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Abstract

This quantitative study was aimed at assessing the use of social media and the prevalence of
social media addiction among the undergraduate students of St. Mary's University. Social Media
platforms the students are using, reasons behind the students' use of Social Media, Social media
addiction and its' relationship with the students' academic performance, the relationship between
gender, age, and social media usage were the main questions this research addressed. Internet
Addiction Test was adapted and used to measure Social media addiction. A random sample of
327 students was selected using stratified random sampling and data was collected using cross-
sectional survey. Results of this research reveal that Social media addiction prevails among St.
Mary's University undergraduate students. 40.7% of the respondents are addicted from moderate
to severe level. However, social media addiction was found to be independent of gender and age.
The overall perceived negative effect of social media on the students' academic performance was
high for 70.6% of the moderately addicted students, and for all of the severely addicted students.
The Pearson’s r for the correlation between IAT scale and last semester grade point average of
the students was found out to be -.343. This indicates that there is a negative relationship
between social media usage and academic performance. Telegram and Facebook were found to
be the most popular social media platforms being used by the students. 97% of the students use
Telegram. Facebook is being used by 87% of the students of St. Mary's University. Online
Chatting, Connecting with friends, and Entertainment were found to be the major purposes

behind the student's use of Social media.
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Chapter One

Introduction

1.1. Background of the Study

The world is experiencing a rapid innovation in information communication technology
over the past two decades. This technological advancement brought a profound shift on how
people are using the internet. The radical change in the information data flow on the World Wide
Web is one of the major shifts noticed in the period. The potential of Web 2.0 foster the chance
for individual internet users, not only to be passive consumers but also to generate their own
content and reach a wide range of audience easily (DrahoSova, & Balco, 2017). The tech world
entrepreneurs and developers are continuously working to further improve their products and
services, and even creating new ones in a user friendly manner. Dozens of Social Media websites
and mobile applications are available for individuals to choose and start building their own
network as long as internet connection is available and accessible.

Social networking platforms could be defined as web-based services that allow
individuals to construct a public or semi-public profile to connect with others and share their list
of connections (Danah and Ellison, 2008). Following the advancement of these Social
Networking technologies, there has been a swift growth on the number of users as well as the
need for research on Social Media. The very nature of web 2.0 has a power to attract people and
engage them for so long more than any period of time in the era of the internet. Hence it is
inevitable that the youth will be spending a considerable amount of their time on Social Media
websites and mobile applications. According to Kwon (2011), as the Internet has become an
integral part of adolescents’ daily lives for both academic and recreational purposes, their
excessive Internet use has become a growing concern for parents, mental health professionals,

educators, and policymakers (as cited in Young & Abreu, 2011). Apparently excessive use of



Social media will affect the amount of time people could use for study, work or take enough rest.
That is why social Media as a technology is already attracting the attention of many researchers
in the field of media and communication, psychology, economics as well as politics.

The 2016 Ethiopian demographic health survey shows internet usage in the past 12
months prior to the EDHS among the urban men and women aged 15-49 was 44.9% & 17.5%
respectively. 41.6% of those men and 35.6% of the women were daily users of the internet
(EDHS, 2016). The EDHS also indicated that among women who have used the internet in the
past 12 months the proportion of girls aged 15-19 and those who have used internet on a daily
bases is 22.8%. And 32.9% boys in a parallel category used internet on a daily bases (EDHS,
2016). This indicates that Ethiopia has a significant portion of its' population using the internet
and which is worth studying.

The internet world stats report indicates that as of June 2017 Ethiopia has more than 16
million internet users among which 4.5 million are Facebook subscribers. Given the considerable
amount of time people are spending on the internet, especially on Social Media websites and
applications it is important to look into the trend in the degree and nature of users involvement.

Many types of research have been conducted in the Ethiopian academia, on Information
technology and Internet in general. However, despite the fact that engagement on Social Media
platforms like Facebook, YouTube, and Twitter is also visibly growing especially in urban
Ethiopia, it is one of the under-researched topics yet.

1.2. Statement of the problem

The availability of variety of Social Media platforms in the world is providing an
abundant choices of virtual networking, communication and information access for tech users.
No matter what they are using it for, social media users are continuously increasing throughout

the world. In relation to that a negative side effect of social networking technologies, which is



Social Media addiction, has emerged and it is becoming a new area of research globally (Young,
1996). Cronin (1996) highlighted this fact on her book "Global Advantage on the internet, from
corporate connectivity to international competitiveness”, focusing on how the world wide web
has lived up to its name by linking resources around the globe. According to her internet research
almost inevitably calls for an international perspective as a significant component of the
internet's value came from its global reach (Cronin, 1996). There are a lot of researches
conducted on social media addiction in other parts of the world. However, there is a research gap
on this topic in Ethiopia. A gap which needs to be filled as the topic is timely and important.

It is obvious that a significant amount of Ethiopians, specially the youth are engaged with
Social Media on a daily bases. It is not also that hard to observe students using social media even
in the class room or in the library. The researcher has an ample experience with Social media as
part of his job. Working in a project focusing on university students, gives the chance for the
researcher to closely observe the social media usage of many university students. After visiting
digital libraries, Wi-Fi zones and internet centers of many universities in Ethiopia the researcher
always left with a surprise to see many students sticking themselves with social media platforms
like face book rather than doing relevant academic online readings. Some students are already
tending towards an excessive use of Social Media websites and mobile applications.

The frequency of time the students are checking their mobile screens and social media
accounts could also be another important indicator on how they are consumed by social media. If
students are spending much of their time on social media which could otherwise be used for
more important and academic related online activities their academic performance will be
negatively affected. Nonetheless, this issue remains hazy as there is scarcity of empirical
investigations on the topic in Ethiopia. But, the question of how addicted students are and for

what purpose they are using social media remains a major concern. That is the question which



constitutes the focal point of this research and the study is therefore designed with the following

objective.

1.3. Objectives of the Study

The main objective of this study is to find out if Social Media addiction prevails among

the students of St. Mary's University and measure the level of the addiction. More specifically

the study was conducted,

to identify the different Social Media websites and mobile applications students
are using

to find out what for the students use Social Media websites and mobile
application platforms

to find out if the students are addicted to Social Media and measure the level of
their addiction.

to analyze the relationship between gender and social media usage.

to analyze the relationship between gender and social media usage.

to analyze the relationship between social media use and academic performance

of students.

1.4. Research Questions

Based on the above-mentioned objectives the study provide answers to the following

questions.

1) What are the Social Media platforms the students are using?

2) Why are they using the Social Media platforms for?

3) Are the students addicted to social media? and What is the level of their addiction?

4) Is there a difference between Male and Female students in their use of social media?

5) Is there a difference between the social media usage of different age groups?



6) Does the students use of social media have an effect on their academic performance?

1.5. Scope of the Study

Social Media is a wide and multidimensional area of study. Research on users of this
technology could focus on many different points of views. This study is primarily aimed at
finding out the existence of social media addiction among regular undergraduate students of St.
Mary's University. Both male and female students were included in the research as long as they
are enrolled in the regular classes of St. Mary's University. St. Mary's University was chosen for
this study because of two main reasons. First it was chosen because the diversity of St. Mary's
University students could be a good representative of the in school youth. It was also chosen
because the university is easily accessible for the researcher, that it saved time and cost.

The research focused on identifying the different social media platforms the students of
St. Mary's university are using, why they are using those platforms for and assessing if Social
Media addiction prevails among the students of St. Mary's University. Effect of Social Media
usage on students academic performance was also a point of assessment in this study. This was
looked from the angle of grade point average based on the students' response and their own
perceived effect of social media on academic performance. There are many different types of
Social media websites and applications available. However, this study was mainly focused on
Fcebook, YouTube, Twitter, Instagram, Viber, Telegram, Linkedin, WhatsApp & Imo.
1.6. Significance of the Study
This study is important because Social media use is continuing to grow in Ethiopia despite the
nation’s limited and expensive internet access. The internet world stats report indicates that as of
June 2017 Ethiopia has 16,037,811 internet users among which 4.5 million are Facebook
subscribers. Social media platforms like Facebook, Telegram, Viber, WhatsApp and Telegram

makes it simpler to communicate with multiple people at a time. Social media may also make it



easier for users to monitor activities of people they have not seen in a while as well as
reconnecting with new and old friends (Quan-Haase & Young, 2010). When social media use is
concerned with students, it needs a different angle of observation. Because their degree of
engagement and the amount of time they spend on social media may interfere with their
academic effectiveness and other aspects of their life as well.

This study focuses on finding out which Social Media platforms the University students
are using, why they are using the platforms for, the degree of their addiction towards Social
Media websites and mobile applications, the relationship between gender, age, and Social media
usage as well as the effect of social media on the students' academic performance. Hence, the
research will provide an important insight on the status quo of the topic under study. The results
of this study will also be useful in initiating deeper and wider inquiry regarding the use of social
media by students at the national level. Furthermore, this study would be an important input for
governmental and none governmental communicators, marketing companies, manufacturing
industries and entertainment companies who are planning a social media campaign targeting the
youth.

1.7. Limitation of the study

This study was conducted exclusively based on respondents’ personal perception and
answers about their own use of Social Media platforms. Due to a shortage of time, no
experiments has been done for the purpose of this study. Survey was the only means of data
collection to reach to the conclusion. Future researches shall look into the case more closely
using additional methods of study, like the use of controlled group and experimental group.

1.8. Organization of the Study
The study is comprised of Five Chapters. The introductory chapter deals with background

of the study, Statement of the problem, General and Specific Objectives of the Study, Research



Questions, Significance of the Study, Scope of the Study, Limitations of the Study as well as
definition of Key Terms.

In Chapter two the researcher discussed related literature and theoretical framework of
the study. Research Method is discussed in Chapter three. Data presentation and analysis are
dealt with in Chapter Four and the final Chapter covers Conclusion and Recommendations.

1.9. Operational Definition of Key Terms

1.9.1. Website is a collection of webpages with a unique identification domain name
(web address) through which people can access digitally organized multi-media contents using
the internet . A website can be accessed using a web browser or a mobile application designed
for the same purpose.

1.9.2. Mobile Application. Otherwise called an app on its' short form, it is a type of
application software designed to run on a mobile device such as a Smartphone or tablet
computer. Mobile applications frequently serve to provide users with similar services to those
accessed on personal computers such as a game, calculator or mobile Web browsing (n.d,
Retrieved from https://www.techopedia.com/definition/2953/mobile-application-mobile-app.)

1.9.3. Web 2.0. According to Sachs & McHaney (2016) Web 2.0 is a term coined during
O'Reilly Media Web 2.0 Conference in late 2004 used to describe applications that allow people
to participate in information creation, digital resource sharing, webpage design and collaboration
on the World Wide Web. Social Media websites like Facebeoook, Twitter and YouTube are a
good examples of Web 2.0 platforms. Web 2.0 technology enables internet users to generate
their own contents and share among wide range of audience.

1.9.4. Social Media addiction could be defined as excessive use and dependency on

Social Media websites and mobile applications. Walker (2011) defined Social media addiction as



situation where a user spends too much time on social media platforms such that it negatively
affects other aspects of his or her daily life. This topic is broadly discussed in Chapter two.

1.9.5. Social Media is an online platform which is being used to build interaction among
people in which they create, share or exchange information and ideas in virtual communities and
networks. Kaplan & Haenlein (2010) define social media as "a group of Internet-based
applications that build on the ideological and technological foundations of Web 2.0, and that
allow the creation and exchange of user-generated content". The flow of digital contents is multi-
directional unlike the traditional forms of web based communication where users are passive
consumers of information.

Social media platforms could serve unique or combined purposes of Instant Messaging
(IM), Social Networking, and Micro blogging, Photo and Video sharing. The study focused on
the following nine types of social media platforms grouped in three broad categories.

1.9.5.1. Instant Messaging platforms.

Instant Messaging (IM) is a technology where users can exchange real time messages
over the internet. An IM could be used to send or receive messages like text, photo, video, audio
or other digital files. This study focused on four major IM platforms.

WhatsApp- is an IM and voice over internet protocol (VOIP) service application which
let users share text, audio, video, images and other documents across smart phone devices.

Viber- A mobile and desktop application that connects users around the world with each
other. It gives people the ability to connect through one-on-one messaging or group chats, voice
and video calls as well as following brands and celebrities on Public Chat.

Telegram- a recent mobile and desktop instant messaging app with more speed and

security options for users.



Imo- an instant messaging tool that lets user talk with text, one to one and group video

calls.
1.9.5.2. Social Networking & Micro blogging platforms.

Facebook The Largest Social Networking platform in the world with more than 2 billion
active monthly users. Social networking services of Facebook are available across devices like
Personal Computers, tablets and smart phones.

Twitter- a social networking service where users post and interact with short messages,
called "tweets." A single tweet is not longer than 140 characters.

Linkedin- A professional Networking platform where people interact with a network of
their own profession and subject area group.

1.9.5.3. Photo and video sharing platforms.

YouTube- a video sharing platform by Google. People Can watch and stream videos,
create channels and build their own audience.

Instagram- a mobile and desktop photo-sharing application and service that allows users

to share pictures and videos.



Chapter Two

Literature Review and Theoretical Framework

2.1. Literature Review
2.1.1. Social media and social networking sites.

Globalization and the concept of a Global Village is becoming more real than ever before
with the invent of digital Social media and Social Networking platforms. People are virtually
connected regardless of the distance between their physical location on planet earth. Following
the invention of this technology, it is easy now more than ever before to create the kind of
interconnection which narrow down the physical distance between people living around the
globe into a click away virtual intimacy.

The term Social Media often comes with Social networking and people tend to use the
two terms, interchangeably as the same concept. However, DrahoSova & Balco (2017) asserted
that the two terms has their own Similarity and difference:

The term social media is superior to the social networks and includes various media that
people use for online communication and collaboration and also to develop social
interaction (sociability). Social media include blogs, wikis, video or photo sharing sites
and more other things. Creating social networks belongs under the social media and the
term is used when it is some way of people interaction, such as Facebook, LinkedlIn,
MySpace and so on. We are talking about creating social networks when people create
personal profiles and interact with the aim of becoming part of a community of friends
and people who have "the same blood type,” that are interested to communicate and
exchange information. ( P. 1006)

Social networking sites could also be defined as internet services where individuals
construct a profile and connect with people of their interest and build their virtual human
network (Boyd and Ellison, 2008). As Wasserman and Faust (1997) explained, a system of

connected nodes is called network. Hence it is possible to say that all networking tools that can
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be installed on Computers, tablets and cell phones and which enables people to connect each
other and form webs of personal relationship in cyberspace, could be taken as social networking
platforms (Rheingold, 2000).

After many years of the dominance of the traditional media such as Television, Radio and
News Papers, Social media brought about a dynamic change serving as another means of
information gathering, sharing and connecting with people. "Social media sites such as
Facebook, Twitter, Instagram, LinkedIn and mobile instant messaging services (IM) such as
WhatsApp, Viber and IMO and video calling services like Skype have become a popular means
of communication in the past few years" (Otu, 2015. p.1).

As discussed in Chapter one Social media platforms could serve unique or combined
purposes of Instant Messaging (IM), Social Networking, Micro blogging, Photo and Video
sharing. However, social networking platforms could primarily serve a certain dimension of the
multi purposes of social media.

2.1.2. Addiction as a dysfunction of social media.

In these days of information age internet means a lot to people. Every day hundreds of
millions of people stick themselves to the internet for different purposes. It is almost impossible
to imagine life without internet connection now. For some, it is a matter of work and education
for others it is all about abusing it and spending a lot of free time just surfing on the internet and
jumping from one social media to another.

Andrew (2015. p.3) stated, "Young adults (ages 18 to 29) are the most likely to use social
media™ while "women and men use social media as similar rates". Social media platforms offer a
straightforward way to converse with peers and get peer feedback, as well, which may influence

a young adult’s self-esteem (Pempek et al., 2008).
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Berger (2003) states that people could use the internet to the extent of taking it as a
replica of actual social interaction:

With the development of the internet, new "virtual” kinds of community are evolving-for
people with shared interests. There are many people who belong, if that's the correct
word, to such communities and who spend many hours each day online, communicating
with other members of their virtual community. Within such communities, there are often
dozens of interest groups in which people with mutual interests can send messages to one
another. These virtual communities can be looked upon as functional alternatives to real
communities, in which people know one another and there are many face-to-face

interactions and shared activities. (p.108)

People use the word addicted when they get obsessed or psychologically depend on
something. By using Pathological Gambling as a model, Internet addiction can be defined as an
impulse-control disorder which does not involve an intoxicant (Young, 1996). Even though the
Diagnostic and Statistical Manual of Mental Disorders (DSM) doesn't include Internet or Social
Media addiction as a psychological problem, it doesn't make the issue any less important.
Actually, it is getting the attention of many researchers in academia. According to Young, 2007,
Internet addiction has gained acceptance as a legitimate clinical disorder which needs treatment.
Weinstein (2010) also emphasized that problematic internet use or excessive internet use is a
growing issue which is being debated worldwide. The initial formal inquiry of Internet addiction
was made in 1996 by Dr. Kimberly Young. She is an internationally known expert on the subject
matter and an author of many articles and books including Caught in the Net. When she
presented her paper titled “Internet Addiction: The Emergence of a New Disorder,” at the
American Psychological Association’s annual conference based on the findings of a study on
600 subjects who met a modified version of the DSM criteria for pathological gambling

addiction, it was controversial. Initially, the actual existence of the issue was debatable and

scholars have been questioning a lot. However, empirical research on Internet addiction has
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grown gradually. Discussing the issue further Young (1998) indicated interference with addicts’
academic performance, work, social lives and professional performance, skipping sleep, ignoring
family responsibilities, and showing up late for work are some outcomes of Internet Addiction.

Young developed the globally well-known Internet Addiction Test (IAT), a list of 20
questions to assess the level of addiction. Following Dr. Young various names and problem
identification criteria have been put forward to assess the issue, which is now most popularly
known as Internet Addiction Disorder. Terms like Problematic Internet Use, computer addiction,
Internet dependence, compulsive Internet use, pathological Internet use have been used by
different scholars who has been interested in the problem (Caplan, 2002 & Dowling, 2009). As
social media is part of the internet technology social media addiction can be seen using the same
method used to assess internet addiction. Can & Kaya (2016) links Social Media addiction with
the time users spend on it:

Over the last decade, other addictive behaviors have become a part of our lives, such as
Internet addiction, excessive use of the Internet, microblogs, blogs or social networking
sites. Social networking sites are the most widely used social media canal and the term
Social Networking Sites addiction come to eminence. Terms such as “excessive use,”
“addiction,” “dependency,” and “problematic use” have often been used interchangeably
to refer to the negative aspects of SNS usage. In particular, SNS addiction refers to

spending too much time on SNSs. (p.486)

Based on the criterions developed by Beared, students can be said to have social media
addiction when they are preoccupied with social media, spending much time using social media
and find it hard to cut or control the amount of time they are spending on social media, and uses

social media as a way of escaping from depression (Beard, as cited on Hilarie Cash etal, 2012,

p. 293).
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Young & Abreu (2011) asserted that the issue of Internet related addiction exists in
America and other Countries:

One national study that originated from a team at the Impulse Control Disorders Clinic at

Stanford University School of Medicine estimated that one in eight Americans suffers

from at least one indicator of problematic Internet use. In other countries such as China,

South Korea, and Taiwan, media reports suggest that Internet addiction has reached

epidemic proportions. (p. 14)

According to Young & Abreu (2010) "Globally, the first inpatient treatment center
opened in Beijing, China, in 2006, and today, it is estimated that South Korea has more than 140
Internet addiction treatment recovery centers”(p.15). In their analysis of advantages and
disadvantages of the use of social media in European Union DrahoSova & Balco (2017)
identified addiction as the biggest drawback followed by lack of security , information overload

and loss of social contacts. Berger (2003) intensified this idea in his book of media and society:

The digital devices we use are increasingly powerful and are able to connect us to one
another in remarkable ways; but at the same time, they seem to be fostering a kind of
hyper-individualism and a lack of a sense of community. We can say that global means
you can be connected to everyone; the question is, are you connected to anyone? Are
people less stressed in our new digital world or more stressed? Do they have less time or

more time for themselves, their loved one, and their communities? (p. 107)

The aforementioned quote further signifies the need for a closer look on the amount of
time people are spending with social media and the nature of this engagement.

2.1.3. Social media usage globally.

It is almost half a century since the first internet connection has been made in 1969. Since
then the word has experienced a rapid growth and improvement of the technology. The services
and products one can use from the internet are getting diversified as well as more user friendly.

Having that in mind it is not surprising to see the number of internet users is rapidly increasing
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from time to time. From the total of over seven billion people living in the world half of them use
internet and close to 40 % are on social media according to an online digital overview of the year

2016.

KEY STATISTICAL INDICATORS FOR THE WORLD'S INTERNET, MOBILE, AND SOCIAL MEDIA USERS

TOTAL INTERNET ACTIVE SOCIAL UNIQUE ACTIVE MOBILE
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Figure 2.1 Global internet and social media users (Source https://wearesocial.com/special-
reports/digital-in-2017-global-overview)

According to the report released in January 2017, the overall internet users and active
social media users of 2016 show a 10 % and 21 % growth from 2015 respectively. This indicates
that the number of social media users is rapidly growing worldwide. If we see Facebook, for
example, it has almost 1.9 billion monthly active users at the end of the year 2016, making it the
leading social networking platform in the entire world. 55% of the aforementioned users use
Facebook on a daily bases (Digital Overview...,2017).

2.1.4. Social media usage in Africa.

The internet penetration in Africa is still not as big as the population of the continent (See
Figure 2.2 below). Africa has a total of 362 million internet users among which 46 % are active

social media users ("Digital Overview...". 2017). The number of internet users in 2016 shows a
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4% growth with a penetration rate of 29 % while the number of active social media users shows
32 % growth from where it was 170 million in the previous year (2015). Additional 42 million

Africans started to use social media in the year 2016 only ("Digital Overview...". 2017).

KEY STATISTICAL INDICATORS FOR THE REGION'S INTERMET, MOBILE, AND: SOCIAL MEDIA USERS
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Figure 2.2 Internet and Social Media Users in Africa
(Source: https://wearesocial.com/special-reports/digital-in-2017-global-overview)

The trend of internet and social media usage in the continent seems to start getting the
attention of new media technology researchers. A survey of Facebook addiction level among
selected Nigerian universities indicates a considerable amount of Facebook addicts with 23.3 %
of the surveyed students reported to have moderate to high level of Facebook addition
(Folaranmi, 2013).

The survey also indicated that students of private universities are more prone to Facebook
addiction which is attributed to the fact that many of the students in private universities are from
a well to do family background (Folaranmi, 2013). The study further reveals that only 15% of the

respondents use social media for academic related activities (Folaranmi, 2013).
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Another study conducted in Ghana has also confirmed the existence of Social Media
addiction among university students. 45% of the respondents happen to be addicted from
moderate to high level (Otu. 2015). Entertainment was the major reason for the university
students use of social media among which 36% spend more than four hours on social media daily
(Otu. 2015).

Even though high level of Social Media addiction is less than 2% in both the
aforementioned researches in the two African countries, the percentage of people who are
moderately addicted is quite considerable. That is an indication of the tendency of gradual
increase in the level of addiction when more people get internet access and start using social
media in Africa.

2.1.5. Social media usage in Ethiopia.

As Social media is part of the various internet services the researcher looks into the
background of the internet in Ethiopia. The overall internet usage in Ethiopia is still at a low
level. Among the population which already hits the 100 million mark, the 2016 Ethiopia
demographic health survey indicates that only Five percent of women and 13% of men have ever
used the Internet ("EDHS", 2016). The survey also indicates that "Men are slightly more likely
than women to use the Internet on a daily basis; 36% of men report that they used the Internet
nearly every day in the past month, compared with 34% of women" ("EDHS". 2016,p.36).

Looking deeply in the survey the researcher also find out that among women who have
used internet in the past 12 months the proportion of girls aged 15-19 and those who have used
internet on a daily bases is 22.8%. Among boys in the same group, it is reported that 32.9% used
internet on a daily bases ("EDHS", 2016).

The mobile data network service provided by Ethio-telecom plays a significant role in

increasing the number of people accessing social media on smart phones. As a result, it is
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common nowadays to see many Ethiopians participating in social media. From the young to
adult, from scholar to ordinary public has engaged in the social media and social networking
activity (Tesfaye, 2013. p. 33).

The availability of Wi-Fi hotspots in higher education institutions, hotels, cafe &
restaurants is also playing an important role in making it easier for people to use social
networking sites even for free. As discussed in Chapter one, Ethiopia has 4.5 million Facebook
subscribers based on the information acquired from internet world stat 2017 report. This
indicates that social media needs a closer inquiry an many Ethiopians are evolving on it.

Tefera (2008) lists social networking among the major reasons of Ethiopian teenagers
for using the internet;

Teenagers access the Internet for the following major purposes: to e-mail different
people, to chat, to visit social-networking sites, to search for information for assignments,
to download music, software and pictures, to get recent news, to visit pen-pal sites to
meet new people, to read film reviews, to read about famous writers and their latest
novels, to read love letters, to find out about newly released albums and which movie are
in the Box Office list, to look for jokes, to acquire general knowledge and others Social-
networking sites like MySpace, hi5 and Facebook are so popular amongst these youth.
(pp. 40-41)

One of Tefera's respondents strengthen this idea and was quoted as saying " Mostly | use
the Internet to download music and different kinds of software. Unless | was told to use it by
teachers, I don’t usually use it for school projects of my own accord. I also use it to e-mail
friends, to visit social networking websites like hi5, Facebook and the like" (Tefera, 2008, P. 41).
Teferas' study titled “Teenagers’ Use of the Internet — A Case Study of Selected Children in
Addis Ababa” was mainly aimed at exploring how and why teenagers use the Internet in general.

The study doesn't take any closer look specifically on Social Media.
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2.2. Theoretical Framework

Uses and gratification theory (UGT) and Media dependency theories (MDS) are the
founding blocks of this study. UGT focused on what people do with media (Williams, 2003).
The theory postulate that media consumption is a deliberate choice that people make to satisfy
their specific needs, but their needs vary from person to person. Thus, media doesn't have a
uniform effect on the audience as effects vary from individual to another based on the reasons of
media use (Sparks, 2012). On the other hand, Media systems dependency theory asserts that
people will depend on a media for information they need (Nayyar, 2007). The more a medium
provides the functions individuals need the more they will be dependent on that media (Nayyar,
2007). The theoretical foundations of the study are broadly discussed in the following pages.

2.2.1. Uses and gratification theory.

Introduced in 1970's by Eilhu Katz, Jay Blumler & Michael Gurevitch Uses and
Gratification (UGT) also known as uses & grat has a notion that people use the media to their
benefit (Nayyar, 2007; Sparks, 2002; Littlejohn, & Foss, 2009). The theory "grants only a
limited effect to the media, suggesting instead that individuals have much control over what they
consume (Littlejohn, & Foss.2009. p. 979).

Williams (2003) explained, in his book of "Understanding media theory", that "The 'uses
and gratifications' approach argued the audience brought its own needs and desires to the process
of message reception, which structured the way in which the message is received" (p. 166). He
also explained that, "this approach is a reversal of the hypodermic model [which considers the
audience as a passive consumer of the media content]; the media now have no effect on their
audience. Rather they are at the 'beck and call' of their audiences, with power resting with
individuals who determine what part the media play in their lives” (p. 166 ).

According to William (2003), there are three assumptions behind UGT;
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While there are several versions of the uses and gratifications model, it is possible to
identify three basic assumptions on which the approach rests. First, people actively use
the media for their own purposes; second, people know what these purposes are and can
articulate them, and third, despite the variations between individuals in their use of the

media, it is possible to identify some basic patterns in uses and gratifications. (p.177)

The central question posed under UGT is why do people use media, and what do they use
them for? (MaQuail, 2010). West & Turner (2010) explained " The theory holds that people
actively seek out specific media and specific content to generate specific gratifications (or
results)” (p.393). It is also believed that there is a link between the people's use of media and the
gratification they get out of it.

Just as people eat in order to satisfy certain cravings, uses & grats assumes that people

have needs that they seek to gratify through media use. Note the close connection

between the concepts of media use and gratification from media. The deliberate choices
people make in using media are presumably based on the gratifications they seek from

those media. Thus, uses and gratifications are inextricably linked. (Sparks, 2012. p.359).
Sparks (2012) also listed typologies of media uses and gratifications proposed by

communication scholar Alan Rubin in 1981. Passing time, Companionship, Escape from anxiety,
Enjoyment, Social interaction, Relaxation, Information, and Excitement are listed as the most
common reasons behind people's use of mass media (Sparks, 2012). Exclusively based on
audience self responses, so many other scholars have also attempted to answer why individuals
choose a certain media.

According to MaQuail (2010) information, relaxation, companionship, diversion or
'escape’ can be listed as motives behind people's use of media. He also asserted that many of
those needs have a social or psychological origin (MaQuail, 2010). Though the lists of needs

vary from scholar to scholar Thomas E. Ruggiero (2000) & Katherine Miller (2005) indicates
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that UGT proponents go beyond listing to categorizing and subcategorizing the audience needs
as well as the gratifications.

Ruggiero (2000) asserted that emergence of computer-mediated communication has
revived the significance of uses and gratifications theory. As new technologies present people
with more and more media choices, motivation and satisfaction become even more crucial
components of audience analysis (Ruggiero, 2000). Even though different scholars have critiques
over UGT (see 2.2.3) Ruggiero argue that the theory continues to be very important in media
studies:

By and large, U&G has always provided a cutting-edge theoretical approach in the initial
stages of each new mass communications medium: newspapers, radio, television, and
now the Internet. It may be argued that the timely emergence of computer-mediated
communication has only bolstered the theoretical potency of U&G by allowing it to
stimulate productive research into a proliferating telecommunications medium... Hence,
if the Internet is a new dominion of human activity, it is also a new dominion for U&G
researchers. (Ruggiero, 2000. pp.27-28)

He also asserted that:

Concepts such as active and audience will have to be revised when applied to Internet
communication. Reasons for using the Internet differ from person to person. Some
individuals are goal directed and may want to complete a task through visiting specific

Web sites. Others may only be curious and surf the Web for fun. (Ruggiero, 2000, p.18)

Hence it has to be noted that audience in new media technologies like Social media is
active not only in choosing the type of media they are using, but also they can be active in

creating the content as well.

It is also crucial to put in mind that the reason behind people's use of social media might
differ from time to time. For example, a person might put information as the major reason behind
his/her preference of a certain media. However, this reason is not guaranteed to be there for so

long as that person continues to use media. After a while, the principal reason of that persons' use

21



of social media could be changed from seeking information to looking for entertainment,
creating linkage with others or even just having fun.

2.2.2. Media systems dependency theory

Melvin DeFleur and Sandra Ball-Rokeach developed the media systems dependency
theory (MSD), aka dependency theory, in 1976 (Nayyar, 2007). The theory asserts that people
will depend on a media for information they need and make a Variety of decisions in their daily
lives. "If a person finds a medium that provides with several functions that are central to their
desires, they will be more inclined to continue to use that particular medium in the future”
(Nayayar, 2007, p. 113). According to this theory if the media has a lot to offer its potential use
would be a lot as well. Littlejohn & Foss (2009) explain the point of departure between UGT &
MSD:

By itself, uses and gratifications theory grants limited effects to the media, suggesting
instead that individuals have much control over what they consume. However, in the
process of using media, consumers may develop certain dependencies that allow media
greater power than uses and gratifications theory originally imagined. Such dependencies

lead to cognitive, affective, and behavioral outcomes. (p. 979).

Factors like individual's personal need and motives, external conditions outside the
individual's control and life attributes can increase or decrease individual's dependency on a
medium (Littlejohn, & Foss, 2009: Miller, 2005). Dependency on a media will be high on times
of social instability (Littlejohn, & Foss, 2009) as a result "individuals may depend a great deal on
the media and be affected by the media. During these times, a strong effects model would be
supported. During more stable historical periods, limited effects would likely be observed"

(Miller, 2005. p. 264)

Ruggiero (2000) asserted that dependency on a medium or a message results when

individuals either intentionally seek out information or ritualistically use specific communication
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media channels or messages. According to Miller (2005) MSD "has at its heart, a complex
system in which the media, individuals, their interpersonal environment, and the social
environment are seen to have dependency relationships with each other" (p. 261). Miller further
elaborates the theory by explaining the different types and levels of dependency:

In the words of Ball-Rokeach and DeFleur (1976), dependency is “a relationship in which
the satisfaction of needs or the attainment of goals by one party is contingent upon the
resources of another party” (p. 6). For example, a media organization might be dependent
on a political structure (i.e., part of the political system and social environment) for
permission to broadcast. Or a manufacturing organization (part of the economic system
and social environment) might depend on media systems to advertise its products and
enhance sales. Or an individual might rely on the newspaper (part of the media system) or
on rumors spread by friends (part of the interpersonal network) to provide information
about what apartments are available for rent. These are examples of dependency
relationships, the resources of another portion to reach goals. MSD divides these various
system components into three levels: the macro level of the social environment and
media systems, the micro level of individuals with particular goals and positions within

the social environment, and the meso level of interpersonal relationships. (Miller, p.262)

Loges and Ball-Rokeach (1993) explain that uses and gratifications theory and media
systems dependency theory are similar as both of them emphasize on the link between individual
purposes and media usage (as cited on Miller 2005). However, Miller asserted that UGT & MSD
also have their own difference. "Media systems dependency theory can be applied to dependency
relationships at a variety of levels (e.g., group, organizational, and societal), whereas uses and
gratifications deals almost exclusively with the individual-media relationship (Miller, 2005. p.

265).

As discussed in subtopic 2.1.3 the number of internet and social media users is increasing
Globally. This growth reflects many factors and Riff etal (2008) point out four unique

characteristics of the internet comparing it to traditional media:
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1. The Internet features almost instantaneous delivery of information, which
makes it faster than traditional print media.

2. The Internet is interactive, which allows more immediate feedback than any
other medium.

3. The Internet allows for the distribution of multimedia content, which many
media do not.

4. The Internet allows for the distribution of large amounts of low-cost, in-depth
information. These four relative advantages of the Internet helps explain its spread and it
its potential importance in the micro-level dependency between individuals and media

producers. ( p. 4)
It is the assumption of both the UGT & MSD theories as well as the researcher, that those
unique characteristics of the internet and social media by extension might have their own

implication on the overall use of social media among St. Mary's university students.

2.2.3. Critics on UGT and dependency theory

Besides their strong and sound assumptions of UGT & MSD, the theories were subjected
to some criticisms. Nayyar (2007) point out the issue of consistency, testability and the issue of
complete activeness among the audience as some criticisms on Uses and Gratification theory and
Media Systems theory.

1. when focusing on the consistency aspect to the theories, this area is one that is
somewhat differential. Although the theories are not highly contested, they do not
correspond completely with previous research. One may find it hard to believe that the
media has no influence over the viewer at all. There are several circumstances within the
field of advertising that suggest that people are influenced by the media. This suggests
that people can be persuaded.

2. The testability aspect seems somewhat unreliable. The way that the theories
were primarily tested were through sampling the audience viewers. The results could
possibly be biased because individuals may not realize the power that the media has over

them. In essence, the sampling was one sided:
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3. One main criticism is based on the idea that the audience is completely active.
It seems as though the theorists feel that there is no room for any middle ground. In
many cases, people turn to viewing the media as a result of habit. This factor is not
mentioned in the theories. (Nayyar, 2007. pp. 114-115)

MaQuail (2010) also mentioned that the UGT approach was criticized as being to
behaviorist and functionalist.

It also failed to provide much successful prediction or causal explanation of media choice
and use. The reasons for poor prediction may lie partly in difficulties of measurement of
motives and party in the fact that media use is actually very circumstantial and weakly
motivated (p. 354).

"Research in the uses and gratifications tradition was often fragmented and sometimes
criticized as consisting of too many lists and not enough understanding” (Miller, 2005. p. 265).
The UGT theory has also been criticized as being an over individualistic:

In moving from the strong effects paradigm of the 1930s to a belief in the active

audience, it can be argued that uses and gratifications theorists have swung the pendulum

too far and ignored cases in which the media do have strong impacts on audiences. Uses

and gratifications researchers often ignore the larger context of media consumption (e.g.,

economic relationships and production processes) in favor of an individualistic

explanation of media exposure and effects. (Miller, 2005. p.260)

Nevertheless, as discussed in subtopic 2.2.1 UGT has proven itself to be potent mass
communication theory with the emergence of new media technologies. Barbara Kaye and
Thomas Johnson (2004) also agree with this saying that the growth of the Internet “has produced
a renaissance in the uses and gratifications tradition as scholars are increasingly interested in
going beyond discovering who uses the Internet to examine why they use this new medium” (as

cited on West & Turner, 2010. p.406).
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Chapter Three

Research Method

This is a quantitative study which is aimed at casting light on the current state of social
media usage in Ethiopia. The study was conducted in St. Mary's University, one of the private
higher education institutions in the nation. Topics of which social media platforms students of St.
Mary's University are using, why are they using the social media platforms for, the prevalence of
social media addiction, level of addiction towards social media and impact of the use of social
media on students' academic performance, the relationship between gender, age, and social
media usage are dealt with in this research. In doing so the researcher used survey as a means of
data collection. The research method applied in this study is discussed further on the following

subtopics.
3.1. Research Design

There are different types of study designs to be used in a research such as descriptive,
historical, experimental, and comparative study design. This study applied descriptive study
design. According to Abate (2017) "Descriptive research is primarily concerned with explaining
the nature or conditions or the degree of intensity of a factor under investigation” (p.49).
Descriptive research usually "identify the problem accurately, demarcate the population, take a
representative sample from the population, record what has been perceived, organize and present

the report™ (Abate, 2017).
3.2. Sampling

This study was conducted on regular undergraduate students of St. Mary's University.
Therefore, those students are population of the research. Unless when making a census, it is

impossible both financially and time-wise to observe all the students in St. Mary's University.
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Hence a section of the population will be selected as a sample. In order to get a reliable and
representative sample of the population, one has to use a random or probability sampling (Tan,
1985; Reinard, 1998). Deacon et al (1999) emphasized random or probability sampling gives for
each unit of the population an equal chance of being selected for a sample.

Hence for the purpose of this study, the researcher applied stratified random sampling.
According to Reinard (1998) "This variation of sampling defines samples based on the known
proportions within the population and follow with random sampling within each group” (p.266).
Stratified random sampling is useful where dividing the sample based on some characteristics is
important (Reinard, 1998; Patten, 2004; Oakshott, 2006). As the population of this study is
stratified by gender and department, this type of random or probability sampling is found to be
appropriate.

The researcher also chose stratified random sampling to avoid sampling errors like
choosing disproportionately between gender and departments. Hence at most effort has been
exerted to assure an accurate representation of the population based on the characteristics used to

divide the population into strata.
3.2.1. Sample size estimation.

Cochran (1997) developed a formula to calculate a representative sample from any given
population. The researcher used that sample size calculation formula for the purpose of

determining the sample size. Therefore:-

Where
e 7, issample size

e e isthe desired level of precision (i.e. the margin of error),
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e p is the (estimated) proportion of the population which has the
attribute under investigation (People using internet)

e qisl-p.

e 7 is Z score of the confidence interval. A z-score is the number of

standard deviations from the mean data point.

Hence
. e is the desired level of precision (margin of error for 95% CI (5%)=0.05
. p is the percent of population in urban areas aged 15-49 exposed to

internet in last 12 months 28.5% =0.285 (Source EDHS 2016)
. qisl-P ...... 1-28.5% =0.715
. Z value for 95% Cl is 1.96

2* * -
Therefore, ny = (196) Egii;’; (0715 —313+10% contingency = 344

Allowing equal representation of students from the stratums of gender and department a
sample size of 344 was selected from the population using Cochran's formula. As per the
information acquired from St. Mary's University 1942 students were enrolled on the regular
undergraduate program in the 2017/2018 academic year. The data also indicates the distribution
of the students by gender and department. Sample allocation was performed using that data. The
following table shows the sample allocation.

After deciding the sample size to be drawn from each stratum of department and gender
the researcher creates a sampling interval by dividing the population to the sample size. Hence
using N/n, where N is the population under study and n is the sample size, the result became

5.65. Rounding up the decimal points the sampling interval used for the study is 6. Therefore,
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every 6™ male and every 6" female students were selected to be included in the sample
respectively.

Table 3.1 Sample allocation by stratums of gender & department

Number of | Percentage Number Percentage Total
Male of the total | Sample | of Female | of the total | Sample | Sample
Department | Students population drawn Students | population | drawn drawn
Accounting
and finance | 644 33% 114 489 25% 87 200
Computer
Science 36 2% 7 142 7% 25 32
Tourism and
Hospitality
Management | 35 2% 7 23 1% 4 11
Marketing
management | 228 12% 41 179 9% 32 73
Management 85 4% 14 81 4% 14 28
Total 1028 53% 182 914 47% 162 344

In the undergraduate program St. Mary's University was teaching 1942 students in five
different departments during the time of this study, among which 1028 are Male and 914 Female
students. Due attention was given for this distribution of students while undertaking the sampling
process.

Therefore, 182 male students and 162 female students were selected to be included in the
sample, which makes a total of 344 students.

3.3. Data collection instrument

Cross sectional survey was used as a data collection tool for this study. As discussed in
Chapter two the issue of internet addiction is getting an increasing amount of attention word
wide. Research issues like internet addiction or social media requires a standardized assessment
instrument. A well established and frequently used instrument is a 20 items Internet Addiction

Test (IAT) developed by Dr. Kimberly Young. The IAT is chosen for two main reasons. First, it
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is because of the fact that Social media is also a type of internet service. Second, the items in the
internet addiction test could be used to assess the nature of peoples use of social media with a
little modification.

The 20 item test assess an individual using a Likert scale which ranges from 1 = less
extreme behavior to 5 = most extreme behavior. The maximum score one can get through this
instrument is 100 points, the greater the level of addiction (Young, n.d). Based on the final score,
results would be grouped in four level of addiction categories (Young, n.d).

1. Normal Range 0-30 points

2. Mild 31-49 points

3. Moderate 50-79 points

4. Severe 80-100 points. (Young, n.d).

The 20 IAT questions can be also grouped in to questions of Salience, Excessive Use,
Neglect Work, Anticipation, Lack of Control and Neglecting Social Life. According to Young
(n.d) high scores in those sub group of questions has their own implication;

Salience — IAT question 10, 12, 13, 15, and 19.

High ratings for Salience-related items indicate that the respondent most likely feels
preoccupied with the Internet, hides the behavior from others, and may display a loss of
interest in other activities and/or relationships only to prefer more solitary time online.
High ratings also suggest that the respondent uses the Internet as a form of mental escape
from disturbing thoughts and may feel that life without the Internet would be boring,
empty, or joyless. (Young, n.d. pp.4-5)

Excessive Use — IAT question 1, 2, 14, 18, and 20

High ratings for Excessive Use-related items indicate that the respondent engages in
excessive online behavior and compulsive usage, and is intermittently unable to control
time online that he or she hides from others. High ratings also suggest that the respondent
is most likely to become depressed, panicked, or angry if forced to go without the

Internet for an extended length of time.(Young , n.d. pp.4-5)
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Neglect Work — IAT question 6, 8, and 9

High ratings for Neglect Work-related IAT items indicate the respondent may view the
Internet as a necessary appliance akin to the television, microwave, or telephone. Job or
school performance and productivity are most likely compromised due to the amount of
time spent online and the respondent may become defensive or secretive about the time
spent online. (Young, n.d. pp.4-5)

Anticipation — IAT question 7, 11

High ratings for Anticipation-related items indicate that the respondent most likely thinks
about being online when not at the computer and feels compelled to use the Internet when
offline. (Young , n.d. pp.4-5)

Lack of Control — IAT question 5, 16, and 17

High ratings for Lack of Control-related items indicate that the respondent has trouble

managing his or her online time, frequently stays online longer than intended, and others

may complain about the amount of time he or she spends online. (Young, n.d. pp.4-5)
Neglect Social Life — IAT question 3 and 4.

High ratings for Neglect of Social Life-items indicate the respondent most likely utilizes
online relationships to cope with situational problems and/or to reduce mental tension and
stress. High ratings also suggest that the respondent frequently forms new relationships
with fellow online users and uses the Internet to establish social connections that may be
missing in his or her life. (Young, n.d. pp.4-5)

3.3.1. Questionnaire design.

A self administered questionnaire, which has two parts , was used as the main source of

data collection. The first part of the questionnaire included demographic questions, usage pattern

questions and questions of intensity of engagement with social media as well as questions about

respondents academic result. This part is basically intended to deal with answering the first,

second, Fourth, Fifth and Sixth of the research questions; what are the Social Media platforms

the students of St. Mary's University are using? Why are they using the Social Media platforms

for? Is there a difference between Male and Female students in their use of social media?, Is
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there a difference between the social media usage of different age groups? and Does the students
use of social media have an effect on their academic performance?

The third and the main question of this research which deals with the overall social media
addiction was assessed using the Internet Addiction Test (IAT) developed by Dr. Kimberly
Young (1998). Using different scientific methods, many scholars made tests that proved the
soundness of the tool for assessing internet addiction (Chang & Law, 2008: Frangos, etal ,2012:
Hawi, 2013). Frangos et'al. (2012) emphasized that IAT is also believed to be more reliable
instrument to assess college students. The researcher adapted the IAT with a modification
towards the purpose of assessing social media addiction among the study group.

The whole questionnaire which has 39 questions is a mix of close and open ended items.
For the purpose of collecting quality data and avoiding possible misunderstandings the English
version of the tool has been translated in to Amharic. Two professional English to Amharic &
Vise Versa translators were used for this purpose. The first one translate the questionnaire to
Ambharic and the second one, who never seen the English version, did a back translation in to the
original form of the data collection instrument. Then both of the translators and the researcher

work together to fix any potential errors or misinterpretations.

3.3.2. Pretest and reliability of the instrument

3.3.2.1. Pretest.

After the Amharic version of the instrument was finalized a pilot test was conducted by
administering the questionnaire for 40 regular students of St. Mary's University to make sure that
all the questions in the Amharic version of the data collection instrument were properly
understood. During and after taking the pilot testing the students were encouraged to raise

questions and make any suggestions on the language of the tool. Some minor revisions were
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done based on feedback from the students to produce the final version of the Amharic data

collection tool.
3.3.2.1. Reliability of the instrument.

The reliability of the data collection instrument was also checked based on responses of
the 40 students participated in the pilot testing. The respondents and their data are not included in
the actual study process as they were only for testing purpose. The internal consistency of the
IAT was measured using Cronbach’s alpha, the most popular coefficient of reliability measure.
Based on the analysis generated from SPSS the value of Cronbach's Alpha was 0.845 which is
above the standard value, suggested by (Nummally, 1978), of 0.70. It means that the instrument

is reliable and can be used to assess Ethiopian students.
3.3.2.2. Validity of the instrument

Many validation studies were conducted to assess the validity of the Internet Addiction
Test (IAT). According to Widyanto & McMurren (2004) IAT is the first validated instrument
capable of addressing the issue under investigation. After adapting it to social media, the
researcher also used face validity to check the validity of the instrument. Patten (2004) asserts
that face validity inspects if an instrument appears to be valid on its face value. Therefore, the
adapted IAT was appeared to be valid on the face of it and it measures what it is designed to do

SO.
3.4. Ethical Considerations

The data gathering nature of this study was highly dependent on self-reporting of the
students about their own social media usage. Hence, it was found to be important to build
confidence and trust among the students so that they can provide the required information
without hesitation and as honestly as possible. This was done via ensuring anonymity &

confidentiality in order to respect the privacy of the students.
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The genuine purpose of the study was clearly provided for the research participants in a
debriefing before they start filling out the questionnaire and it was also stated on the first page of
the data collection instrument. Through providing as much information as possible on the
research aims and objectives the researcher attempted to build confidence and trust among the

respondents.
3.5. Data Presentation and Analysis

The study was conducted based on primary data which comes from scientifically chosen
respondents. Data collected by the instrument was encoded into a computer with Statistical
Package for social science (SPSS) version 20. Coding, presentation and analysis of the data was
carried out using SPSS and Microsoft Office 2007 through techniques of frequency, percentages,
mean, Cross Tab, Pearson's correlation, Regression, Chi-square test and t-test.

Results of the survey are presented in tables and figures followed by analysis of the
outcome of the survey. Relevant literature was also included to strengthen the findings of the

research.
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Chapter Four

Data Presentation and Analysis

As discussed in the previous chapter, the study was conducted using the survey method.
Data collection took place, from March 26, 2018, to April 3, 2018. Fieldwork was carried out by
a team of four people, consisted of three data collectors and a supervisor (the researcher). A
questionnaire aimed at assessing SMU students social media usage pattern, the intensity of their
engagement with social media, social media addiction level and its effect on their academic
performance was distributed to 344 students. Among the distributed questionnaires 327 were
properly filled and returned, yielding a response rate of 95.06 %. The collected data was entered
into SPSS version 20 and processed after editing some minor errors identified by the software.
Hence, the following analysis is made based on a quality data and as per the sequence of
objectives set in Chapter one.

4.1. Demographic and Background Characteristics of Respondents

4.1.1. Demographic Characteristics

\ A4

Table 4.1 illustrates that the minimum age of respondents is 18 while the maximum age is

28. As it can be seen from the Cumulative percent on the last column of Table 4.1, 97.9% of the
respondents are between the age of 18 and 24 and within the young people age group as defined

by WHO (UNFPA n.d). 22.6% of the respondents are between the age of 18 and 19 years old,
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32.4% of the respondents are 20 years old, 31.2% of the respondents are between the age of 21
and 22 years old, 11.6% of the respondents are between 23 and 24 years old. The remaining
2.1% goes to the respondents aged 25 years old and above.

Table 4.1. Respondents Age Distribution

Age Frequency Percent | Cumulative Percent
18 10 3.1 3.1
19 64 19.6 22.6
20 106 32.4 55.0
21 63 19.3 74.3
22 39 11.9 86.2
23 19 5.8 92.0
24 19 5.8 97.9
25 4 1.2 99.1
26 1 3 99.4
27 1 3 99.7
28 1 3 100.0
Total 327 100

As shown in Figure 4.1 below, 53% of the respondents are Male students while Female
students make 47% of the respondents. The Gender distribution of the sample match with the

Gender distribution of the population.

Female
47%

Figure 4.1 Respondents distribution by Gender
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4.1.2. Respondents background.

Academic Background- Figure 4.2 below, show that 60% of the respondents are
Accounting & Finance Students and makes the majority of the sample population. Marketing
management students took 19% of the population and became the 2™ largest in the sample.

Computer Science students are the third largest in the sample with 10% of the total
number of respondents. Management students make 8% of the total respondents, while Tourism

& Hospitality Management students make the remaining 3% of the total respondents.

Tourism &

Hospitality

Managment
3%

Managment
8%
Figure 4.2 Respondent distribution by department
Figure 4.3 below depicts that 38.8% of the respondents are first year students of SMU.
Second year student comprise 39.8% of the respondents, while Third and year Fourth students
make 20.2% and 1.2% of the respondents respectively. The proportion of 4™ year students is too
low because the university gives much of Social science classes which take three years to

complete.
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38.8% 39.8%

20.2%

1.2%

1st Year 2nd Year 3rd Year 4th Year

Figure 4.3 Respondents distribution by batch

Economic Background- The researcher attempts to see the respondents’ economic
background by asking how much pocket money do they get each month on average. As shown in
Figure 4.4 below, 20.2% of the respondents get up to 250 birr average monthly pocket money.
The figure also indicates that 43.4% of the respondents have average monthly pocket money
ranging from 300 to 500 birr. Those who get from 600 up to 1000 birr on average make 24.5% of
the respondents, while the remaining 11.9% get average monthly pocket money more than 1000

birr.

43.4%

Up to 250 birr 300-500 birr 600-1000 birr Over 1000 birr

Figure 4.4. Respondents Monthly Pocket Money
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Another point worth seeing here is the average monthly mobile card expense of
respondents and as shown in Figure 4.5 below, the majority of the students use mobile card
worth 100 up to 200 birr every month on average. This group makes 55% of the total
respondents. When we see the other group of students who spend different amount of average
monthly mobile card, 16% of the respondents use below 80 birr monthly mobile card on average.
18% of the students responded that they use 250-350 birr monthly mobile card on average. And
only the remaining 11% of the respondents use average monthly mobile card which is more than
400 birr. Therefore, as we can see from the figure below, it is fair to conclude that 71% of the

students spend up to 200 birr for mobile card every month.

55%

Below 100 birr 100-200 birr 250-350 birr More than 400 birr

Figure 4.5. Average monthly mobile card expense

4.2. Source of Internet access and social media exposure
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4.2.1. Source of internet access.

Respondents were asked to tell their primary source of internet access and it appears to be
that, Mobile Data Service of Ethio-Telecom is the primary means of connection to the World
Wide Web for 90% of the respondents (see Figure 4.6 below). 9.5% of the students said that they
use Free Wi-Fi to access the internet while only 0.6% go to internet cafe for the same purpose.
This justifies why respondents reported that mobile data/Internet service consumes much of their

monthly mobile card expense (see Figure 4.7).

Internet

0,
Cafe P

Free

(1)
WIFI i

Mobile

0,
Data | —zs 2%

Figure 4.6. Primary Source of Internet access

4.2.2. Mobile card consumption.

The researcher further attempted to see what consumes much of the Students' monthly
mobile card expense. Respondents were asked to choose from the main mobile telecom services
(SMS, Phone call, and Mobile data/Internet) and as shown in Figure 4.7 (below) Mobile

data/Internet consumes much of the monthly mobile card expense of 69% of the students.

69%

28%

3%

SMS Service Phone Call Mobile Data/Internet

Figure 4.7. Mobile Card Consumption by type of service
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4.2.2. Internet and social media exposure.

Figure 4.8 illustrates Social media usage of respondents goes as long as eight years ago
and above. Initially, as it is demonstrated in the right most of the two lines in the figure, there
was a gap between the number of students who started to use internet 8 years ago and those who
started using Social media during that period of time. This indicates that there were students who
had access to the internet, but not using social media. This trend went up to four years ago.

However, the gap started to narrow down and finally the two lines join since three years
ago. This obviously indicates that almost every student who has access to the internet is using
social media in the recent time.

The Figure also indicates that the number of students using social media is increasing in

the recent times.

1Year& 2Year& 3Year& 4Year& 5Year& 6Year& 7Year& 8Year Over 8
Over Over Over Over Over Over Over &Over Years

= <= |nternet Use == SM Use

Figure 4.8. Experience of Internet and Social Media Use
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4.3. Types of Social Media on use

-

Figure 4.9 below indicates that Telegram is the most popular social media among St.

Mary's university students.

e —— 7 )
Facebook — 89% li
Viber _ 67% @
Youtube _ 53% You
WhatsApp _ 42%

(L)
Instagram 39% @
35%@

imo

Twitter

Linkedin

Other Social Media

Figure 4.9. Types of Social media in use
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Figure 4.9 illustrated 97% of the respondents use Telegram. Facebook follows behind by
89% while 67% of the students use Viber and 53% are using YouTube, a video sharing social
media platform. The research also indicates Twitter has fewer users among the students. The
professional networking platform, Linkedin, have almost nil users with only 1% of the
respondents reported the use of this Social media platform.

As Figure 4.10 below indicates the social media preference doesn't have a significant
difference between male and female students. Telegram is the most used Social media for 97%
of Male and the same percentage of Female Students. Facebook (90%), YouTube (57%),
WhatsApp(43%), Instagram (40%), and Twitter (18%) are slightly more popular among the Male

students, whereas, Viber (70%) and Imo (37%) has more Female users.
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L 97%
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. 88%
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Figure 4.10 Types of Social Media in use by Gender
4.3.1. The most favorite social media.
Figure 4.11 below indicates that Telegram is the most favorite social media platform for

the students of St. Mary's University. As it can be seen from the figure Telegram is the most
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favorite Social Media Application for 64.5% of the respondents. Facebook appears to be the
most favorite Social media for 19.3% of the respondents, followed by Instagram (5.5%),

YouTube (5.2%) and Viber (2.8%).

64.5%
19.3%
I@] \(i[' Tube
5.5% 5.2% @ m
2.8% 1.2% 0.9% 0.3% 0.3%
N e I om om
Telegram Facebook Instagram Youtube  Viber Imo  WhatsApp Linkedin  Others

Figure 4.11. Students’ most favorite social media

As discussed in subchapter 4.5, connecting with friends is mentioned as the second
gratification sought from social media by 76.5% of the students. Therefore, given its' intrinsic
nature, it is logical that Facebook is the most favorite social media platform next to Telegram.

The results of the analysis showed how the students were active in their choice of social
media for different purposes. This goes with the major idea of the uses-and-gratifications theory.
"The deliberate choices people make in using media are presumably based on the gratifications
they seek from those media. Thus, uses and gratifications are inextricably linked™" (Sparks, 2012.
p.359).Telegram is an IM which gives instant messaging service and it is no wonder to see
Chatting as number one gratification sought from social media in subtopic 4.5 (Figure 4.15).
Possible to conclude that Chatting is the main gratification the students get from social media.
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4.3.2. The second most favorite social media.

Figure 4.12 below illustrates that Facebook is the second most favorite social media

platform for 34.3% of the students. As it will be discussed in subchapter 4.5, networking with

others is the second gratification the students are getting from Social Media. Facebook is a social

networking site with a main goal of interconnecting people. Hence it is logical that majority of

the students chose it as their Second most favorite Social Media. Telegram is the second most

favorite social media for 25.1% of the students followed by Viber (11.9%) and Instagram(9.5%).

34.3%

N
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Facebook Telegram Viber Instagram  Youtube  WhatsApp Imo Twitter

Figure 4.12. Students' second most favorite Social media
4.4. Amount of Time Spent on Social Media

4.4.1. Weekly frequency of social media use.

Table 4.2 illustrates 12.5% of the students are using Social Media up to two days a week.

Those who use social media 3-4 days make 19.6% of the respondents, while the majority of the

students are using social media more than 5 days a week. 8.6% of the students are on Social

media Five up to Six days per week and 59.3% of the students are daily users.
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Table 4.2 Weekly Frequency of Social media usage

Weekly Time Spent Frequency Percent
1-2 days 41 125
3-4 days 64 19.6
5-6 days 28 8.6
Daily 194 59.3
Total 327 100.0

Looking further into the data further the researcher find out that there is a slight
difference between Male and Female students in the Frequency of time they are using Social
Media. 31% of Female students are using social media less than four days a week and 33% of
Male students are in the same category. 67% of Male Students are using social media more than

Five days a week while Females in this category are 69% and higher by 2%.

23%

15%
10%)j ;

]

16%

|
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8% 9%
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lil Female

1-2 days

3-4 days

5-6 days

Daily

Figure 4.13. Weekly Frequency of Social media usage by Gender

4.4.2. Daily amount of time spent on social media.

Table 4.3 illustrates that 30% of the students are using social media up to one hour per
day on average. Those who are using social media from two hours to three hours per day on
average are 33% while those who are using social media for more than 4 hours a day make a

total of 37% of the respondents. 10% of the respondents also reported that they are online in their

social media accounts for more than 7 hours a day.
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In other words, the results of Table 4.3 indicates that 33% the students are spending 14-
21, hours, 27% of the students are sending 28-49 hours, and 10% of the students are spending
more than 49 hours per week on social media.

Table 4.3 Average daily Time Spent on Social Media

Daily Social Media Usage Frequency Percentage
Up to 1 hour 97 30%
2-3 Hours 109 33%
4-7 Hours 88 27%
More than 7 hours 33 10%
Total 327 100%

It has been found out that Female students tend to spend numerically more time on Social
media than their male counterparts. Figure 4.14 indicates that a total of 64.1% male students are
spending up to three hours on average on their daily social media usage. 61.7% female students

are in the same category of students who spend up to three hours on Social media.
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Figure 4.14 Daily time Spent on Social Media

47



35.8% of Male students spend more than four hours on Social media while the percentage
of Female students' who spent more than 4 hours on Social Media every day is 38.3%, which is
2.5% higher than the Male students'. Even though the gap is not as such big the data indicates
that female students are more likely to spend more time on social media.

An independent sample t-test was conducted to compare the daily time spent on social
media between Male and Female students. Male students (N=173) has a mean Daily time spent
on Social media of 3.3 (SD=2.47) and Female students (N=154) has a mean Daily time spent on
Social media of 3.31 (SD=2.36). As can be seen in Table 4.4 the independent samples test shows
a result of t(325)=-0.041, p=0.967, a value which is greater than the acceptable range of 0.05.
Thus, there is no statistically significance difference between Male and Female students in terms
of daily time spent on social media.

Table 4.4 Independent Samples T-Test of Gender and Daily Time Spent on
Social Media

Levene's Test for
Equality of Variances t-test for Equality of Means
Sig. (2-
F Sig. t df tailed)
Time Spent for Equal variances .514 A74 -.041 325 .967
Using Social Media  assumed
Daily
Equal variances -.042 323.260 .967
not assumed

The amount of time the students are spending on social media has been found out to be a
strong predictor of an increment in their IAT score. As Table 4.5 shows there is a significant
positive relationship, at p < 0.01, between the weekly and daily amount of time, and IAT score of
the students. The correlation result of Daily time spent for using social media and the IAT score
was computed to be r=0.505 at p < 0.01 significance level. There is a correlation of r=0.347
between Frequency of weekly time spent on social media and IAT Scale at p < 0.01 significance
level. This indicates that, the more students are spending their time on social media the more
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they will score on the IAT scale and their dependency or Social media addiction level increases

subsequently.

Table 4.5 Relationship between time spent on social media and addiction

Daily Time Frequency of |IAT Scale
Spent for Weekly Social
Using Social Media Use
Media
Pearson 1 465" | 505
o Correlation
Daily Time Spent Sig. (2-
for Using Social Media tailed) .000 .000
N 327 327 327
Pearson 465" 1 347"
Correlation
Frequency of Sig. (2-
Weekly Social Media Use ,_. 9. .000 .000
tailed)
N 327 327 327
Pearson 505" 347" |1
Correlation
IAT Scale _ Sig. (2- 000 000
tailed)
N 327 327 327

**_Correlation is significant at the 0.01 level (2-tailed).
4.5. Gratification Sought from Social Media

Respondents were asked to choose from the different types of purposes that was thought
to be behind their social media use. Chatting was found out to be the leading purpose behind the
use of the students' social media use. As indicated on Figure 4.15 below, 88.7% of the students’
are using social media for Online Chatting, 76.5% of the respondents reported that they are using
social media to connect with Friends, 70% of the students are using it for entertainment, 45.9%
for meeting new people, 45.6% for posting photo, 45% for Flirting, 44.3% for connecting with
Families or relatives. It is worth mentioning the finding that 11% of the respondents reported that
watching pornography is one of the reasons behind their Social media usage.

The purposes behind social media usage of St. Mary's University students are very much
related with typology of media uses and gratification listed by Sparks (2012) and media use

motives stated by MaQuail (2010). In reporting the purposes behind their use of social media
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students were allowed to choose more than one option and the results were as presented below.

Chatting 1%

Conneting with Friends 76.5%
Entertainment
Meeting New People
Posting Photo
Flirting
Connecting with Families/relatives
Posting Text
Posting Video
Playing game
Watching Pornography

Other Purposes

Figure 4.15 Gratification sought from Social Media

However, as shown on Table 4.6 there are some numerical differences between male and
female students in the gratifications they get from social media. Female students are more likely
to use Social media for entertainment (74%), Chat (89%), Connecting with Family or relatives
(45%) and Sharing text (29%).

Relatively fewer Male students are using social media for those purposes. On the other
hand Male students take the lead in using social media for Connecting with friends (77%),
Sharing Video (17%), Sharing photo (46%), Meeting new people (47%), Playing game (17%),
Flirting (50%) and watching pornography (12%). Relatively fewer Female students are using
social media for those purposes.

Major differences were noticed in using social media for entertainment where the
proportion of Female students who are using social media for entertainment is 8% higher than
male students, Percentage of male students who are using Social media for sharing video is 5%
higher than Female students, percentage of Male students who are using social media for playing
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game is 9% higher than females, percentage of Male students who are using Social media for
Flirting is 10% higher than Female students. However, there was no significant difference
between male and female students in using social media for the other purposes.

Table 4.6 Gratification sought from Social Media by gender

Male n=173 Female n= 154

Purpose of Social Media Use | Percentage Percentage
Entertainment 66% 74%

Chat 88% 89%
Connecting with Friends 7% 76%
Connecting with Family 43% 45%
Sharing Video 17% 12%
Sharing Photo 46% 45%
Sharing Text 28% 29%
Meeting New People 47% 44%
Playing game 17% 8%

Flirting 50% 40%
Watching Pornography 12% 10%

Other Purposes 10% 3%

The analysis above supported one of the major assumptions of UGT. The students of St.
Mary's university use social media to gratify their own purposes and it was possible to draw
some patterns on why do they use social media (William, 2003: MaQuail, 2010). However, as
Ruggiero (2000) asserted it, even though some individuals might be goal oriented in their use of
internet others might only surf the web for fun. That is what the outcomes of this research
indicates. Majority of the students are using social media for fun.

A Chi-square test was performed to see the relationship between gender and gratification
sought from social media. While gratification sought from social media is independent of gender

in most cases there is only a statistically significant relationship between gender and using social
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media for playing game, X? (1, N= 327 )= 5.04, p< 0.05. As shown on Table 4.7 Male students
are more likely to use social media for the purpose of playing online games than their Female
counterparts.

Table 4.7 Gender of the Student * Using Social Media for Playing game Cross
tabulation & Chi-Square Test Result

Using Social Media for
Playing game
Yes No Total
Gender of Male Count 29 144 173
the Expected Count 22.2 150.8 173.0
Student  Female  Count 13 141 154
Expected Count 19.8 134.2 154.0
Total Count 42 285 327
Expected Count 42.0 285.0 327.0

Chi-Square Test Result X* (1, N= 327 )= 5.04, p< 0.05.
4.6. Gratification Level With Social Media

The vast majority (94%) of the students are happy with their social media experience.
72% of the students are satisfied while 22% are very satisfied with social media in what it does
for them. Only 6% of the students reported that they are not satisfied with their social media

experience (See Figure 4.16)

H Not Satisfied M Satisfied i Very Satisfied

Figure 4.16 Level of Satisfaction with Social media
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As Littlejohn & Foss (2009), explained "in the process of using media, consumers may
develop certain dependencies which lead to cognitive, affective, and behavioral outcomes™ (p.
979). The next topic discusses if this idea of Media systems dependency theory holds water in
the case of St. Mary's university students.

4.7. Social Media Addiction Among St. Mary's University Students

_4

One of the objectives of this research was to find out the level of Social media addiction

A

4.7.1. Overall social media addiction level of students

among St. Mary's University students. To assess this issue a 20 item IAT was included in the
questionnaire. After adding up the individual scores of each answers for the questions the
students level of addiction was categorized in to four levels. Those who score 0-30 points on the
IAT were considered to be in the Normal Range. Students who score 31-49 were considered to
have a mild level of social media addiction. Students who score 50-79 were considered to have a
moderate level of addiction. Whereas, those who score 80 and above out of 100 were in the
severely addicted category (Young, n.d). In a broad classification the students were categorized
in to two groups. Dependents, meaning those who are moderately, and severely addicted, and
none dependents, referring to the students in the normal and mild range.
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As the results summarized in Table 4.8 indicates, 27.8% of the students were found to be
none addicted. Those who show mild level of addiction are 31.5%. Hence, it is possible to say
that a total of 59.3% of the students are not in a serious level of social media addiction. The
researcher found out that 31.2% of the students are having a moderate level of Social media
addiction and the remaining 9.5% of the students are in a severe level of addiction. Therefore, it
is possible to conclude that Social media addiction manifested in 40.7% of the students of St.
Mary's University.

Table 4.8. Overall Social Media Addiction Level (N=327)

Social Media Cumulative
Addiction Level Frequency Percent Percent
None 91 27.8 27.8
MILD 103 315 59.3
MODERATE 102 31.2 90.5
SEVERE 31 9.5 100
Total 327 100

Addiction level of St. Mary's University students is comparatively higher than what was
found in Nigeria. A survey of Facebook addiction level among selected Universities of Nigeria
indicated 23.3 % of the surveyed students were reported to have moderate to high level of
Facebook addition (Folaranmi, 2013), which is relatively lower than the findings of this study.
The survey conducted in Nigeria Universities also indicated that private university students are
more prone to Facebook addiction as many of them are from a well to do family background
(Folaranmi, 2013).

Even though it is low, Pearson Correlation showed a positive correlation between the
monthly pocket money of the students of St. Mary's University and their addiction level. The

correlation was found to be 0.109 at 0.05 significance level. The study conducted in the
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University of Ghana Ghana reported that 45 % of the students were social media addicts (Otu,
2015), a higher level than what was found in this research.

As discussed in the previous Chapter people who are addicted to Social media show
behaviors like Salience, Excessive use, Neglecting work, Anticipation, Lack of Control and
Neglecting Social life (Young (n.d). The tendency towards having these behaviors increase
simultaneously when the level of addiction goes from none to mild, mild to moderate and
moderate to severe. That is what Table 4.9 below illustrates. Those who are non addicted or have
a mild level of social media addiction score low in the addiction behaviors.

The mean score for salience is 14.75 for students who are moderately addicted and 19.65
for those who are severely addicted. As discussed in Chapter Three, students with high ratings
for Salience-related items are most likely to feels preoccupied with social media and may display
a loss of interest in other activities only to spend more time online. Students with this salience
level also tend to use internet as a form of mental escape from disturbing thoughts and may feel
that life without the Internet would be boring, empty, or joyless (Young, n.d.).

The mean score for Excessive use of social media is 16.35 and 22.32 for those who have
moderate and severe level of Social media addiction respectively. These students often find it
hard to control the amount of time they are wasting on social media. Neglecting work is highest
among the students who are severely addicted to social media with a 13.42 mean score out of
15. Neglecting Social life is relatively the lowest behavior manifested in students who are
addicted to social media. The mean score for neglecting social life is 5.53 and 7.61 out of ten for
students who are moderately and severely addicted respectively. As shown in Table 4.9 the mean
score for Anticipation and Lack of control is also highest among students who are moderately
and severely addicted. Students with high ratings for Anticipation-related items are likely to

fantasize about being online when they are offline (Young, n.d.).
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Table 4.9. Manifested Addiction Behaviors

Level of Social Media Addiction
None Mild Moderate Severe Maximum

Addiction Possible
Behaviors Mean | SD | Mean | SD | Mean | SD | Mean | SD | Score

Salience 3.87 | 291 830 [4.01|14.75|3.24|19.65|1.68 |25

Excessive 489 |2.66 |10.09|293|16.35|3.39|22.32|1.66 |25
use

Neglect 210 219|505 |271]9.07 |3.22|13.42|1.29]|15
Work

Anticipation | 2.93 |2.00 | 557 | 228|695 [219|9.74 |.58 |10

Lack of | 343 226 |7.21 |2.89|10.25|250|13.74|1.09 | 15
control

Neglect 201 |152|366 [210|553 |224|761 |1.05]|10
Social Life

The results illustrated in Table 4.9 go in accordance with the idea of Media Systems
dependency theory which asserts that "in the process of using media, consumers may develop
certain dependencies which lead to cognitive, affective, and behavioral outcomes.” (Littlejohn &
Foss, 2009. p. 979) can be clearly seen in the analysis above. As discussed in Chapter Two,
dependency on a medium, which is social media in this case, results when individuals either
intentionally seek out information or ritualistically use specific communication media channels
(Ruggiero, 2000).

4.7.2. Social media addiction level by Gender and Age

The research found out that more Female students are addicted to Social media than male
students. A total of 42.2% of the Female students are in moderately and severely addicted
groups. This is higher than 39.3% of Male students who are in the same category. As shown in
Table 4.10 Female students with moderate level of addiction are 4.9% higher than Male students.
However, more Male students (10.4%) are at a severe level of addiction compared to the Female

students (8.4%).
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Table 4.10 Social Media Addiction Level by Gender

Sex None MILD | MODERATE | SEVERE
Male 28.9% 31.8% | 28.9% 10.4%
Female 26.6% 312% | 33.8% 8.4%

An independent sample t-test was conducted to compare social media addiction between
Male and Female students. Male students (N=173) has a mean IAT score of 45.98 (SD=22.76)
while Female students (N=154) scored numerically a very slightly lower mean of 45
(SD=22.37). As can be seen in Table 4.11 the independent samples test shows a result of
t(325)=0.209, p=0.841, a value which is greater than the acceptable range of 0.05. Thus, there is
no statistically significance difference between Male and Female students in terms of social
media addiction.

Table 4.11 Independent Samples T-Test of Social Media Addiction and Gender

Levene's Test for Equality of
Variances t-test for Equality of Means
F Sig. T df Sig. (2-tailed)
IAT Equal variances .041 .841 .209 325 .835
Scale assumed
Equal variances not .209 321.807 .835
assumed

A correlation analysis was performed to see the relationship between age and social
media addiction. The result shows there is no statistically significant correlation between the two
variables. As shown on Table 4.12 the p value is greater than the acceptable range of 0.05, r=-
0.1, N=327, p= 0.07. The significance level is greater than 0.05 which indicates that Social
media addiction is also independent of age. Therefore, it is possible to conclude that social media

addiction independent of the students individual age.
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Table 4.12 Correlations between age and IAT score

Age of the

Variables IATScale Student
IAT Score Pearson Correlation 1 -.100

Sig. (2-tailed) .070

N 327 327
Age of the Student Pearson Correlation -.100 1

Sig. (2-tailed) .070

N 327 327

4.7.3. Social media addiction and time spent online.

As it can be seen on Table 4.13 dependents (Moderately & Severely addicted students)
spend relatively more time on social media than the none dependents. 53% of the none addicted
spend only less than an hour a day, 40% of them spent 2-4 hours and the only the remaining 7
percent spend 5 hours and above on social media daily. Among the students who has mild level
of Social media addiction 28% of them spend less than an hour, 57% spend 2-4 hours, 10%
spend 5-6 hours and 5% of them spend more than 7 hours daily on Social media.

Table 4.13 Social Media Addiction & Time spent on Social media (N=327)

2-4 5-6 More than
Addiction Level Less than one hour Hours | hours 7 Hours
NONE 53% 40% 3% 4%
MILD 28% 57% 10% 5%
MODERATE 17% 44% 22% 17%
SEVERE 6% 13% 39% 42%

Only 17% of the moderately addicted students spend less than an hour while 44% of
them spend 2-4 hours, and 39% spend more than 5 hours on social media every day. Among the
highly dependent or Severely addicted students only 19% spend less than 4 hours a day while
39% of them are spending 5-6 hours and 42% give more than 7 hours for social media on daily
bases. This indicates that the higher the level of social media addiction the more students are

spending much of their time on it.
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4.7.4. Impact of Social Media.

4.7.4.1. Perceived effect on students academic performance.

Students were also asked to scale the perceived effect of social media on their education.
Those who are addicted to Social media reported a higher level of perceived effect on their
homework and academic performance than those who doesn't have significant level of addiction.
Table 4.14 illustrates that homework of 61.8% of the students who are moderately addicted is
affected (14.7% Frequently, 32.4% Often, and 14.7% always) by their use of social media.
100% of the severely addicted students reported that their homework is most of the time affected
by social media.

Table 4.14 Effect of Social Media on students academic performance (N=327)

Social Media Addiction Level
Level of | None Mild Moderate Severe
Education Perceived Effect | Percentage | Percentage | Percentage Percentage
None 54.9% 16.5% 9.8% 0%
Rarely 26.4% 29.1% 16.7% 0%
Occasionally 12.1% 32% 11.8% 0%
Homework | Frequently 2.2% 9.7% 14.7% 0%
Often 4.4% 6.8% 32.4% 22.6%
Always 0% 5.8% 14.7% 77.4%
Total 100% 100% 100% 100%
None 71.4% 33% 9.8% 0%
Rarely 12.1% 20.4% 11.8% 0%
, Occasionally 9.9% 15.5% 7.8% 0%
Academic
Performance LFrequently 3.3% 9.7% 19.6% 3.2%
Often 2.2% 16.5% 36.3% 38.7%
Always 1.1% 4.9% 14.7% 58.1%
Total 100% 100% 100% 100%

Students who are moderately and severely addicted also reported that their use of social
media is seriously affecting their academic performance. Among the moderately addicted
students 19.6%, 36.3%, and 14.7% reported that the use of social media is frequently, often and
always affecting their academic performance, respectively. In general, 70.6% of the moderately

addicted students believe social media is affecting their academic performance. On the other
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hand all of the students who are severely addicted to social media reported their academic
performance is affected by social media, among which 3.2% are frequently, 38.7% are often and
58.1% are always affected by their own use of social media.

4.7.4.2. The Degree of the effect of social media on students academic performance.

To reveal the relationship between time spent on social media, IAT scale, and academic
performance, and determine the statistical significance of the relationship, Pearson's correlation
coefficient was used. This technique of statistical analysis assume among other things, normal
distribution of the data and linearity, and that was checked before getting into it.

Table 4. 15 Correlation between academic performance and social media

Average Time Spent
Cumulative for Using Grade Point
Grade point in | Social Media Average in
Last Semester Daily IAT Scale | Last Semester
Average  Cumulative Pearson Correlation | 1 -.108 -179" 859"
Grade point in Last sjg. (2-tailed) .050 .001 .000
Semester N 327 327 327 327
Time Spent for Using Pearson Correlation | -.108 1 505" 2427
Social Media Daily Sig. (2-tailed) .050 .000 .000
N 327 327 327 327
IAT Scale Pearson Correlation | -.179" 505" 1 -.3437
Sig. (2-tailed) .001 .000 .000
N 327 327 327 327
Grade Point Average in Pearson Correlation | .859™ -2427 -.343" 1
Last Semester Sig. (2-tailed) .000 .000 .000
N 327 327 3 327
27

**_Correlation is significant at the 0.01 level (2-tailed).

As illustrated in Table 4.15 there is a significant negative relationship between the
dependent and independent variables. The Pearson’s r for the correlation between IAT scale and
average Cumulative Grade point in Last Semester is -.179. There is also a -.343 correlation
between IAT scale and last semester grade point average of the students. This negative
relationship means that the more students are addicted to social media their academic

performance will be affected accordingly.
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The Pearson’s r for the correlation between daily time spent for using social media and
grade point average in last semester is -.242. This also indicates that the more time students are
spending on social media, the more their academic performance will be negatively affected. The
time wise and addiction related effects of social media support the perceived effect of social
media on academic performance, discussed in subtopic 4.7.4.1.

In order to determine the effect size of social media the researcher used commonly used
rule of thumbs. According to Cohen (1992), the effect size is small if the value of Pearson r
correlation (r) is around 0.10, medium if the value of r is around 0.30, large if the value of r is
around 0.50 and very large if the value of r is around 0.70 and above.

Based on Cohens' rule it is possible to conclude that the effect of internet addiction on
average Cumulative Grade point of students which is r = -179 is low. This indicates there are
also other factors affecting the students' academic performance. However, the effect of internet
addiction (r = -.343) is medium on the student's academic performance of the last semester. The
negative effect of the amount of time students are spending on social media ( r = -.242) is also
medium on their academic performance.

Multiple linear regression analysis was employed to predict students’ academic
performance (grade point average in last semester) from their Social media addiction level and
daily time spent on social media. As shown on Table 4.16 B each of the predictor variables are
statistically significant at p<0.05. Social media addiction level has even a statistically
significance at p<0.01 level. The model shows that the predictor variables, Social media
addiction level and Daily time spent on social media explain 10.3% of the variance on the
dependent variable, which is grade point average in last semester (see Table 4.16 A). This
indicates that social media is one of the contributing factors for decline in academic performance

of students. One can't expect social media to be the only predictor behind the academic
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performance difference of students. As the results from the multiple regression analysis
indicates social media is contributing to deterioration in the academic performance of students.
This is also in accordance with the students perceived effect of social media on their academic
performance.

Table 4.16 A Regression Analysis Model Summary

Adjusted Std. Error of
Model | R R Square | R Square | the Estimate

1 .320% .103 .097 .989

a. Predictors: (Constant), Social Media Addiction Level, Time
Spent for Using Social Media Daily

b. Dependent Variable: Grade Point Average in Last Semester
P<0.01 n=327

Table 4.16 B Regression Analysis Coefficients table

Unstandardized Standardized
Model Coefficients Coefficients
B Std. Error Beta Sig.
1 (Constant) 4.652 | .139 .000
Time Spent for Using | -.057 .026 -.132 .027
Social Media Daily
Social Media | -.257 .064 -.237 .000
Addiction Level
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Chapter Five
Summary of Findings, Conclusion and Recommendation

5.1. Summary of Findings

This study was conducted with the main objective of finding if Social Media addiction
prevails among the students of St. Mary's University and measure the level of the addiction. In
due process the research answer the following questions. What are the Social Media platforms
the students are using? Why are they using the Social Media platforms for? Are the students
addicted to social media? and what is the level of their addiction? Is there a difference between
Male and Female students in their use of social media?, Is there a difference between the social
media usage of different age groups? The study also assesses if social media is affecting
academic performance of the students.

The study which was founded on Uses and gratification and Media dependency theories
used survey as a means of data collection. Representative samples were selected from the
population with stratified random sampling. Accordingly, 327 students were selected from
different departments and batches, among which 53% were Male and 47% Female students.

The findings of the study showed that Mobile Data Service of Ethio-Telecom is the
primary means of connection to the World Wide Web for 90% of the respondents. The rest of the
students access the internet through Wi-Fi and going to internet cafe. 9.5% of the students said
that they use Free Wi-Fi to access the internet while only 0.6 go to internet cafe for the same
purpose. Mobile data/Internet service was reported to be the main telecom service which
consumes much of the students monthly mobile card expense.

The study also found out that students use different social media platforms among which
Telegram is the most popular one being used by 97% of the respondents, and followed by

Facebook which is being used by as many as 87% of the students of St. Mary's University.
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Viber, Instagram, YouTube, WhatsApp, Imo and Twitter are also among the social media
platforms being used by the students of St. Mary's University.

Regarding the frequency of usage, 59.3% of the students use social media daily, and the
rest of the students use social media from one up to six days a week. The research also reveals
37% of the students of St. Mary's university students use social media for more than four hours
every day. 27% of these students spend more than 7 hours daily on social media.

Chatting, Connecting with Friends and entertainment were found out to be the main
motives behind the use social media. 88.7% of the students are using social media to Chat with
others online 76.5% of the respondents reported that they are using social media to connect with
Friends, 70% of the students are using it for entertainment, 45.9% for meeting new people,
45.6% for posting photo, 45% for Flirting, 44.3% for connecting with Families or relatives.
Watching pornography was also mentioned to be a purpose behind the use of social media for
11% of the students (See Figure 4.15). However, a statistically significant relationship was only
found between gender and using social media for playing game, X? (1, N= 327 )= 5.04, p< 0.05.
Male students were found to be more likely to use social media for the purpose of playing online
games than their Female counterparts.

The research also revealed that 9.5% the respondents are severely addicted to social
media. 30.2% of the students are also in a moderate level of social media addiction. This
indicates that social media addiction prevails among the students of St. Mary's University. 81%
of the students who are severely addicted spend more than 5 hours daily on social media.

However, there was no statistically significant difference based on the analysis made on
gender and age. The research indicates that Social media addiction is independent of gender and
age. Nevertheless, a statistically significant negative correlation was found between batch of the

students and social media addiction.
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The use of social media is also found out to have a negative relationship with students
academic performance. The overall perceived negative effect of social media on academic
performance is high for 70.6% of the moderately addicted students, and for all of the severely
addicted students. The effect of social media on students academic performance was also
confirmed through the use of Pearson's correlation coefficient.

The Pearson’s r for the correlation between IAT scale and last semester grade point
average of the students was found out to be -.343. This negative relationship means that the
more students are addicted to social media their academic performance will be negatively
affected. The Pearson’s r for the correlation between daily time spent for using social media and
grade point average in last semester is -.242. This also indicates that the more time students are
spending on social media their academic performance is negatively affected. The time wise and
addiction related effects of social media support the students perceived effect of social media on
academic performance. While discussing the effects of internet addiction Young (1998) indicated
interference with addicts’ academic performance as one of the negative outcomes. Hence, this
study also proves that social media addiction is negatively affecting academic performance of the

students.
5.2. Conclusion

Every technology has its own blessings. That is also true for social media. However, the
way people are using any kind of technological output determines its' outcome. That is what this
study affirms. Social media addiction is a growing concern in the world as the users of different
social media platforms is being counted in hundreds of millions and billions.

Internet addiction get to the level of being a major national concern in China, South
Korea, and Taiwan. "China opened the first inpatient treatment center in 2006, and South Korea

has more than 140 Internet addiction treatment recovery centers™ (Young & Abreu, 2011. pp. 14-
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15). Social media is part of the internet and can be seen as another form of internet related
addiction.

The number of social media users in Ethiopia might not be as big as other countries like
China , South Korea and Tiwan. However, it is growing and will be counted in tens of millions
as more people get access to the internet. The research reveals that the issue of social media
addiction is here among, the significant portion of the productive age group, university students.
Social media addiction prevails with its' negative effect on academic performance and other
related behaviors of Excessive use, Salience, Neglecting Work and Social life. This is a clear
indication for the need to deal with all the negative effects of social media usage before it gets to
the level of being a national headache. Therefore, the findings of this research set the alarm.

5.3. Recommendation

The results of this study has several implication. 37% of the students spend more than
four hours on social media every day. The daily time spent on social media is even higher among
the moderately and severely addicted students. This indicates that the students are wasting
significant portion of their days on social media. A time which could otherwise be used for more
productive and meaningful tasks in the students life is being wasted on social media.

The research also indicated that, the time spent on social media and the subsequent social
media addiction has its own negative effect on the students' academic performance. Even though,
the effects of social media addiction on students academic performance is not at a critical level,
the outcomes of this study justify the need to focus on the issue before it gets worse.

Therefore,

1) Early intervention should be given due attention by stakeholders engaged in human

development among this key part of the population. Prevention is always better than cure.
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2) Parents has to play an important role in limiting the amount of time their young
children are spending on social media.

3) Instructors could also contribute in creating awareness among their students about the
advantages and disadvantages of social media.

4) The university has to work on creating or promoting more meaningful pages on social
media to create a positive engagement of students with social media.

5) Mobilizing students in fruitful use of social media should be an integral part of the
teaching learning process. Productive use of social media still worth it as long as the students are
not consumed by it.

6) The study indicates that Telegram, Facebook, Viber, and YouTube are the most
popular social media platforms among the students of St. Mary's university. Therefore, actors of
the education, health and the economy sectors could use these platforms to reach students with
their communication campaigns.

7) Finally, it is also recommended that upcoming researches has to focus in deeper and

wider inquiry on the use of social media among the youth nationwide.
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ADDIS ABABA UNIVERSITY
SCHOOL OF JOURNALISM AND COMMUNICATION

Dear Student,

| am Befekadu Beyene, an MA students of Journalism & Communication in Addis
Ababa University. | am conducting a survey on Social media usage pattern and its implications
on academic performance. Social media is an online platform which build interaction among
people in which they create, share or exchange information and ideas over the internet. Websites
and mobile applications like Facebook, Twitter, Imo, Telegram, Viber, WhatsApp, Instagram,
Linkedin, YouTube, Skype, We Chat etc are considered to be Social media.

You have been randomly selected as one of the participants in this survey. The data you
provide will be used exclusively for my master’s thesis. Your responses to the questions below
shall be strictly kept confidential and managed with utmost ethical care. I alone will have access
to the data, for which the overall result will later be presented to my thesis advisor and
examiners only for academic purpose. There is no special interest in individual persons, hence
you will not be asked to write down your name or student ID number. Should you feel
uncomfortable you can stop your participation in this survey at any point.

Please, DO NOT write your name or ID Number.
Thank you in advance your time and participation in this survey!
Section One Respondent background & Exposure to internet
1. Age

2. Gender MaleQO FemaleO

3. Department

4. What year are you in school? 1stO 2nd O 3rd O 4thO

5. How much is your average pocket money per month? birr

6. What is your Grade point average in the last semester?

a) Lessthan 1.0 O d) 251-3.00
b) 1.01-2.0 O e) 3.01-350
c) 2.01-25 0O f) 3.51-4.00O
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10.

11.

12.

13.

14.

15.

What is your Cumulative grade point average?

a) Lessthan 1.0 O d 251-3.00
b) 1.01-20 O &) 301350
¢) 20125 O f) 351400

Mostly how do you get access to internet?
a, Mobile dataO b, Free Wi-FIiO ¢, Internet cafe O
If your answer for question 8 is (b) where do you get the free Wifi access from?
a. Campus O b, hotels, cafe & restaurants(O c. Others (please specify)
How much mobile card do use per month? birr
What consumes much of your monthly mobile card?
a. SMS services O b.Phone Call O c. Mobile Data/Internet O
For how many years have you been using internet?
1year O 3yearsO SyearsOO 7 yearsQO
2years O 4years O 6years O 8yearsO Over 8 yearsO
For how many years have you been using Social Media?
lyear©O  3yearsO S5yearsO 7yearsO
2years(O  4dyearsCO  6years O  8yearsO Over 8 yearsO

How often do you use Social Media within a week?

a. 1-2 days O c.5-6days O
b. 3-4 days O d. Everyday O
Which social media platforms do you use? (Tick in front of every platform you use?)
a. Imo O f. Linkedin-O
b. Telegram- O g. YouTube-O
c. Viber- O h. Twitter-O
d. WhatsApp(O i. Facebook
e. Instagram- j. Others (please specify)
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16. Among the social media platforms listed above which are your most favorite one's?
(Please write three social media platforms starting with your number one choice in order)

1St

2nd

3I’d

17. Why are you using social media platforms for? (You can select more than one purpose if

applicable)

a. Entertainment (To watch Music, Film &
different short videos)(O

b. Chatting O

c. Connecting with friends, O

d. Connecting with family & relatives O

e. Posting video O

f. Posting photo

g. Posting texts O

h. Meeting new people O

I. Playing Game O

j. Flirting O

k. Watching PornO

I. Others specify
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18. On average how much time do you spend on social media daily?

a.uptolhour O f.6 hours O

b. 2 hours O g. 7 hours O

c. 3 hours O h. 8 hours O

d. 4 hours O i. More than 8 hoursO
e. 5hours O

19. Overall, how satisfied are you with social media in what it does in providing you with the
things you are seeking?
a. Not satisfied O b. Satisfied (O c. Verysatisfied O
Section Two
On a scale from 0 to 5 please answer the following 20 questions about your social media
usage.
0 = Not Applicable 1 = Rarely 2 = Occasionally
3=Frequently 4=0ften 5= Always
Please write the appropriate number which best describes you next to each questions
below.
Remember Social media refers to websites and mobile applications like Facebook,
Twitter, Imo, Telegram, Viber, WhatsApp, Instagram, Linkedin, YouTube, Skype, We Chat etc.
1. How often do you find that you stay online using Social media longer than you
intended?
__2.How often do you neglect household chores to spend more time on social media?
____ 3. How often do you prefer the excitement of the Social Media to intimacy with your

partner?
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_____ 4. How often do you form new relationships with fellow social media users?
5. How often do others in your life complain to you about the amount of time you spend
using social media?
_____ 6. How often does your homework suffer because of the amount of time you spend using
social media?
_____7.How often do you check your social media accounts before something else you need to
do? (eg, Checking your Viber or Facebook for new messages )
____ 8. How often does your academic performance suffer because of the social media?
____ 9. How often do you become defensive or secretive when anyone asks you what you do
on Social media?
___10. How often do you block disturbing thoughts about your life with soothing thoughts of
the social media?
___11. How often do you find yourself anticipating when you open your social media
accounts?
___12. How often do you fear that life without social media would be boring, empty or
joyless?
___13. How often do you snap, yell, or act annoyed if someone bothers you while you social
media?
___14. How often do you lose sleep due to late night social media use? (eg, Chatting and
watching videos on YouTube)
__15. How often do you feel preoccupied with social media when not online, or fantasize

about being online?
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___16. How often do you find yourself saying "Just a few more minutes™ when you are using
social media?

__17.How often do you try to cut down on the amount of time you spend using social media
and fail?.

___18. How often do you try to hide how long you've been online on social media?

___19. How often do you choose to spend more time using social media over going out with
others?

___20. How often do you feel depressed, moody, or nervous when you are off-line, which

goes away once you are back on Social media?

Thank you!
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10.

1.

12.

13.

14.
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v) ho 03O a) 2.51-3.0 O
a) 1.01-20 O w) 3.01-3.5 O
) 2.01-2.5 O 4) 3.51-4.0 O

AmPAL AT ATLOTCET ATTNE O-mAvU/i O 102

v) ho 03t O a) 251-:3.0 O
A)roi-2.0 O w) 3.01-3.5 O
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The original Internet Addiction Test

Based upon the following five-point likert scale, select the response that best represents the

frequency of the behavior described in the following 20-item questionnaire.
0 = Not Applicable

1 = Rarely

2 = Occasionally

3 = Frequently
4 = Often
5 = Always

1.

2
3
4.
5

10.

11.

12.

13.

14.
15.

16.

How often do you find that you stay online longer than you intended?

How often do you neglect household chores to spend more time online?

How often do you prefer the excitement of the Internet to intimacy with your partner?
How often do you form new relationships with fellow online users?

How often do others in your life complain to you about the amount of time you spend
online?

How often do your grades or school work suffer because of the amount of time you spend
online?

How often do you check your e-mail before something else that you need to do?

How often does your job performance or productivity suffer because of the Internet?
How often do you become defensive or secretive when anyone asks you what you do
online?

How often do you block out disturbing thoughts about your life with soothing thoughts of
the Internet?

How often do you find yourself anticipating when you will go online again?

How often do you fear that life without the Internet would be boring, empty, and joyless?
How often do you snap, yell, or act annoyed if someone bothers you while you are
online?

How often do you lose sleep due to late-night log-ins?

How often do you feel preoccupied with the Internet when off-line, or fantasize about
being online?

How often do you find yourself saying “just a few more minutes” when online?
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17. How often do you try to cut down the amount of time you spend online and fail?

18. How often do you try to hide how long you’ve been online?

19. How often do you choose to spend more time online over going out with others?

20. How often do you feel depressed, moody, or nervous when you are off-line, which goes

away once you are back online?
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