowed by Wikipedia (38.5%) content contie®in6.3%), blogging
(5.4%), forums and podcasts (2.7%). Among older youths, 93.6% respondefiiogging, 7%

use podcast and content communities, and 4.9% use forums.



4.3 Popular social networking sites

Table 2
Male Teens female Teens M ale youths Female youths
Responses (Base=54) (Base=57) (Base=72) (Base=69)
Facebook 48 o7 65 66
(88.8%) (100%) (90.2%) (95.6%)
18 23 28 26
WhatsApp (33.3%) (40.3%) (38.8%) (37.6%)
16 19 24 17
YouTube (29.6%) (33.3%) (33.3%) (24.6%)
Skvpe 13 18 18 15
yp (24.1%) (31.6%) (25%) (21.8%)
Goodle + 10 8 20 10
d (18.5%) (14%) (27.7%) (14.4%)
LinkedIn 8 2 23 9
(14.8%) (3.5%) (31.9%) (13%)
Twitter > > 11 12
(9.2%) (8.7%) (15.2%) (17.3%)

Source: Survey data

Whie various social networks have dominated the in Ethiop&cebook is currently the most
popular among respondents by almost any standards. The abavelegiuts that the top five

popular social networks among the youths are: Facebook, What¥spgube, Skype, and

Google +.

RQ2: What are the timings do the Ethiopian youths prefer to atbessocial

4.4 Preferred timings

media?

Table 3
M ale Teens female Teens M ale youths Female youths
Responses (Base=54) (Base=57) (Base=72) (Base=69)

Morning 19 18 17 18

(35.1%) (26%) (23.6%) (26%)

28 31 39 24
Afternoon (51.8%) (34.7%) (54.1%) (34.7%)
Evening 32 29 53 50

(59.2%) (72.4%) (73.6%) (72.4%)




Late night 10 14 10 20
(18.5%) (28.9%) (13.8%) (28.99%)

Source: Survey data

The age-wise data shows almost the same trend amorgy @eénolder youths. For teens also
evening (55%) is most preferred time to stay on social medih late night is least favored
(22%) by them. The second most preferred session is afterd@é6) followed by morning. The
old youths also reflects the same tendency to stay onl smmba. Their most preferred timing is
evening (73%) followed by afternoon (45%), morning (25%) and lgte 1(21%).

RQ3: What is the size of contacts (friends and groups) do thepign youths have on their

social networks?

4.5 Number of friends

300+ i

S 200+

L

: \

('8

('8

(o] 100+

P~ / \ W Teens

@

s 99 OlderYouths

2 50-99 //

Less than 49 F/ | |

0 10 20 30 40 50

PERCENTAGE

Figure 2 Numbers of friends on social networks

The age-wise statistics portray maximum (one fourtepgehave 100+ friends on social media
followed by 200+ friends (23%), 50-99 friends (21%) , 300+ (19%), and less4thdriends
(14%).



4.6 Number of group/community

Male Teens female Teens M ale youths Female youths
Responses (Base=54) (Base=57) (Base=72) (Base=69)
15 29 17
16 % 0, 0,
None (29.6%) (26.3/) (40.3 /0) (24.6 /0)
24 26 26 33
Up t0 10 (44.4%) (45.6%) (36.1%) (47.8%)
13 10 15 12
11-50 (24%) (17.5%) (20.8%) (17.3%)
1 6 2 7
51+ (1.8%) (10.6%) (2.7%) (10.1%)

The age analysis clearly indicates that 28% teendgars no community membership on social
media whie 45% have only up to 10 membership of communityeakeonly 6% respondents
have 51+ community memberships. Among older youths also, 42% resfgohdge community
membership up to 10 whie 33% were having no community mehiper®nly 19% were
having community membership ranging from 11-50 whereafgiiblegrespondents (6.4%) have

51+ community memberships.
5. CONCLUSION AND RECOM M ENDATION

Social networking sites and Wikipedia are the two most pomdmial media among al
categories of youths i.e. males, females, teens and olddrsydtacebook, Google + and You
Tube are the three most popular social media platiorms ameleg, females, teens and older
youths. Twitter is most popular among males (24.6%) where&s highly ignored by females
(8.7%) and teenagers (9%). Except teenagers majority of yddeins, male youths and female
youths have more than 300 friends on their profles. Majaftypeople in all four categories,
teens, males, females and older youths are connectedessthtian 10 communities (groups).
Mostly the youths of all categories (males, females,stessm older youths) prefer to stay on
social media in the evening session and late nighthes léast preferred timing for them.
Afternoon and morning sessions are second and third prefémiag of youths who use social

media.



Social media for the last three decades has been resliapimntire existence and behavior of
youth’s communication. One can find that adults should focus on understanding i®bas and
youths do with the media. It is important to understand wbaths do with media in order to
make sense of the effects. Youths use social media foinggainformation with multiple
sources. They develop social connection and extend theirbased expression of interest. By
establishing dedirected learning, teens enjoy leisure and entertainniers their domain of
freedom from where they frequently share their creatiops for ilegal downloading and cyber
bulying. These important aspects call for further regedn order to deeply investigate the real

opportunities and challenges of social media.
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