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ABSTRACT 

Social media has overtaken the world by its advancement in technology enhancing the way 

people communicate with each other. The generation that has benefited the most and also been 

compromised by this are the “millennials”. This research explores why millennials are so fond 

of communicating through social media and if the factors that affect face to face 

communication also affect their online communication. It also examines whether or not social 

media has an impact on the behaviour of millennials. This research used explanatory study 

with correlational design. A self-selected sample of 209 participants between the age of 18 – 

35 completed the internet questionnaire. Results showed that the factors that influence 

interpersonal communication also impact online communication in social media. Also, that 

social media does impact the behaviour of millennials but in a positive way. In conclusion, 

social media undoubtedly is influenced by the factors and it impacts the behaviour of 

millennials and it would be very valuable if future research focused on the possible reasons for 

this.  
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INTRODUCTION 

Communication is central to human and society. In the words of Hybels and Weaver 

(2005:5): 

“It is not surprising that communication, and how to communicate, is so important to 

daily life that it has spawned an entire industry of books, articles, and seminars explaining how 

to do it better”. (Olawale, n.d.)  

Communication is integral, that it is entwined with everyday activities of human beings. 

Communication is pervasive, important and complex. Every aspect of people lives is in some 

way or the other affected by communicating with others. (Littlejohn and Foss, 2008) American 

College Dictionary defined communication as  

“the imparting or interchange of thoughts, opinions or information by speech, writing 

or signs”. 

Communication is a dynamic process. (Sabanci, 2016) It is mutual because each party 

influences the other. Communication dominates the use of internet. For majority of users it has 

created a positive social impact. Contacting neighbours, friends, participation in groups 

increases the level of social support for people, enhancing personal relationships, increasing 

self-esteem, commitments to social norms and communities, and their psychological and 

physical well-being. (Anita, 2008) 

COMMUNICATION  

Communication is defined as  

“a distinctive, ongoing, ever changing transactional form of human communication 

that involves mutual influence, usually for the purposes of relationship management”. 

(Flensburg, 2009)  
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Dyadic and small group communications are the subsets of interpersonal 

communication. Dyadic is a two person communication, the interactions that occur are face to 

face like an interview, a conversation between friends or family members. Brillhart and 

Galenes (1998) define small group communication as the interaction within a small group to 

achieve an interdependent goal. Examples of this are family groups, study or support groups.  

 

MODELS AND THEORIES OF COMMUNICATION 

The best way to look at complex relationships involved in communication are through 

the models of communication. Following is a review of the various models of communication.  

LINEAR MODEL OF COMMUNICATION 

Interpersonal communication is always two-way. (Hartley, 1993) The oldest and 

simplest model of communication is Linear Model of Communication also known as the 

“Aristotle model”. In 1990, Ellis & McClintock advocate that communication is a linear 

process where the sender transmits a message intentionally to the receiver. This model focuses 

on the message where the communication encounters and the sender. The sender is where the 

message originates from or the source of the message. The message can be categorised in verbal 

(spoken) or non-verbal (behaviour or gesture). The sender goes through the process of 

encoding.  

Ideas and emotions are turned into code and sent to the receiver. The receiver goes 

through the process of interpreting the message that was received. The factor that interferes 

with the channel of communication is called “noise”. There are two types of noises. Physical 

noise and Psychological noise. “Physical noise” is created by another human being interrupting 

during a conversation. “Psychological noise” is an internal stimulus that makes it difficult for 

the receiver to understand the message. (Littlejohn and Foss, 2008)  (“Types of communication 

model,” 2013)    
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INTERACTIONAL MODEL OF COMMUNICATION 

Interpersonal communication is not just about exchange of messages but also the 

creation and exchange of meaning. (Krauss and Fussell, n.d.)The interactional model of 

communication adds feedback to the components of the linear model. Adding the concept 

feedback to this model makes it a circle when the process of decoding starts the senders process 

of encoding. When the communication is verbal the role of the encoder or decoder can be 

interchangeable. For example, when the person is talking the receiver might not just break your 

code but also start coding the response for the message received. In the case of nonverbal, the 

message might already be on their way encoded already through facial expressions. 

Unfortunately, human behaviour is ambiguous, just about anything anyone says can be 

interpreted in many different ways. Biases such as the relationship between the sender and 

receiver can alter the understanding. (“3.2 Communication models – Introduction to 

Professional Communications,” n.d.) (Gholam Reza  Azari, n.d.) 

 

TRANSACTIONAL MODEL OF COMMUNICATION 

Transactional model of communication is called as the real world model of 

interpersonal communication where either the sender or the receiver are responsible for making 

the communication effective. They communicate in a cooperative fashion. The transactional 

model includes ongoing negotiation of meaning between two people from different culture, 

language and no common experience have a conversation. They take part in the interaction 

with their own field of experience. In every situation the field of experience is the frame of 

reference. When the individuals field of experience overlaps they tend to share things in 

common. (“Types of communication model,” 2013) 
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 THE ROSS MODEL OF COMMUNICATION 

The ross model of communication lays the foundation for the most common type of 

communication called “interpersonal communication” (Littlejohn and Foss, 2008) The Ross 

Model integrates components of the situation. Things such as the reason the interaction takes 

place, mood – the feelings at the moment of the conversation, context being the framework in 

which the situation fits and psychological climate. An impersonal psychological climate would 

hinder not helping the communication.  

In the Ross Communication Model, the sender, from their storehouse of knowledge 

chooses experiences to communicate the message to the receiver. The receiver in turn decodes 

the message using their own experiences and storehouse of knowledge. (Dohen et al., 2010)  

Having reviewed the various models of communication, it is of vital importance to examine 

the factors that influence it.  

FACTORS THAT INFLUENCE INTERPERSONAL COMMUNICATION 

Interpersonal communication always has two people in varying roles and relationships 

involved. Cyr (2015) advocates that people should communicate with each other to enhance 

personal relationships increasing the degree of trust, prepare the person to be open about their 

feelings. (Gholam Reza  Azari, n.d.) (Cyr et al., 2015) The seminal work of Hartley (1993) 

clearly identifies the factors that influence communication. (Hartley, 1993) Following is a 

review of the factors that influence communication, 

 

 THE PROCESS AND TIME: 

Interpersonal communication is a process that is ongoing than a series of events that 

has happened. If a sender gives a message today, it will be interpreted based on what the person 

told you in the past or what is expected of them to say. People always take into account the 
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history of the relationship between them which affects how they interpret the message received 

in the moment. (Hartley, 1993, page no - 13) 

 

 PLACE AND RITUAL:  

The place we are in often affects the conversation that we are having or that we are 

inclined to have. Most people’s communication is influenced by the place and ritual alone. 

People often tend to whisper and change their body language according to the place they are 

in. Examples of such behavioural and communicational changes can be inferred from 

weddings, funerals, graduations. They are important events that influence interpersonal 

communication. A part of the influence comes from the purpose where the communication 

between human beings are somehow different. (Hartley, 1993)  

 

PURPOSE:  

In certain settings, the purpose of the conversation becomes more important than the 

place it impacts interpersonal communication on a higher level. Social gatherings are an 

example where people get together just for sheer fun, joy and fellowship. Many discussions 

occur at the same time where there is no pattern in the communication agenda. If one topic or 

a discussion is boring or tiresome, another person would start a completely different topic.  

Ventilation is another purpose where human beings interact to share and unload 

grievances and express locked up feelings to unwind. In that situation, people usually look for 

someone who would rather receive the message than counteract for every detail shared.  

Seeking help and information is a category where humans look for someone to 

respond, get information, support and reinforcement. At times, there are situations where 

humans seek someone to play a therapeutic role supporting them emotionally where the 
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receiver wouldn’t be able to judge if the other just wants to listen but does not want to get 

involved.  

Bargaining is another completely different purpose that influences interpersonal 

communication which intends to work out the difference between the sender and the receiver. 

When there are honest differences of opinions then the purpose of bargaining becomes evident. 

At times, in a subtle way either by accident or design.  

Evaluation is about giving feedback. If the person is in a particular position to give 

feedback then its natural but when the person intentionally gives free advice without a purpose, 

its entirely different. When the purpose is to give feedback then, a person must strive to be in 

his or her constructive and sensitive self. (Krauss and Fussell, n.d.) (Hartley, 1993, page no - 

12) 

INTERNET  

Internet is referred to  

“as the electronic network of networks that links people and information through 

computers and other digital devices allowing interpersonal communication and retrieval of 

information. (DiMaggio et al., 2001)  

The internet emerged in 1982 and gained global reach in the 1990’s. In 1991, Sproul & 

Kiesler posited that the role of the internet would become pervasive to communication from 

the time of mainframe computers to the present, it has been used for interpersonal 

communication the most. The internet permits social contacts across time, distance and 

personal circumstances it allows people to connect with distant as well as local family and 

friends, with co-workers with business contacts, and with strangers who share similar interests. 

Broad social access could increase people’s social involvement, as the telephone did in an 

earlier time (“ Connections,” n.d.) It also facilitates new relationships, social identity and 
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commitment, participation in groups and organisations by distant or marginal members. (Chan 

and Cheng, 2004)  

Putnam (1995) wrote an influential article in which he documented a broad decline over 

the past thirty years in the civic engagement and participation of social events by people in the 

United States. (Kraut et al., 1998) Prior research suggests that internet use influences the 

interpersonal communication that people engage in. Most of the researches shows people 

connecting online primarily with people who they are connected offline through friends and 

family maintaining strong social ties and using their online communication to supplements 

their offline communication. (Campbell and Park, 2008)  

However, other researchers suggests that the communicating online is less valuable 

than face to face communication, because it gradually increases the insensitivity to distance 

and the proximity towards connecting with strangers. Kraut and Burke (1997) conducted a 

research where families and high school students were given internet access. Their web and 

internet usage was monitored for three years. Key results indicated people used the internet 

even though their depression increased and their social contact decreased. (Kraut and Burke, 

2015) 

IMPACT OF THE INTERNET IN INTERPERSONAL COMMUNICATION 

The filter model of Computer Mediated Communication is a good example of Sproull 

and Kieslers (2007) approach where the computer mediated communication system constricts 

the bandwidth of the social communication in comparison to the face to face communication 

settings that includes important non-verbal features of speech. (Antheunis et al., 2007) This 

proved to have a deindividuating effect on people’s behaviour where they became more self-

centred and less social. Spearse et al (2002) contradicts this model. They include the social 

sciences aspect of the internet where, personal goals and needs are the sole determinants of the 

outcome of the communication involved. (Bargh and McKenna, 2004)  
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The major platform that exists for the purpose of communication on the internet are social 

networking sites.  

SOCIAL MEDIA 

Humans are social creatures with a universal need to connect with each other. (Collin 

et al., 2011) Recent advances in technology has enabled billions of people around the world to 

fulfil this need through the use of social media. (Przybylski and Weinstein, 2013) Engagement 

through social networking has become mainstream. The changing nature of communication 

raises questions on the impact this has on real life. Social networking are the web-based 

services  developed using technology that are used for communication. It has many different 

forms such as blogs and microblogging, wikis, podcasts, pictures and videos, social 

bookmarking and networking. (Collin et al., 2011) This form of communication involves a 

single person or a group. It is a superset beyond communication. (Baruah, 2012) Social 

networking sites are defined  

“as web-based services that facilitate individuals to build a public or a semi-public 

profile within a bounded system” (Kraut et al., 1998)  

They also articulate a list of the users who people can share a connection with. They 

can traverse a list of connections of their own profiles and that of others that are connected 

within the  system. (Boyd and Ellison, 2007) Each social networking site has its own nature 

and nomenclature of working. Due to the internet’s constantly evolving nature as a technology 

mechanism and communication agent, internet technologies have become helpful in supporting 

relationships and communities that are proximally or geographically distant. The internet is 

therefore a useful tool in the maintenance of a social network.  

The two terms “social networking” and “social networking sites” are used 

interchangeably appearing in public disclosure (Kaplan and Haenlein, 2012). At times the word 
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“networking” is chosen not to be employed because of the scope and emphasis. “Networking” 

acts as catalyst to create the relationships, often between strangers. Whilst, networking is 

predominant on these sites it is not what differentiates from other computer mediated 

communication systems nor the primary practice for any of them. (Boyd and Ellison, 2007) 

Social networking sites have achieved an undeniable popularity. They facilitate a high 

degree of user personalization and intercommunication. Although every social media site share 

familiar technological characteristics, their emergence is differentiated around the cultures they 

were formed by. When we think of social media all that comes to mind would be “Facebook” 

or “twitter” but it goes a long way before that. China, Greece and ancient Egypt used to 

communicate using smoke signals by day and beacon fires by night. Iran laid the seeds for the 

development of social media in the year 550 BC when the postal system was established. The 

evolution of social media can be seen below, (Baruah, 2012, page 3) 

 

Figure 1: Evolution of Social Media 
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According to Global Media Research Summary (2019) 7.676 billion people use the 

internet every day in which 3.484 billion people are active social media users and 3.256 billion 

people are mobile social media users. Facebook, Instagram, Twitter, Snapchat and LinkedIn 

are the most used social media sites. The main content reviewed is the engagement and age 

group of the people using these social media sites. The below graph represents of the users that 

use social media to communicate with each other. (“Global Social Media Research Summary 

2019,” 2019) In a study conducted by Ellison, Heino and Gibbs (2006), they found that 

participants use social media for an average of at least an hour.  

 

Nowadays even iPhones have a technology that can assess the screen time that is used. 

It is found that a millennial uses an average of two hours with social networking sites per day. 

Even though the literature about social media is in its infancy, most researchers suggest that 

their major foci is the existence of relationships online. Social networking sites are widely used 

to seek information about potential relationship partners, establish individual or multiple 

relationships, administer relationships and interpersonal impressions and constitute 

metacommunication. (Baruah, 2012) 

All the social networking sites consist of a visible personal profile that displays an 

accentuated list of friends whom are also registered users of the system. Each users site is 

unique. Many individuals articulate their being or personalities through their profiles. When an 

individual joins they are asked to answer various questions. Through the answers to these 

questions a profile is generated. The profile usually includes descriptors such as age, interests, 

location and information about the individual, such as likes and dislikes.  

Furthermore, most sites allow and encourage individuals to upload a photograph of 

themselves. (Boyd and Ellison, 2007) After an individual has joined a social networking site, 
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users identify others in the system with whom they share a relationship. In this manner they 

begin building their friends or contacts list. The so-called “friending” process entails an 

individual inviting someone to be his or her friend. The invitee then accepts the invitation and 

is added to the “friend list.” This list is then used to link to the profiles of other individuals on 

the list. Users can then leave messages on these profiles and communicate through other means, 

such as video or photo sharing. The visibility of profiles varies from site to site and from user 

to user. An individual user must be given permission to view another user’s profile. (Bright et 

al., 2015)  

BENEFITS OF SOCIAL MEDIA 

The major benefits of social media can be deduced as the following,  

 As a communication tool to share ideas: the social networking sites that are web based 

enable people who share similar interests in economics, politics and environmental 

activities across geographical borders. Even lecturers and teachers create focus groups 

and chat rooms to enable discussions, post assignments and tests assisting students to 

engage in various topics.  

 Is a source of information bridging communication gap: Various social media sites 

generate content on different topics every day which can be downloaded and used.  It 

also bridges the distance between people who are far from each other geographically 

but helps to build communities virtually based on their shared interests. Because of this 

content sharing and interaction of users have become more efficient and easier. 

 Social media is also an important customer interaction and marketing tool: Almost 

every firm and organisation globally user social media to commercialize their product 

or service in the digital world. They also resort to giving the users opportunities of 

reviewing their services and giving suggestions which assists them in generating ideas 
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for the future which is an excellent strategy for customer interaction, feedback and 

support.  

 It is cost effective and less time consuming: Most of the social media websites are free 

which makes it cost effective for both personal and professional use. Unlike any other 

media tool, one has to pay for posting a content where social media also allows them 

to target the specific customer they only need and publish them.  

CAVEATS OF SOCIAL MEDIA  

Even though social media is an interesting and intriguing development in technology that has 

proved as a massive advancement in communication, it still has some disadvantages that are 

discussed below. 

 Infringement of privacy: Social media is a huge part of people’s life to keep in touch 

with their family and friends on a daily basis. Privacy becomes a huge problem when 

users are targeted based on their age, location etc that leads to kidnap or murder. There 

might erupt problems of cyber stalking, harassments and scams online that would affect 

the younger generation. 

 Deterioration of family ties: When the person gets hooked and addicted to social media 

sites then there is a breakdown in family ties because the generation prefers to discuss 

their concerns with peers than family or close relatives. Thus, in the long run using 

social media might create a space between close knitted families.  

 Reduction in productivity of work:  Employees might waste time by using social media 

frequently that would reduce the work productivity in organisations.  

 The impersonal face of social media:  Face to face conversations with customers are 

still preferred over social media that can never be replaced by it. When there is an 

automated message via social media the consumers would tend to think that the 
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organisation or people did not have time to look at their message and it weakens the 

personal connection. (Baruah, 2012, page 9) 

MILLENNIALS 

Prensky (2001) posits that  

 “In what has become a common parlance, the people in Generation Y can be called as 

“Digital natives” rather than “Digital Immigrants”.  

Bolton et al (2013) clearly analysed the behaviour of millennials on social media. In 

this paper he broadly defines “Generation Y” or “Millennials” as all the people born in between 

1981 to 1999 regardless of the differences. Millennials are the first generation to have spent 

their entire lives in the digital environment having information technology affect how they live 

and work. Researchers are interested in the social media usage of Generation Y because it is a 

harbinger of how people will behave in the future. These explanations allow us to examine the 

differences of social media usage among the members of Generation Y living among different 

contexts and diversities. The broad-brush description of millennials is that they are members 

who grew up with computers and mastered the art of using it for many aspects of their lives, 

mainly “communication”. Palfrey and Gasser (2008) say that  

“the basic need to interact with everyone is the key reason for the social media usage 

of millennials” (Palfrey and Gasser, 2008)  

Despite the similarities that prevail over time, there are individual and environmental 

factors that influence the social media usage of millennials. Environmental factors are  

- Economic environment: The economic condition of the country such as confidence 

of the consumers and employment opportunities. Castells et al (2004) posits 

“Digital divide” is quite profound due to the inequalities on the basis of education, 

income, occupation, social cause and neighbourhood.  
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- Technological environment: The investments and government policies in 

technology can inadvertently affect the social media use.  

- Cultural environment: The cultural environment is based on existing social 

relationships as “individualistic” or “collectivistic” 

- Legal environment: the government policies and rules affect the use of social media 

in various countries.  

The “Individual-level factors” are economic conditions, personal values, preferences, 

age and lifecycle play an important role in shaping the social media use of millennials. The 

socio-economic status of millennials that is reflected by the education, income and markers of 

societal standing. For example, low skill levels are developed because of low levels of 

education that emphasizes entertainment than information. The stable factors aside, a person’s 

individual goals, emotions, norms and identity can also influence the usage. (Bolton et al., 

2013)  

Aside from the stable factors there are four broad categories of individual motivations 

that influence social media usage which are information, personal identity, integration and 

social interaction and entertainment. (Shao, 2009)  

CONCLUSION 

Communication has become a vital part of building and maintaining relationships. 

Computer mediated communication through social media is widely spread and trends in 

research has provided different integrative principles at different circumstances. But it has also 

been recognized at times media surpasses interpersonal communication levels, facilitating 

communication over the internet in social media through computers or mobile phones. 

(Walther, 1996) (Graham et al., 1993)  
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Older generations have always been worried about the impact that technology will have 

on our lives. In the years, 1960-70 they expressed concerns about excessive television watching 

but the argument always went “we watched a lot of tv but we turned out fine”. When it comes 

to social networking, technology started creating false relationship replacing real social 

relationships in the community. It has been argued that when taking a first glance the concern 

about Internet and cell phone has been misplaced because these technologies connect people 

than isolating them at home like television does. But, Rosen and Turkle (2012) counter the 

statement saying social media and other technologies isolate people even more as they interact 

through screens they slowly lose their ability to interact with each other. (Twenge, 2013) 

Drago (2015) postulated that social media has become integral part of the way people 

want to communicate to one another through face to face communication. Due to this 

expeditious increase people fear that many individuals might get too immersed in this digital 

world and drift away from reality. William Powers once said during his weekly detox that  

“I do not know who I am with the Internet gone” but after time passed by it hardened 

into being a habit and people started realising there actually might be a lot that can be gained 

from it. (Drago, n.d.) 

 CURRENT INVESTIGATION 

As the literature review has shown, the aim of this research is to explore the influence of 

social media on the online communication of millennials and their face to face to 

communication. This study intends to identify if the factors influencing interpersonal 

communication also influences the online communication of millennials in social media. This 

research also examines how social media has the ability to connect or disconnect people from 

each other.  Bargh and McKenna, (2004) advocate that social media has been placed in its 

historical context. But the effects of internet usage are determined by the following: 
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 The users psychological well-being 

 Maintenance and formation of their personal relationships.  

 Involvement in groups,  

 How they shape their social identity, in their workplace and involvement in the 

community.  

There have been no studies that offers insights that internet shapes behaviour or how it 

influences our communication face to face.  

 

Objective 1: To discover if the factors that influence interpersonal communication impacts 

online communication  

Rationale: Trevino & Lengel (1992) insists the main reason that face to face communication 

remains the most important is because of two reasons. Mainly, physically being close brings 

out the senses: smell, sound, sight and touch. The content of messages that can be expressed 

vocally are the outcomes of rational thoughts. The content expresses feelings in terms how it 

is said and what is said. The more important factor is that cues such as body gestures and facial 

expressions are brought into the fray.  

Being near to people permits touching and also smelling. These have been proven to be 

important clues of communication which is advocated to be the richest of out communication 

media. Speed is also involved where information is instantaneously received resulting in any 

response. The responses contribute to where the problems can be dealt with. They are best 

addressed so that the knowledge is contained in the minds of people who work to find solutions.  

 

Objective 2: To discover how social media influences the behaviour of millennials. 

Rationale: Social media is a mass medium and its interactive. People almost communicate 

instantaneously across very large distances. It has resulted in addiction for the users surfing 
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hours and hours in a day when they are away from their family and friends. This resulted in 

depression and longingness for the user, that further weakens neighbourhood ties. 

Dispassionate and hard-nosed observers of the internet suggest that social media changes 

private, social, cultural, economic, political and every aspect of life. The social changes that 

the internet brings to every individual is expected to be much more extensive than previously 

thought.  

HYPOTHESES 

The first hypothesis (H1) proposes that “The process of communication influences on 

online communication of millennials”.  

The second hypothesis (H2) proposes that “The time taken to communicate influences 

online communication of millennials”. 

The third hypothesis (H3) proposes that “The place they are in during communicating 

impacts online communication of millennials”. 

The fourth hypothesis (H4) propose that “The ritual they are communicating about 

influences the online communication of millennials”. 

The fifth hypothesis (H5) propose that “The purpose they are communicating for 

influences the online communication of millennials”. 

 The sixth hypothesis (H6) proposes that there will be significant correlation between 

social media usage and (a) the user’s psychological well-being, (b) maintenance and formation 

of their personal relationships. (c) Involvement in groups and (d) How they shape their social 

identity, in their workplace and involvement in the community.  
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 RESEARCH METHODOLOGY 

INTRODUCTION 

Research methodology is an efficient way to solve research problems by formulating 

an entire strategy to achieve the objective. It can be identified by the subject that is being 

studied and the nature of the question in research. Research methodology is a tool that is used 

to determine the answer of the research question.   

Research methodology is defined as the supposition of how a research should be 

undertaken. (Saunders et al., 2009) It is essential to have comprehended the methodology as it 

helps to simplify the decision made while conducting the research that is undertaken. Data is 

collected during the research from various sources to combine and document the outcomes.  

Research involves a step-by-step method of collecting information and data to 

determine the results through the research. This allows the researcher to collect all the 

information required for the research to answer the research question. (Kumar, 2014) Before 

deciding the research design – qualitative or quantitative, there should be a thorough 

examination of the topic and research question to conclude the most doable approach to be 

carried.  

Thus, undertaking the most appropriate and best methodology for the data is crucial for 

the outcomes of the research. This creates a window of opportunity for the researcher to use 

precise and reliable data for the analysis. Finally, the data collected will be analysed for a 

thorough understanding if the factors of communication influence the communication of 

millennials in social media and their behaviour. This research aims to find if the factors that 

influence face to face communication also influence millennials when they communicate 

online through social media and if social media also influences their behaviour online.  
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Therefore, this chapter involves providing an overview of the research methodology 

that will be followed in carrying out the research. This includes the research designs, data 

collection and the complete approach for analysing the data for the research. 

 

 

Figure 2: The Research Onion 

RESEARCH DESIGN  

Research design is the general plan of how the researcher will answer the questions in 

research. This will contain the clear objectives derived from the research question(s), the 

sources form which and how the data will be collected and the data analysis and finally the 

ethical issues and constrains involved in conducting this research. Kerlinger (1986) defines the 

above as 

 “A research design is a plan, structure and strategy of investigation so conceived as to 

obtain answers to research questions and problems. The plan is the complete scheme or 
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program of the research. It includes an outline of what the investigator will do from wiring the 

hypothesis and their operational implications to the final analysis of the data.” (Kumar, 2014) 

 An explanatory study is used particularly if the researcher wishes to establish a causal 

relationship between variables. Explanatory studies emphasize to study a situation or a problem 

to explain the relationship between the variables. . The researcher aims to find if social media 

has taken over the process of face to face communication. And if the factors that impact face 

to face communication also impact communication through social media.  

 The researcher is also conducting an evaluative study about social where, if 

communicating through social media has a positive impact on the online behaviour of 

millennials. (Mark Saunders, 2016) The questions asked mostly are to analyse the effectiveness 

where comparisons have been made regarding situations and a particular group of people i.e., 

millennials.   

 Nonetheless, a descriptive method of study has been adopted when the data is being 

analysed and processed. The researcher is a student at Dublin business school and the research 

population are “millennials generation” who belong in the age group of 18-35. This research 

is conducted on a quantitative basis conducting a questionnaire and the findings will analyse 

the impact of the factors and social media in the online behaviour.  

RESEARCH PHILOSOPHY 

Saunders (2016) projected five layers when he introduced the onion theory. The first 

inner layer of the research onion narrates the research philosophy which is imparting 

knowledge and the disposition of that knowledge. (Saunders et al., 2009, p107)  

The research philosophy elucidates the view we have on the world. Thus, these 

conjectures will highlight the strategy and methods chosen. There are 6 different types of 

philosophy, namely, positivism, realism, pragmatism, objectivism, interpretivism and 
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subjectivism. (Saunders et al., 2009) However, all these philosophies are based on the 

foundation of three dimensions namely Ontology, Epistemology and Axiology.  

 Taking into consideration the nature of the research it helps to be mindful about the 

research approach. The researcher intends to find the most credible and veracious source of 

information for the conclusions to be drawn. Burrell and Morgan (1979) Epistemology deals 

with the presumptions about knowledge, what complies admissible and logical knowledge and 

how that knowledge is conveyed to others. The researcher adopts the epistemology approach 

because relevance of epistemology is always more obvious and the different types of 

knowledge gathered from numerical to textual and visual data, facts turned to interpretations 

can be considered legitimate. (Saunders et al., 2009, p127)  

The assumption based on the epistemological approach for the study if the factors 

influence communication in social media is observable and an phenomena like where social 

media is a multiple entity in a social world where data is analysed through measurable facts. 

(Saunders et al., 2009, p129) The research involves a set of observable and measurable facts 

that is like a phenomena. Since this involves the analysis of a set of concepts and findings in a 

similar field, this will also help us to identify the relationship and the properties within the 

existing research. 

Therefore in order to obtain the most substantial data in regard to the influence of social 

media, a positive approach would be most suited. The researcher focuses on positivism because 

it provides observable and measurable facts and it is typically deductive, structured and 

quantitative methods of analysis can be used to analyse a range of data. The main goal of the 

researcher is to analyse the statistical data. (Saunders et al., 2009, pg 136)  



 29 

RESEARCH APPROACH AND STRATEGY 

Research approach and strategy forms the second layer of the onion theory consisting 

of two approaches inductive and deductive. The researcher has chosen survey methods as the 

research strategy falling under non experimental designs. (Creswell, 2018)  

Fowler (2008) explains that  

“surveys provide a quantitative or numeric description of trends attitudes or opinions 

of a population by studying a sample of that population. It includes cross sectional and 

longitudinal studies using questionnaires for data collection with the intent of generalizing 

from a sample to a population.”  

Blumberg (2005) stated that for the deductive implications are conclusive , i.e., the 

conclusion must be drawn from the given reason. Survey methods often use questionnaire 

because they are more convenient for people to understand. Using the survey method gives the 

researcher more control of the research process and the data collected using surveys is far-

fetched as the data collected by other strategies. (Saunders et al., 2009, pg 182) 

The researcher conducted the survey with a questionnaire to a particular group of 

people belonging to the millennial category. This facilitates the researcher to have a broad 

spectrum of understanding about the social media communication of millennials, if the factors 

influence them and understanding of the online behaviour and if social media influences their 

online behaviour.  

DATA COLLECTION 

When a research is conducted the two major forms of data collected are  Primary data 

and Secondary data, both of which are widely used. To achieve the precise and credible results, 

the researcher has undertaken various data collection methods. Primary data collection methods 

include surveys and interviews to collect the requisite data of the research. On the other hand, 
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secondary data can be collected through documents such as government publications, census, 

previous researches, client history and service records. No data collection method provides 100 

percent accurate data, but the quality of data is dependent on each method used.  (Kumar, 2014, 

pp. 171-172) 

Primary data collection will be deployed in this research as it helps to gather 

information from real time respondents. It can be collected using qualitative data or quantitative 

date. There are researchers who also use mixed methods. Qualitative methods of data collection 

are advantageous in times where the respondents are limited where the data generated is non-

numeric through the technique of interviews. Whereas, quantitative data collection is more 

effective when the researcher needs to collect data from higher number of respondents. Then 

common tools used in quantitative data collection are questionnaires and data analysis is 

constituted using statistics and graphs (Saunders et al., 2009, pg 151)  

The questionnaire method is a written list of questions, having then answers recorded 

by the respondents. The questionnaire is formed from the literature studied by the researcher. 

The questionnaire must be easy and clear to understand as the researcher would not be present 

to explain the questions. There are various types of questionnaires like the mailed 

questionnaire, collective administration, online questionnaire and administration in a public 

space. For the most convenient and easiest way the researcher has used an “online 

questionnaire”.  

The online questionnaire is developed using a program and posting with on a website 

and providing a link where the respondents can access it and respond. The collected data can 

also be analysed with appropriate programs. (Kumar, 2014, pp. 178 - 180) Finally, the use of 

survey strategy through the questionnaire is inexpensive and the quickest way to collect 

responses considering the timeline for the research as compared to conducting interviews 

which requires time and investment.  



 31 

QUESTIONNAIRE DESIGN 

De Vaus defines  

“A Questionnaire is an instrument used in methods of data collection when each 

respondent has been asked to answer the same set of questions in a predetermined order”  

 The questionnaire for this research has been designed systematically assessing the 

validity and tested for reliability ensuring the participants received the same set of questions. 

The questionnaire was also pretested for efficiency and the time taken for the respondents to 

answer the questions. Using a questionnaire also has some merits and demerits that are 

discussed below.  

ADVANTAGES OF THE QUESTIONNAIRE 

The foremost advantage of the questionnaire of an online questionnaire is the cost 

benefit. It facilitates to gather relatively a very large amount of data in a very short period of 

time. Nonetheless, when conducting a research on a large scale it is highly effective. Kumar 

(2014) also says the other advantage of using an online questionnaire is the anonymity it gives. 

Since the researcher and respondent do not meet face to face it gives great anonymity. Also, in 

certain situations when sensitive questions are asked it increases the likelihood of getting 

accurate responses. (Kumar, 2014)  

 Adding on, the data gathered is quantifiable through online resources and software 

packages. The use of questionnaire also gives credibility to the data gathered as the respondents 

answer only from a set of particular responses given. Positivist approach believe that the use 

of questionnaire is the most viable which can be used to create new theories or test the existing 

hypothesis.  
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DISADVANTAGES OF THE QUESTIONNAIRE 

The prevalence of a particular disadvantage is dependent on may factors. In the case of 

questionnaires there it is hard to determine whether the answer provided by respondents are 

true or not. It has a low application rate where only a limited population that can read and write. 

Questionnaires also have the disadvantage of low response rate. Even if a tenth of the 

population does not return the questionnaire it affects the sample size. The other actors are the 

interest of the sample, layout and length of the questionnaire, a quality letter explaining then 

purpose and relevance of the study. (Kumar, 2014) 

QUESTIONNAIRE EXPLAINED  

The researcher has used an online software named Google forms to design and execute 

the questionnaire. The questionnaire was structured by retaining the aim and objectives of the 

research in consideration. The questions were aligned to gather the information pertinent to the 

research. It was an organized approach where all participant received the same set of 

questionnaires. The questionnaire was drawn up to understand and study about the influence 

of personal communication factors affecting social media communication.  

The questionnaire was divided into six sections where the first three sections explained 

about the study and getting the consent of the participants. The third section of the 

questionnaire collected demographic details of the participants because the respondents must 

belong to the age group of 18 years to 35 years because this research is conducted on 

millennials. Then the profession of the respondent was collected to know if they are students, 

employed or entrepreneurs. The other option was given if the respondents were having a 

different career.  The fourth section of the questionnaire was titled social media where the 

respondents were asked about their social media usage, the social media platforms they are a 

part of and why they use social media.  
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The section had multiple choice questions and also a list of choices they can choose 

from. The next section was to analyse if the factors influencing face to face communication 

also influences communication through social media. This section had eight multiple choice 

questions where the options was the five- point Likert scale i.e., 1 – Strongly Agree, 2 – Agree, 

3 – Neutral, 4 – Disagree, 5 – Strongly Disagree. Each question was asked incorporating each 

factor that influences online communication. The section also had close ended multiple-choice 

questions having yes or no as the response. The next section was to analyse if social media 

influences the online behaviour of millennials. It had a set of six questions analysing about why 

millennials use social media. The options were given on a five-point Likert scale and the 

questions were multiple choice.  

ADMINISTERING THE QUESTIONNAIRE 

The use of questionnaire was self-administered and shared with the participants through 

social media platforms such as Facebook and Instagram. The researcher created the 

questionnaire and it was approved by the thesis supervisor. This method was used to gather 

information and valid data that the targeted population did avidly use social media because 

most of the responses were gathered through social media. 

POPULATION FOR THE STUDY 

The population for the research is the number of specific group of people belong to the 

age group 18-35 years as they belong to the “Generation Y”. the population for the study is the 

friends of the researcher who are willing to participate in the study. The questionnaire was set 

up intricately to get detailed and unbiased answers from the respondents.  
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SAMPLING  

Mark Sunders explains that sampling in a forever existing factor and data is binding for 

any research which is conducted irrespective of the philosophy adapted for the research. 

Sampling is deciding which part of the population which is used by the researcher to obtain 

data in the research. Kotrlik and Higgins (2001) define sampling as the statistical representation 

of the population which consists of the population and respondents in the research. As 

explained earlier, the sample chosen for the questionnaire are the millennial generation known 

to the researcher. 

SAMPLE SIZE 

The invitation to participate was circulated to all the friends and friends of friends, 

colleagues and relatives who belong to the age group of 18-35 years to offer their inputs and 

information to facilitate the successful completion of this research. The invitation included an 

in-detail information consent form with the contacts of the researcher and the thesis supervisor 

if there were any questions or clarifications. The questionnaire also allowed the participants to 

choose if they wanted to be a part of the research or not based on their consent. 

SAMPLING TECHNIQUE 

Due to the time constraint, budget and access limit the researcher has chosen 

nonprobability sampling method as it has many choices in selecting samples majorly which are 

based on subjective judgement. (Mark Saunders, 2016, p. 295) The researcher wanted the 

participation to be entirely voluntary as possible. Thus, self-selection sampling was used as it 

where the respondents are voluntary where individuals identify their desire to take part in the 

research. (Mark Saunders, 2016, p. 303) The researcher spread the questionnaire through social 

media to acquaintances of the age group. This made sure there was no coercion to get the 
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respondents to be a part of this research which impelled morality among the respondents who 

answered the questionnaire. 

QUESTIONNAIRE TESTING 

Before sending out the questionnaire a pilot test was conducted. The objective was to 

ensure that the data collected was credible and reliable and can be input in an excel sheet for 

further derivation. The pilot testing was done by the researcher and the supervisor on the 

questionnaire through google forms. The purpose was not to collect data but to detect any 

problems the respondents might have in understanding or interpreting a question. (Kumar, 

2014, p. 193) 

RESEARCH ETHICS 

Saunders elucidates  

“research ethics as the standards of behaviour that guides the conduct of the 

researchers work with regards to the respondents who are subject to the research or affected 

by it.” (Mark Saunders, 2016, p. 239) 

There are basically two views that illustrate a researcher’s ethical conduct. The first one 

is called as a “deontological view” which is based on the rules of the researchers conduct.  

According to this view, if the researcher acts outside the conduct it can never be justified 

whereas, the “teleological view” says that the act of conduct can be justified depending on the 

consequences but not on the basis of a set of rules that are predetermined. (Mark Saunders, 

2016, p. 240) 

There are many ethical considerations when it concerns research participants. A few of 

them are when collecting information, the it must be made sure that the respondent has agreed 

to the research by getting the consent, there shouldn’t be any incentives provided, sensitive and 
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confidential information must be sought with caution and the confidentiality must be 

maintained. (Kumar, 2014, pp. 284-285) 

There are ethical issues that occur on each stage of the research process. The integrity 

and objectivity whilst formulating the research and to recognise the responsibilities when 

deciding the population and having a clarified research topic. There must be a participant right 

to withdraw and to confidentiality and anonymity. When processing data the researcher must 

have a sense of responsibility to verify the data collected, understanding its use and maintain 

the observance of agreed consent. (Mark Saunders, 2016, p. 250) 

The researcher also has certain ethical considerations to consider such as avoiding bias, 

providing or deprivation of treatments which might or might not be effective, using the right 

methodology and incorrect reporting. (Kumar, 2014, pp. 286-287) In order not to compromise 

the integrity of the research it is of utmost importance to follow the ethical practices. Hence to 

address such issues I will try my level best to avoid the above by doing the following; 

- Be honest, forthright and process the data lawfully and fairly. 

- Ensure the identity of the participants are anonymous and the data will be processed 

truthfully 

- The data will be processed in accordance with the rights granted by the subjects by 

the Act. 

- Incorrect reporting will not be made which may result in fabrication of the research 

results. 
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RESULTS 

DESCRIPTIVE STATISTICS 

Descriptive statistics is the term that is given to describe and summarize the raw data 

that is obtained from the data collection. They contribute to reaching conclusions beyond the 

data that we have analysed in accordance with the hypothesis that the researcher has made. 

Therefore, descriptive statistics enables to represent data in a more meaningful way.  

RESPONSE RATE 

A response rate is the mathematical formula that is calculate by the researcher to 

understand the degree of success in obtaining completed interviews from a sample. Response 

rate add high value to the research that is being conducted.  Saunders (2016) says that the 

researcher needs to obtain as high a response rate possible so that it reduces the risk of non-

response bias for the research and ensures that the sample is being iconic. (Mark Saunders, 

2016, p. 281)  

PARTICIPANTS PROFILE 

The sample consisted of 209 participants. Participants ranged from the of 18 to 35, with 

a mean of 1.63 (SD = .607) out of which there were 206 active social media users (98.6%) and 

only 3 of them were moderately active users (1.4%).  

AGE 

Age was the most important factor of this research as the study involved only 

millennials and participants had to belong to 18 years of age to 35 years. The online 

questionnaire was distributed to participants who belong to Generation Y.  
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The below data shows us that most of the participants 49.76% (n = 104) belong to the 

age of 24 – 29  years, the next highest number of participants 43.54% (n = 91) in the age 

category of 18 – 23 years and only 6.7% (n = 14) of the age group 30 -35. From this data it can 

be inferred that the most active participants who use social media are youngsters from the age 

18 – 29 and as time goes people become busy with their career and do not use social media 

much. 

 

Figure 3: Age category of millennials 

PROFESSION 

The profession of the participants was collected to analyse where they belong in the 

globalizing world. It was found that majority of them, 45.9% (n = 96) were employed, 44% of 

the participants (n = 94) of them students, 5.74% (n = 12) were entrepreneurs and 9 of them 

answered the “other” option where they entered their profession as doctors, home makers and 

handling businesses. Also age was cross tabulated with profession where majority of the 

participants of the age 18 – 23 (n = 68) were students and in the age category 24 – 29 (n = 68) 
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were employed and in the age category 30 – 35 (n = 3) participants were students and (n = 10) 

were employed.  

 

Figure 4: Profession of the millennial participants 

USAGE OF SOCIAL MEDIA  

16.3% of the millennial respondents (n = 34)  used social media mostly to communicate 

with family friends/relatives, colleagues and to browse casually whereas 15.8% (n = 33)  

respondents said that they use social media just to browse and only 3.8% of the participants (n 

= 8) just to socialize. Only 1% (n = 2) of the population used social media to find employment 

and 1% (n = 2) of the respondents to write blogs.  

The other participants used social media for various combinations of the purposes that was 

listed in the online questionnaire. To have a better understanding the labels were mentioned as 

below, 

1 Communicate with friends/family and colleagues 

2 Browse casually 
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3 Promote products/services 

4 Find employment 

5 Write blogs 

6 Socialize 

 

 

Figure 5:Pie chart showing the activities why millennials use social media 

The minimum and maximum scores calculated on each of the questionnaires as well as 

the minimum and maximum age. It also shows the mean, median and standard deviation. With 

regards to communication preferences 51.67% of millennials had a high score for 

communication through social media (n = 108, M = 1.52 and SD = .501) and 48.3% of 

respondents preferred face to face communication (n = 101)  

As figure 4 shows, majority of the participants neither agree nor disagreed that 

communication through social media gave autonomy 45.9% (n = 96) whereas 5.7% (n = 12) 

strongly agreed and 36.8% (n = 77)  agreed that communicating through social media gave 

autonomy and 10.7% (n = 22) and 1% (n = 2) disagreed and strongly disagreed the fact. 
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Figure 6:Communicating through social media gives autonomy (Q17) 

INFERENTIAL STATISTICS 

Inferential statistics are used to reach conclusions that can be inferred from beyond the 

immediate data in hand. It makes judgements of the probability that a witnessed variance 

between the groups is dependent on one or the other. Most of the inferential statistics come 

from the “General linear model” that includes t-tests, ANOVA (analysis of variance) 

correlation and regression analysis and many multivariate methods. (“Social Research Methods 

- Knowledge Base - Inferential Statistics,” n.d.) Preliminary data analysis was performed to 

check any violation of the assumptions of normality and linearity.  
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HYPOTHESIS ONE AND TWO 

The hypothesis one and two was formulated to analyse the factors of process and time 

in face to face communication also affects the online communication of millennials. The 

answers to the below hypotheses was asked in the question nine. 

Hypothesis 1 : The process of communication affects the social media communication of 

millennials  

Hypothesis 2 : The time taken to communicate affects the social media communication of 

millennials. 

 

Figure 7:Social media helps to avoid misinterpretations 

The above results showed that participants realise the fact that communicating through 

social media helps them avoid misinterpretations. While 34.9% (n = 73) were neutral with this 

fact, 4.3% (n = 9) of them strongly agreed and 21.5% (n = 45) of them agreed that 

misinterpretations can be avoided. 10.5% (n = 22) strongly disagreed and 28.7 (n = 60) of them 

disagreed suggesting that misinterpretations occur even when communicating with social 

media. 
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A thorough analysis of the data is necessary to assess the impact of process in social 

media communication. To analyse that we cross tabulate age with the responses of the 

millennials with age split into three categories as 18 – 23, 24 – 29 and 30 – 35. 

 

Figure 8:Influence of process in social media communication with age 

The analysis shows that in the age groups 18 – 23, 35 respondents and 30 – 35, 9 

participants neither agreed nor disagreed whereas in the age category 24 – 29, 33 respondents 

selected disagree. Only 6 participants in the age group 18 – 23, 3 respondents of the age group 

24 – 29 strongly agreed and 15 respondents of the age group and 27 respondents of the age 

group agreed that communicating through social media would help to avoid misinterpretations. 

 

Hypothesis testing 

One sample t test was also conducted to test the hypothesis with a mean (m = 2.80) and 

standard deviation (SD = 1.03) and the value of p < .001, significance two tailed.  
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Hypothesis 1 And 2  Conclusion 

The analysis of question nine if communicating through social media helps to avoid 

misinterpretations gleaned some interesting results. This question was asked to the respondents 

to identify if the factors of process and time affect their communication in social media. 

Misinterpretations were considered the common factor between process and time because 

individuals when communicating face to face get involved in the process of time to understand 

and then respond. While communicating through social media since majority of the millennials 

answered that communicating through social media was the easiest this hypothesis was tested. 

Majority of the respondents 34.9% were neither agreed nor disagreed if process and time 

affected social media communication. 

When age was taken into account some interesting results were inferred. When 

compared to neither agreeing nor disagreeing a highest amount (n = 33) of the participants of 

the age group 24 – 29 disagreed that misinterpretations can be avoided if communicated 

through social media.  

Based on the data obtained the researcher confirms that the factors of process and time 

only partially affect the communication on social media. It is however worth noting the low 

response rates in the older age categories. More analysis is recommended to obtain a higher 

response rate from older consumers.  

HYPOTHESIS 3 

Hypothesis three was formulated to analyse if the factor “place” i.e., home, work, social 

gathering, public transportation etc would affect the conversation that millennials are having 

on a social media platform. 

Q 10: The place (home, work, social gathering) millennials are in during the 

conversation affects the communication through social media. 
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The below data shows that majority of the participants 43.5% (n = 91) agree and 14.4% 

(n = 30) strongly agree that the place they are in affects the communication they have in social 

media. 30.6% (n = 64) of the respondents neither agree nor disagree to this fact whereas 9.6% 

(n = 20) and only 1.9% (n = 4) strongly disagree that place would affect their communication. 

 

Figure 9:: Place affects the online communication 

To investigate further into this. Age was cross tabulated with the responses. As age was already 

divided into three categories, the results were as follows.  
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Figure 9: Age and place cross tabulation 

The analysis shows that majority of the participants in all three age groups 18 – 23 (n 

= 41), 24 – 29 (n = 43) and 30 – 35 (n = 7) agreed and in age groups 24 – 29 (n = 15), 18 – 23 

(n = 13) and 30 – 35 (n = 2) strongly agreed that the place they are present in influences the 

communication through social media. One fifth of the participants in the age group 18 – 23 (n 

= 13) and 24 – 29 ( n = 25) disagreed that the place would influence the conversation on social 

media.  

 

Hypothesis testing 

One sample t-test was conducted to test the hypothesis with mean of 3.59 and standard 

deviation .916 and the p value < .001, significance two tailed.  
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Hypothesis 3 Conclusion 

The analysis of question ten with respect to the hypothesis led to the discovery of an 

intriguing factor that most of the participants who a part of Generation Y considers the place 

they are in  an important factor as a part of the conversation they are having. A few examples 

from previous studies are that if you are at home using social media without any interruptions 

may occur but it wouldn’t be the same if you are at work. There would be a different person 

you are with and having the conversation with a different person.  

The results inferred that the majority of the respondents agreed to the fact place is an 

important factor when communicating through social media. Even when comparing the age 

groups separately the results were the same as majority of participants in every age group 

agreed that place influences the communication through social media. 

According to the data acquired from above the researcher confirms that the factor place 

would definitely affect the communication on social media proving the research hypothesis 

three.  

HYPOTHESIS 4 

Hypothesis four was formulated to analyse the factor “ritual” like weddings, birthdays, 

Sunday masses, being at a pooja in a temple or even a funeral of a near and dear one affected 

the conversation that the millennials were communicating on social media. 

Q11: The rituals (weddings, birthdays and religious ceremonies) millennials are taking part 

in influences online communication in social media  

The below data shows that 12% (n = 25) of the population strongly agreed and 51.2% 

(n = 107) of the respondents agreed that the place they are in influences online communication. 

Only 21.5% (n = 45) neither agreed nor disagreed and 3.8% (n = 8) strongly disagreed and 
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11.5% (n = 24) disagreed that the place they are would not affect their conversation and it 

doesn’t play as an important role in influencing their communication.  

To do a further analysis age was cross tabulated with the agreements and disagreements 

statements which gave some interesting results.  

 

 

Figure 10:Rituals  influences the social media communication 

The results when age was cross tabulated majority of the respondents in all three age 

groups agreed 18-23 (n = 44), 24 – 29 (n = 54) and 30 – 35 (n = 1) that the place they are in 

influences the conversation they are having in social media. A small group of participants in 

three age groups also strongly agreed to the above stated fact. (n = 25). Only between the age 

groups 18 – 23 (n = 22) and 24 – 29 (n = 23) participants seemed a little unsure if the place 

actually mattered or if it would depend on the conversation they are having. Only a handful of 

the participants disagreed 18 – 23 (n = 13), 24 – 29 (n = 9) and 30 – 35 (n = 2) and strongly 

disagreed 18 – 23 (n = 3), 24 – 29 (n = 3) and 30 – 35 (n = 2) to this factors role. 
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Hypothesis testing 

A one sample t-test was also conducted to test the probability of this hypothesis being 

false or true having a mean of m = 3.56 and SD = 0.974, with a p value < .001, two tailed.  

 

 

Figure 11:Age and ritual cross tabulation 

 

Hypothesis 4 Conclusion 

The fourth hypothesis was to analyse the question eleven if the ritual is considered as a 

factor to continue the conversation millennials are having on social media. When it comes to 

face to face communication people would be a little hesitant to communicate certain topics or 

discuss sensitive issues personally when they are in a wedding, or a birthday party or if it’s a 

demise of a near or a dear one. Since communicating through social media is an online 

conversation the researcher wanted to analyse this factor.  

According to the data that was obtained from the participants it has been deduced that 

most of the participants agreed to the fact that the ritual they are taking part in despite the fact 
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it being an online conversation would affect the communication. Even if age was compared to 

the answers it implicitly proves the hypothesis.  

Thus, from the above obtained data analysis the researcher concludes that ritual is an 

important factor that affects social media communication in favour of hypothesis 4.  

HYPOTHESIS 5 

Hypothesis five was formulated from the literature which explains that every 

conversation has a purpose. It might emotional support or ventilation, evaluation of people or 

happenings and seeking help or information from other human beings 

Hypothesis 5 

 Purpose of the conversation affects social media communication of millennials. 

Previous studies show that purpose is an important facet of why the communication is 

taking place at first. There might be a number of reasons as to why the conversation was 

initiated at first.  Purpose of the conversation can be for the following reasons.  

- To express feelings, emotional distress and seek comfort. 

- To seek general information  and help. 

- To communicate and sort out difference of opinions and  

- To communicate feedbacks.  

Q12: Purpose of the conversation influences online communication 

Q13: Would you prefer expressing your feelings, distress and emotions through social media? 

Q14: Would you prefer requesting for help or information through social media? 

Q15: Do you think difference of opinions can be communicated through Social media honestly? 

Q16: When communicating feedbacks through social media, it should be modest and 

constructive. 
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Most of the participants answered yes to the questions of purpose (n = 168) , to seek 

help and information (n = 143), to communicate difference of opinions (n = 133) and that 

feedbacks can be communicated through social media in a modest and constructive way (n = 

188). Only when it comes to expressing feelings, emotions and distress through an online 

platform’s participants answered no (n = 147) which can be inferred that they were comfortable 

communicating face to face.  

Pearson’s correlation test was also conducted to test the relationship between purpose 

and the other factors that are involved in the conversation.  

Purpose of the conversation (m = 1.20, SD = 0.398) and expressing feelings, emotions and 

distress through social media (m = 1.32, SD = 0.466),  seeking help and information (m = 1.32, 

SD = 0.466), communicating difference of opinions (m = 1.36, SD = 0.482) and 

communicating feedback (m = 1.10 , SD = 0.301) show significant correlation at r = 1. 

One sample t test was also conducted to test the hypothesis of purpose and the other 

factors where all the factors had a p value <.001, two tailed 

 

Hypothesis 5 Conclusion 

From the data that was analysed for the five questions above, participants answered yes 

to all the questions except for expressing feelings, emotions and distress. All the data gathered 

also proved there was a significant relationship the purpose of the conversation and the 

different purposes the communication happens between millennials.  

To conclude the researcher concludes that purpose is an important factor that influences 

online communication of millennials.  
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HYPOTHESIS 6 

Hypothesis six was formulated to achieve the second objective of the research being 

conducted. It was aimed to figure out if social media affected the behaviour of millennials 

which can be deducted by the well-being of humans, participation in groups, connect with 

family and friends. 

Hypothesis 6: 

There will be significant correlation between social media usage and (a) the user’s 

psychological well-being, (b) maintenance and formation of their personal relationships. (c) 

Involvement in groups and (d) How they shape their social identity, in their workplace and 

involvement in the community.  

To analyse this Pearson’s correlation test was conducted between the communication 

preferences of millennials and the factors that will determine the behaviour of millennials.  

Q19: Personal relationships can be built, maintained and nurtured through social 

media. 

 

Figure 12:Personal relationships 
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The above data shows that majority of the respondents 35.89% (n = 75) agree and 

10.05% (n = 210 strongly agree that personal relationships can be formed and nurtured in social 

media. 26.3% (n = 55) of them are neutral to this factor while 18.66% (n = 39) of them disagree 

and 9.09% (n = 19) of them strongly disagree adhering to the fact that personal relationships 

cannot be maintained and built through social media.  

The correlation test gives us the value of r = 1, and a p value = 0.935, two tailed giving a 

positive correlation proving that there is a significant relationship between usage of social 

media and maintenance of personal relationships.  

Q20: Participation in groups for social services and communities can be developed 

through social media 

The below data describes that a vast majority of the participants 51.2% (n = 107) agree 

and 29.7% (n = 67) strongly agree that participation of millennials for social and community 

services can be developed through social media. Only a handful of the participants 15% (n = 

32) are neutral to this factor and a very few of the participants disagree 3.3% (n = 7) and 0.5% 

(n = 1) strongly disagree. 

 

Figure 13:Social and community services 
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When conducting the Pearson’s correlation test gave the value of r = 1, and a p value = 

0.765, two tailed giving a positive correlation proving that there is a significant relationship 

between usage of social media and the users participation in social and community services.  

Q21: Social media plays a vital role in finding employment 

 

Figure 14:Social media helps in finding employment 

The above data shows that three-fourth of the respondents 40.7% (n = 85) agree and 

21.05% (n = 44) strongly agree that social media helps in finding a suitable employment and 

only 30.62% (n = 64) were neutral to this factor which can be assumed they would not have 

tried experimenting to find an employment through social media. Only 7.7% (n = 16) of the 

participants disagreed that social media would help them finding employment. 

The Pearson’s correlation test gave us the value of r = 1 and p value = 0.737, two tailed giving 

us a significant relationship between social media usage and finding employment.  
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Q22: Social media helps in connecting with colleagues to grow on a professional level 

The below data shows us that a large proportion of the participants 52.6% (n = 110) 

agreed and 16.27% (n = 34) strongly agreed that social media paves a way to connect with 

colleagues online and helps them grow on a professional level. 

 

Figure 15:Social media helps in connecting with colleagues 

Only 8.13% (n = 17) disagree and 0.96% (n = 2) strongly disagree that social media 

would help in connecting with colleagues.  

The Pearson’s correlation test gives us a value of r = 1, showing that there is a 

significant relationship between usage of social media and connecting with colleagues in a 

professional level. 
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Hypothesis 6 Conclusion: 

Based on the above deduced data, the researcher concludes that usage of social media 

does have an impact on the behaviour of millennials but on a positive level where they believe 

that they can form friendships and emotional relationships in social media, help the society and 

community, find employment and connect with their colleagues and create a mark for 

themselves in society and the work place. 

ADDITIONAL FINDINGS 

The researcher was intrigued to find if the participants form their social media 

connections based on their personal connections or make new connections and form 

relationships with them. To analyse this, participants were asked about their connections they 

have on social media.  

Q6: How many connections from social media have you met personally 

The below data shows us that majority of the participants 45.9% (n = 96) have only met 

some of their connections personally and they intend to connect with them in future. Only a 

handful of them 6.22% (n = 13) have all their personal connections also on social media. There 

are participants 12.9% (n = 27) who have connections on social media without any personal 

connections in real life. 
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Figure 16:Connections met personally on social media 

 

To analyse this data further, the researcher also cross tabulated age with the connections the 

participants had on social media. 

 

Figure 17:Age and Connections met on social media 
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The above data shows that majority of the participants who belong to the age group 24 

– 29 (n = 52) were The people who had only met some of their connections in real life and they 

were not personally connected to the others. It can also be inferred that the younger age group 

18 – 23 (n = 33) add connections in social media who they only know in personal life.  

DISCUSSION 

The following discussion will facilitate in answering the questions put forward in  this 

research. It will provide the direct affinity between the review of literature, the outcomes and 

findings of the primary research conducted. The research project attempts to ascertain and 

analyse if the factors as simple as the thought process, facial expressions and emotions also 

impact when communicating through a social media platform without the person being next to 

each other. 

 

Social media and its benefits and caveats is growing exponentially and its impact on 

personal life, the society and community particularly how it affects the Generation Y and the 

generations after that is essential to comprehend but not given much of importance in academic 

research. The research project will thereby provide both academics and practitioners with 

useful data. Recommendations and suggestions for future research will be framed and the 

limitations of the research will be explained. 

OUTCOMES 

The researcher set to answer the questions, 

 “Do the factors affecting face to face communication also affect the social media 

communication of millennials?”  

“How does social media affect the behaviour of millennials?” 
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In order to answer these questions, the researcher conducted an extensive literature to gain 

a greater knowledge in this field. The review provided a base for the research paper and also 

the directive of how to move forward in it.  

Initially a literature review of communication and the models to understand the nuances of  

communication and its  process physically and psychologically. Communication is the basis of 

everyday human life doesn’t matter if it is done personally or on an internet platform. Hartley 

(1993) who thoroughly explained every factor that influences personal communication. Based 

on which the researcher designed five hypotheses for testing. The major factors that were 

identified that affected communication were  

a) Process (time taken to avoid to misinterpretations and understanding the actual facets) 

b) Place 

c) Ritual  

d) Purpose of the conversation (emotional support, general help and information, to 

communicate difference of opinions and give feedback) 

Furthermore, to understand how the communication of millennials in social media works, 

many research papers on social networking sites were analysed. Tracing back to the paper 

written by Collin (2011), he indicates that there are a number of significant benefits that the 

millennials by communicating through social media. They tend to deliver educational 

outcomes, facilitate support and grow in relationships and also promote a sense of belonging, 

formation of their individuality and nurturing a sense of belonging and self-esteem. (Collin et 

al., 2011, page 7)  

The first hypothesis predicted that the process taken to answer or respond, and the time 

taken to respond to the message that is given by the sender to the receiver or vice versa. Because 

the communication is a complex process of give and take and any breakdowns in the process 

can block the understanding transfer. Thus, when there is a mishap in the understanding of the 
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conversation misinterpretations happen where the sender nor the receiver have perceived the 

information that was sent  and received correctly. This was observed when most of participants 

were not sure if the process and time taken when they communicate on social media does avoid 

misinterpretations. In addition, only a quarter of the participants agreed that communicating 

through social media helped avoid misinterpretations whereas, the other half disagreed to this 

theory.  

Secondly, it was hypothesized that the place the respondents are present in will impact the 

communication. This hypothesis was supported when more than half of the population (n = 

121) agreed that the place is an important factor affects their conversation. This result reflects 

previous research where millennials tend to detach when they use social media that indirectly 

leads to anti-social behaviour that would not be encouraged in a place of work either at home 

when there is a family gathering or a social gathering with friends, colleagues or family. 

(Fortunati, 2005) 

Hypothesis three suggested that the rituals that they take part in like a family event such as 

birthdays, happy events like weddings or a sad event like the loss of a near and dear one would 

affect the conversation that happens in social media. Three fourth of the population (n = 132) 

agreed that the ritual would definitely affect the conversation. People would not tend to use 

their phones and have a conversation in social media while they are attending mass in a church 

or performing a pooja in the temple proving the third hypothesis. 

Hypothesis five proposes that the purpose influences the conversation. There were five 

questions asked to the participants about the different purposes that a conversation might have. 

In all the questions more than half of the participants answered that social media can be used 

for the purposes discussed in the literature substantiating the fifth hypothesis.  

Hypothesis six was developed to accomplish the second objective, to discover if social 

media influenced the behaviour of millennials. Pearson’s correlation test was conducted for 
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every element that constituted the behaviour of a human being with the usage of social media 

proving that social media and a user’s behaviour do have significant relationship with each 

other supporting the sixth hypothesis.  

The study also investigated that most of the millennials used social media to merely connect 

with their friends and colleagues and browse casually. Age was an important factor that was 

considered since the responses of participants varied differently in every question. It is inferred 

that younger individuals were cautious about using social media whereas the participants 

between the age group 24 – 29 years used social media the most and for even socialising, 

writing blogs, finding employment and even promoting products and services as influencers.  

Finally, the behaviour of millennials and why they prefer to communicate via social media 

was investigated. It was identified that social media sites allows millennials to communicate in 

various forms. The most frequently used forms of communication are updating one’s own 

profile, commenting on photos and photos, posting messages on others wall and social media 

based instant messaging. These activities supported the factors such as building personal and 

professional relationships, coming together for social causes and community help, to enjoy and 

built new friendships that enhances the psychological well-being of users which is the basis to 

a positive behaviour amongst millennials.  

STRENGTHS AND IMPLICATIONS 

At the outset this study contributes to the research about social media and the 

Generation Y. This research prominently focused on the communication of millennials because 

there are a lot of research studies that are emerging because of the impact that the internet and 

social media is having on this particular generation. It integrated different aspects of 

communication to enunciate to clearly understand the particular factors that affected 

communication.  
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 Furthermore, each and every question was created to understand thoroughly the usage 

of social media and the impact and influence the factors of communication. The study also 

investigated why millennials used social media and figured out the other advantages social 

media provided to the participants. This allowed for more detailed accounts of the participants 

communication and usage preferences of social media. The study found out that almost every 

individual who belong to the millennial’s category use social media for different purposes.  

 The study primarily only focused on individuals from the age of eighteen to thirty-five 

since the millennial generation would be of this age now. This was considered an important 

aspect of the research because every individual participant belonging to this category perceived 

and used social media in a different aspect. However, this study also demonstrates that the 

older age category of millennial who are 30 – 35 years of age used social media comparatively 

lower than the other categories.  

 The large number of significant findings emphasizes the value of this study. The results 

show that the factors of communication show significant influence on the conversations that 

millennials have on social media and why they communicate with fellow millennials. Some 

individuals especially millennials belonging to the older generation do not use much of social 

media, but the younger adults are fully aware of why they use social media and what 

opportunities it brings to them. These findings stress the fact that millennials are aware of their 

surroundings, when and where to use it. The study suggests that social media can also have a 

positive impact on the behaviour of millennials when they know the advantages and 

disadvantages of it.  

WEAKNESS AND LIMITATIONS 

As the current study used quantitative analysis, participants were restricted  in their 

responses. They were required to choose any one option in Likert scale, meaning that more 
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descriptive detail was not collected. Moreover, the data gathering was limited to the online 

questionnaires may have reported socially desirable responses than their true beliefs and 

behaviours. As a result, the collected data may not be reflective of the actual level of the use 

of social media.  

Qualitative research might have provided richer data and a reduction in the rejection of 

responses. Even though the sample consisted of 209 participants, due to time constraints it was 

not possible to recruit a larger sample. This limits the capacity for these findings to be 

generalized with a wider population. In addition, the questionnaire was kept short with 3 – 5 

minutes of completion time so that participants would not be careless with their responses. This 

limited the content of the investigation.  

 The questionnaire was also set to investigate the behavioural impact social media has 

on them, but it only had a few questions that set out to figure about the elements that might 

create an influence in behaviour. This may have contributed lower to the scores of the analysis 

of the behavioural impact. Also, as the study employed a convenience and snowball sampling, 

a sampling bias might have occurred with participants sharing similar characteristics to each 

other instead of representing the general population. This can be seen in the age range of the 

sample where 94% belonged to the age below 20 and only 6% above 30 – 35.  

A subsequent limitation was the imbalance of the participants using social media. The 

sample was made of more than three fourth of the population using social media on a wide 

scale to communicate and browse casually. This maybe because most of the participants were 

recruited through social media and not personally. Nevertheless, this disproportion highlights 

the widespread use of social media in the recent years and the difficulty in finding people 

without a social media profile is widespread in today’s society.  
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FUTURE RESEARCH  

Similar to the experimental study by Baym ( 2004) which examined the social 

interactions across media, future research can be conducted in closely controlled experimental 

design, to explore the impact of the factors of interpersonal communication on social media in 

a more in-depth level. Physical noise and psychological noise in communication while 

conversing on social media can be studied as it might differ from the noise that occurs in face 

to face communication.  

Also, even if the millennial generation include all the people who belong to the age 

group of 18 – 35, the mindset, usage of social media differs from the age group of 18 – 29 and 

the age group 30 – 35. This research was developed from researches before that discussed the 

impact of social media and internet. Future research must investigate the positive influence 

social media could have on youngster and millennials and even the next generation of baby 

boomers. It would also be interesting to look into cyber psychology that studies the behaviour 

of human beings in cyber space.  
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APPENDIX 

Influence of social media in online communication and behaviour of millennials 

Email address* 

INFORMATION CONSENT FORM 

Hi, this is Anisha Sheryn Vijayarajan (BCA, MA HR & OD, MSc*).  

 

This questionnaire is a part of the thesis I am conducting for my master’s degree (MSc in 

management practice) at Dublin Business School.  

 

I am conducting this survey to analyse if the factors affecting interpersonal communication 

also influences online communication of millennials. And, if communicating through social 

media impacts the online behaviour.  

 

This study has been reviewed and approved by the Dublin Business School. If you are over 18 

and an active social media member, you are invited to take part in the survey. This is a pre-

tested questionnaire and it would take approximately 3-5 minutes. Your time and co-operation 

is greatly appreciated. 

 

You may decide to stop being a part of the research study at any time without explanation 

required from you. You have the right to ask that any information you have supplied to that 

point be withdrawn / destroyed.  You have the right to omit or refuse to answer or respond to 

any question that is asked of you. You have the right to have questions about the procedures 

answered (unless answering these questions would interfere with the study’s outcome.  A full 

de-briefing will be given after the study). If you have any questions as a result of reading the 

information sheet, you should ask the researcher before the study begins.     



 71 

 

Your participation in completing the questionnaire is entirely voluntary, all responses are 

completely anonymous, and the gathered information will be held strictly confidential. As a 

voluntary participant, you have the right to withdraw at any time. Once submitted, it will not 

be possible to withdraw your information as this questionnaire is anonymous. 

 

If you have any further questions regarding this research, please contact me at 

10393719@mydbs.ie or my supervisor   Ms. Caroline Tansey at caroline.tansey@dbs.ie. 

 

It is important to understand that by completing the questionnaire you are consenting to 

participate in the study. 

 

Please indicate below if you are willing to take part in the study 

Yes  

No  
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QUESTIONNAIRE 

Age 

18 - 23  

24 – 29  

30 - 35  

 

Profession 

Student  

Employed  

Entrepreneur  

Other  

 

SOCIAL MEDIA 

Are you an active member in at least one social media platform? 

Yes  

No  

 

 

If yes, please indicate the social media platforms you are a member of 

Facebook  

LinkedIn  

Instagram  

Snapchat  

Twitter  
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How often do you use social media in a day 

Every time I pick my phone  

Once in an hour  

Only when I get a notification  

Occasionally  

 

How many connections from social media have you met personally 

All of them  

Most of them  

Some of them   

None  

 

Why do you use social media 

Connect with friends/family/Colleagues  

Browse Casually  

Promote products/services  

Find employment  

Write Blogs  

Socialise  
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Which do you think is the easiest way to communicate 

Face to face  

Social Media  

 

INFLUENCE OF FACTORS ON SOCIAL MEDIA COMMUNICATION 

SA – Strongly agree, A – Agree, N – Neutral, D – Disagree, SD – Strongly Disagree 

Questions SA A N D SD 

Communicating through social media is easier to 

avoid misinterpretations between individuals. 

     

The place (home, work) you are influences your 

communication in social media 

     

The ritual (weddings, birthdays, religious 

ceremonies) you are taking part influences your 

communication through social media 

     

 

Purpose of the conversation influences online communication 

Yes  

No  

 

Would you prefer expressing your feelings, distress and emotions through social media? 

Yes  

No  
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Would you prefer requesting for help or information through social media? 

Yes  

No  

 

Do you think difference of opinions can be communicated through Social media honestly? 

Yes  

No  

 

When communicating feedbacks through social media, it should be modest and constructive. 

Yes  

No  

 

IMPACT OF SOCIAL MEDIA IN THE BEHAVIOUR OF MILLENNIALS 

Questions SA A N D SD 

Communicating through social media gives autonomy      

Social media is used to keep track of current affairs 

across the world. 

     

Personal relationships can be built, maintained and 

nurtured by communicating through social media. 

     

Participation in groups for social services and 

communities can be developed through social media. 

     

Social media plays a vital role in finding employment.      

Social media helps in connecting with colleagues to 

grow on a professional level. 

     

 


