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ABSTRACT 

This study examines perception towards the usage of social media network. Social media play an 

increasing number of critical roles as an advertising platform. Social media affords a virtual platform for 

human beings throughout the globe. It creates attention among human beings to take part and proportion data 

online. That is regularly because of globalization and development of digital technology. India is experiencing 

modifications in society with the aid of using social media technology. the enlargement of social media is 

converting behaviours, perceptions, and attitudes of people and increase of online social technology result in 

audiences to grow to be virtual friendly; converting consumer conduct from passive to active, non-

participatory to participation, and allowing customers that become in any other case unknown or untapped. 

Accessing of social sites is not only constrained only for fun, there are various reason human beings serve 

while the use of those sites. This research paper conceives to discover the various reason of the use of social 

networking sites. This paper additionally examines the effectiveness of social sites for social improvement of 

people. Present study is descriptive in nature. Primary facts are hired as facts collection technique that is 

gathered with the aid of using formulating an extensive ended questionnaire. 500 respondents are surveyed 

which was accrued from Nilgiris District. The study concludes that gender doesn’t have big impact at the 

frequency of the use of social sites. Majority of respondents had been agreeing that utilization of social sites 

isn't always simply restrained to speaking to friends however additionally use for Business networking, Jobs 

and entertainment reason. The study additionally finish that those sites broaden the social balance in human 

beings but respondents assume that sharing personal information is unstable on social networking sites. 

KEYWORDS: Social Media, Perception, Social Sites. 

INTRODUCTION: 

In today’s technology driven world, social networking sites have turn out to be an avenue in which 

outlets can enlarge their marketing campaigns to a much wider variety of customers. Sharing news, photos, 

reports and opinions on social media and being affected by them represents a quite natural technique for a 

great wide variety of human beings. Through the years, social media research and studies have increased 
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interest in the web. In fact, the Internet is studied as a source of information about society and culture. The 

equipment and strategies for communicating with customers have modified substantially with the emergence 

of social media; therefore, organizations have to discover ways to use social media in a manner this is constant 

with their commercial enterprise plan .This is specifically real for organizations striving to benefit a 

competitive advantage. This assessment examines contemporary literature that focuses on the Perception 

towards the usage of social media Networks.  Second and similarly essential is social media performance - 

commonly measured through wide variety of likes, perspectives or retweets, for instance. Performance is 

probably inspired through a famous consumer opinion or through a collection of human beings with common 

pursuits inside a community. Social media such as Facebook, twitter and YouTube are dynamic equipment 

that facilitates online relationships. It is a pretty low cost organization of marketing and permits businesses to 

have interaction in direct and end -user contact. Given the alternatives made to be had to purchasers and the 

influential position of social media marketing, the manufacturers and customers have a changing position to 

play in the business enterprise’s approach in that they now have a financial impact. 

STATEMENT OF PROBLEM 

Problem identity it is being determined through author that utilization of social media has performed a 

pivotal position in human’s existence. Gone are the times while humans tolerate misconduct in opposition to 

them whether or not politically, socially and economically now matters are extraordinary humans empowered 

through social media. People are extra related with the people, making friends, informed, educated, alert, and 

conscious even they have the urge to arise towards the system, the purpose behind these kinds of 

modifications is social media however there are obstacles related to social media associated with privacy, 

wastage of time, extra reliance on internet and lack of emotional bonding in relations. Therefore there may be 

a want to examine the impact of social media on people’s social existence and the way social media’s 

contribution in the direction of social improvement of humans.  

OBJECTIVES OF THE STUDY  

To perceive elements which influence customers’ Perception towards Social Media Networks.  

REVIEW OF LITERATURE  

Osazee-Odia (2015) studied college students‟ perceptions and utilization: behaviour of cell media 

technology in Nigeria alluded that notion of cell media generation became massive in influencing students‟ 

notion and mind-set towards media network. Student utilization of social media became for social dating on 

the way to hook up with humans worldwide. As per the results of empirical examine via way of means of  

Schivinski and Dabrowsk (2016) person generated social media communique had an effective have 

an impact on each logo mind-set and fairness and that similarly results in the acquisition purpose also. 

Engagement can be promoted through entertaining and interactive posts, useful and relevant content, word of 

mouth communique from different customers, in addition to extrinsic reinforces which includes promotions 

http://www.jetir.org/


© 2021 JETIR June 2021, Volume 8, Issue 6                                                             www.jetir.org (ISSN-2349-5162) 

JETIR2106334 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org c447 
 

and giveaways. Social media, like Facebook and Twitter facilitates construct dating with customers to get 

product and logo associated information (Smith, 2016). 

ANALYSIS 

MULTIPLE REGRESSION ANALYSIS-PERCEPTION SCORE ON YOUTUBE  

Multiple regression analysis was applied to find the effect of demographic variables and social media 

variables on the perception level of You Tube. For this purpose, perception score on You Tube was taken as 

the dependent variables. Gender, age, educational level, monthly income, number of years having an account 

in social media, frequency on usage of social media and overall awareness on social media were included as 

independent variables. The result of the multiple regressions is given in the Table.1 

TABLE.1 

DEPENDENT VARIABLE: PERCEPTION SCORE ON YOUTUBE 

 

Independent Variables 

Regression 

Coefficients 

(B) 

Std. 

Error 

T Sig. 

(Constant) 28.141 1.444   

Gender -1.403 .285 -4.919 ** 

Age .384 .130 2.960 ** 

Educational Qualification .251 .157 1.604 Ns 

Monthly income -.401 .191 -2.099 * 

No. of years having an account in Social media .113 .177 .641 Ns 

Frequency on usage of Social media -.308 .131 -2.352 * 

Overall Awareness score on Social media  -.056 .054 -1.039 Ns 

Source: Computed        *significant at 5% level,      Ns-Not Significant,     **significant at 1% 

R R Square F Sig. 

.331 .110 6.906 ** 

Source: Computed        **significant at 1% 

It is seen from the regression table that the age, educational level, number of years having an account 

in social media have positive effect on the perception score i.e.: Increase in age proportionately will increase 

in perception score. Similarly increase in educational level or number of years holding an account in the social 

media will also increase the perception score. 

On the other hand, it is found that monthly income, frequency on usage of social media and overall 

awareness score on social media have negative effect on the perception score on You Tube i.e. respondents in 

higher income group will have lesser perception than respondents in the lesser income groups. Similarly, 
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when the frequency on usage of social media increases the perception on You Tube decreases, also the result 

shows that if the awareness on social media is higher it will have a negative effect on perception score.  

Gender a dichotomous variable coded as 0-male, 1-female shows a significant effect on perception 

score. The regression coefficient value indicated that on average female respondents are less satisfied when 

compared to male respondents regarding You Tube.  

Among the selected independent variables gender, age are found to have significant effect on 

perception score at 1 percent and monthly income, frequency on usage of social media have significant effect 

on perception score at 5 percent level.  

Multiple correlation coefficient (R) was used to find the degree of relationship between the set of all 

independent variables and dependent variable. The R value (.331) shows that there is moderate level of 

correlation between perception score on You Tube and the set of independent variables taken together. The F-

test value (6.906) shows that the correlation is significant at 1 percent level. R Square value (0.110) shows that 

only 11 percent of variations in the perception score are contributed by the set of all independent variables.  

MULTIPLE REGRESSION ANALYSIS- PERCEPTION SCORE ON FACEBOOK 

  Multiple regression analysis was applied to find the effect of demographic variables and social 

media variables on the perception level of Face book. For this purpose, perception score on Facebook was 

taken as the dependent variables. Gender, age, educational level, monthly income, number of years having an 

account in social media, frequency on usage of social media and overall awareness on social media were 

included as independent variables. The result of the multiple regressions is given in the Table.2  

TABLE.2 

DEPENDENT VARIABLE: PERCEPTION SCORE ON FACE BOOK 

 

Independent Variables 

Regression 

Coefficients 

(B) 

Std. 

Error 

T Sig. 

(Constant) 24.354 4.294   

Gender .224 .737 .304 Ns 

Age .680 .377 1.805 Ns 

Educational Qualification -.096 .484 -.198 Ns 

Monthly income .504 .455 1.108 Ns 

No. of years having an account in Social media -.596 .463 -1.288 Ns 

Frequency on usage of Social media .853 .334 2.554 * 

Overall Awareness score on Social media  -.144 .166 -.870 Ns 

Source: Computed        *significant at 5% level,      Ns-Not Significant,     **significant at 1% 
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R R Square F Sig. 

.337 .113 1.845 Ns 

Source: Computed         Ns-Not Significant 

The Table shows that the age, monthly income, frequency on usage of social media has positive effect 

on the perception score i.e.: Increase in age proportionately will increase in perception score. Similarly 

increase in monthly income or frequency on usage of social media will also increase the perception score. 

On the other hand, it is found that educational level , number of years having an account in social 

media and overall awareness score on social media have negative effect on the perception score on Facebook 

i.e. respondents in higher educational level will have lesser perception than respondents with the lower 

educational level. Similarly, when number of years having an account in social media increases the perception 

on Facebook decreases, also the result shows that if the awareness on social media is higher it will have a 

negative effect on perception score.  

Gender a dichotomous variable coded as 0-male, 1-female shows the effect on perception score is not 

significant. The regression coefficient value indicated that on average female respondents are highly satisfied 

when compared to male respondents regarding Face book.  

Among the selected independent variables frequency on usage of social media is found to have 

significant effect on perception score at 5 percent.  

Multiple correlation coefficient (R) was used to find the degree of relationship between the set of all 

independent variables and dependent variable. The R value (.337) shows that there is moderate level of 

correlation between perception score on Face book and the set of independent variables taken together. The F-

test value (1.845) shows that the correlation is not significant. R Square value (0.113) shows that only 11 

percent of variations in the perception score are contributed by the set of all independent variables.  

MULTIPLE REGRESSION ANALYSIS- PERCEPTION SCORE ON TWITTER 

Multiple regression analysis was applied to find the effect of demographic variables and social media 

variables on the perception level of LinkedIn. For this purpose, perception score on Twitter was taken as the 

dependent variables. Gender, age, educational level, monthly income, number of awareness on social media, 

frequency on usage of social media and overall awareness score on social media were included as independent 

variables. The result of the multiple regressions is given in the Table.3 
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TABLE.3 

Dependent Variable: Perception score on Twitter 

 

Independent Variables 

Regression 

Coefficients 

(B) 

Std. 

Error 

T Sig. 

(Constant) 41.076 1.951   

Gender -.132 .405 -.326 Ns 

Age -.032 .183 -.174 Ns 

Educational Qualification -.160 .214 -.747 Ns 

Monthly income -.165 .261 -.633 Ns 

No. of years having an account in Social media -.141 .238 -.591 Ns 

Frequency on usage of Social media -.104 .187 -.557 Ns 

Overall Awareness score on Social media  .161 .074 2.186 * 

Source: Computed        *significant at 5% level,      Ns-Not Significant,     **significant at 1% 

R R Square F Sig. 

.337 .113 1.845 Ns 

Source: Computed         Ns-Not Significant 

It is evident from regression Table that the overall awareness score on social media have positive 

effect on the perception score i.e.: Increase in overall awareness score on social media proportionately will 

increase in perception score.  

On the other hand, it is found that the independent variables such as age, educational level, monthly 

income, number of years having an account in social media and frequency on usage of social media have 

negative effect on the perception score on Twitter i.e. respondents in higher age group will have less 

perception than respondents in the lower age group. The respondents with high educational level will have 

less perception than respondents with the lower educational level. Likewise higher income group will have 

less perception than respondents in the low income group and the number of years having an account in social 

media increases the perception on Twitter decreases, similarly when the frequency on usage of social media 

increases the perception on social media decreases. 

Gender a dichotomous variable coded as 0-male, 1-female shows a significant effect on perception 

score. The regression coefficient value indicates that on average female respondents are less satisfied when 

compared to male respondents regarding Twitter.  

Among the selected independent variables overall awareness score on social media have significant 

effect on perception score at 5 percent level.  
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Multiple correlation coefficient (R) was used to find the degree of relationship between the set of all 

independent variables and dependent variable. The R value (.122) shows that there is moderate level of 

correlation between perception score on Twitter and the set of independent variables taken together. The F-

test value (.809) shows that the correlation is not significant. R Square value (0.015) shows that only 1.5 

percent of variations in the perception score are contributed by the set of all independent variables.  

SUGESSTIONS 

1. Therefore the study recommends that Individuals use of social media network need to now no longer 

be visible as a negative experience but definitely vital for People.  

2. 2. Caution need to be emphasised not to abuse it use at some point of efficient hours like lectures, 

seminar and assessments in an effort to listen greater toward studies.  

3. 3. The study recommends that college students‟ use of social media community need to not be visible 

as crime or social vices for People. Nevertheless, Individuals need to be weary at the abuse and risks 

related to using social media network which include cyber-crime -activity scam, kidnapping, 

impersonation, and defrauding, immoral act.  

4. 4. Subsequent studies is probably capable of decide with fact the impact of social media on college 

students teachers with the aid of using the usage of the qualitative (and not quantitative) study design 

through interview of topics with the intention to discover the consequences of social media on college 

students teachers. 

CONCLUSION 

The present study is primarily bases on the Individuals of The Nilgiris District. On the premise of primary 

data collection it’s being proved that gender don’t have any impact on the duration of the use of social media 

consequently both male and female use social media since long time. There isn't any distinction exist in male 

and female on time spend on social media both the gender similarly the use of social media the majority of 

respondents the use of social media (65% ) 5-10 hours in a day. Individuals were using social media for 

several functions like blogging, chatting, jobs, Expending social circle and Gaming motive majority of 

respondents 58% was using for chatting and gaming motive Multiple Regression result suggests that there's no 

distinction exist among male and female students for purpose of using social media only a few college 

students 26% become the use of social media for increasing social circle. Therefore we can finish that social 

media is a quick medium to engage with human beings and assist to engage with the people in the society so 

it's going to assist the Individuals to broaden them socially despite that Individuals had been wondering that 

using social media for an extended length is only a wastage of time and it isn't dependable for sharing 

personal data on social media, It additionally proved from the study that the motive of visiting social media is 

simply confined toward Chatting with friends and gaming so it is used as entertainment medium not advisable 

to use as a job search engine and for blogging  
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