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Abstract: Suburban areas are one of the least reported areas in media coverage of news in a country like India. 

But, these areas happen to be one of the great pockets of the country where there is a lot of scope to find out 

about the many unexplored realms in research. Social networking applications are being used by the users and 

people in the suburban areas for various purposes. Tamil Nadu is one of the larger states in India. Tamil Nadu 

has more pockets of suburban areas compared to most other states in India. So, it would be really improper if 

there is no research being done in this regard. The research study will focus on finding out about the social 

networking applications the users in suburban areas would prefer to use. 
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I. INTRODUCTION 
Slyvia, Cho et.al(2013) said in their study 'User Perceptions of Social Media: A Comparative Study of Perceived 

Characteristics and User Profiles by Social Media' that there is a lack of agreement on what social media is. From 

an instrumental aspect, social media is defined as online resources that people use to share content: video, photos, 

images, text, ideas, insight, humor, opinion, gossip, news. Emphasizing people‘s behaviors when engaged in social 

media, social media is also defined as the means for any person to: publish digital, creative content; provide and 

obtain real-time feedback via online discussions, commentary and evaluations; and incorporate changes or 

corrections to the original content. 

 

II.  REVIEW OF LITERATURE 
Garton, Haythornthwaite & Wellman (1997) said that Social media and social networking apps are the newest 

addition that is ruling the internet now. Chou & Chou (2009)said the following "In its traditional form, members 

of a social network communicate through face-to-face conversations, telephone calls and letters. However, as 

information technology advanced, so did online social networks. Indeed, online social-networking services have 

been a feature of the Internet, in one form or another, since the inception of the World Wide Web." 

Williams & Merten (2008) said that a new generation of social technology has recently emerged with the potential 

of delivering more effective support to users’ social lives. As a result of these technological advances in Web 

technology and the development of Web 2.0, the nature of online communication, socialization, and privacy has 

changed. Fragoso (2006) examined the role of national identity in SNS use through an investigation into the 

“Brazilian invasion” of Orkut and the resulting culture clash between Brazilians and Americans on the site. A 

study “Facebook Addiction: Factors Influencing an Individuals Addiction”, by Erica Sherman (2011) suggests 

that though internet addiction has been studied but social networking addiction has not been researched. 

 

III. METHODOLOGY 

The study has followed the methodology of structured scientific questionnaire with participant observation by 

employing random sampling method with200usersacross various suburban regions in Tamil Nadu, India.  

 

IV. OBJECTIVES OF THE STUDY 

 To understand the Social media applications that the users prefer to use. 

  To examine into which Social media mobile application that the users more preferred to use. 
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V.  ANALYSIS& INTERPRETATION 

 

Demographic details of users:       

Table 1: Gender 
Male Female Users 

89 111 Total 

43.89 % 57.11 % Percentage % 

Table 2: Age group 
Category No. of Users Percentage % 

17 – 21 
77 

38.49 

21 – 26 
56 

28.21 

26 – 30 
42 

20.91 

Above 30 25 12.5 

Total 200 100 

 

Table 3: Necessity of using Facebook app 
Options No. of Users Percentage % 

For leisure  and personal socialization 25 12.5 

For watching movies / videos 12 6 

Gossip/browse 30 15 

Comment on photo/videos/other comments 56 28 

Find out about current affairs(news) 24 12 

To improve my English skills 16 8 

For  expressing/sharing  my thoughts and opinions 37 18.5 

Total 200 100 

    

Table 4: Necessity of using Twitter app 
Options No. of Users Percentage % 

Retweeting News 25 12.5 
Tweeting Cinema news 42 20.91 
Retweeting Celebrities tweets 56 28.21 
Following Sports news 77 38.49 

Total 200 100 

  

   Table 5: Necessity of using WhatsApp app 
Options No. of Users Percentage % 

Grouping /Chatting with friends 77 38.49 
Sharing pictures and videos 56 28.21 
Alternative to text messaging 25 12.5 
Conversations with new people / strangers 42 20.91 

Total 200 100 

    

Table 6: Necessity of using Share it app 
Options No. of Users Percentage % 

Listening to music 25 12.5 

Sharing pictures and videos 77 38.49 

Gaming 42 20.91 

Webshare 56 28.21 

Total 200 100 

 

Table 7: Necessity of using WeChat app 
Options No. of Users Percentage % 

Chatting / grouping with friends 77 38.49 

Sharing content 25 12.5 

Calling 42 20.91 

Using Walkie talkie 56 28.21 

Total 200 100 
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Table 8: Necessity of using UC Browser app 
Options No. of Users Percentage % 

Accessing Information 56 28.21 

Sharing files 25 12.5 

Downloading 77 38.49 

Browsing 21 10.5 

Bookmarks 21 10.5 

Total 200 100 

Table 9: Frequency of usage of the following social media applications per day 
Particulars Less than  

30  minutes 

30 to 60 

 minutes 

60 to 180  

    minutes 

180 to 

300minutes 

More than 300  

minutes 

Not everyday 

Facebook 27 57 36 30 19 31 

Twitter 57 36 30 31 19 27 

WhatsApp 19 31 30 27 57 36 

Share it 36 27 31 30 19 57 

We chat 31 30 19 57 27 36 

UC Browser 30 19 27 31 36 57 

Total 200 200 200 200 200 200 

 
VI. FINDINGS 

 It was found that male users make up 43.89% and female users make up 57.11% as far as the gender of the 

users are concerned. It can be inferred that females use more social media apps more than men.  

 The study showed that, the users in the age group of 17 - 21 years are the maximum with 38.49% followed 

by users in the age group of 21 - 26 years with 28.21%. Users in the age group of 26 – 30 years were next 

with 20.91% and the users who were above 30 years were the least with 12.5%. It can be seen clearly that 

more than half of the users are youngsters. Also, the number of young users are more in comparison with 

68.69%. 

 When probed for necessity of using Facebook app among users, it was found that commenting on photo / 

video was the highest with 28%.Watching movies and videos was the least with 6%.  

 When questioned the users for necessity of using Twitter app, it was found that following sports news was 

the highest with 38.49%. Retweeting news was the least with 12.5%. 

 When questioned the users for necessity of using Whatsapp app, it was found that grouping / chatting with 

friends was the highest with 38.49%. Alternative to text messaging was the least with 12.5%. 

 When probed for necessity of using Shareit app among users, it was found that sharing pictures and videos 

was the highest with 38.49%.Listening to music was the least with 12.5%. 

 When queried among the users for necessity of using WeChat app, it was found that grouping / chatting with 

friends was the highest with 38.49%. Sharing content was the least with 12.5%. 

 When queried among the users for necessity of using UC Browser, it was found that downloading was the 

highest with 38.49%. Sharing files was the least with 12.5%. 

 When queried about the users regarding the frequency of usage of social media applications per day, it was 

found that Whatsapp was the highest with 28.5% users using it for more than 300 minutes per day.  

 

VII. CONCLUSION 
Female users were predominantly possessing more media apps than the male users. It shows that female users are 

using social media apps more than male users and are more active. The study findings illuminates that more 

number of people use social media apps in rural areas. It shows that there wide usage among rural users. The study 

reiterates that more than half of the users are youngsters and use social media apps more when compared to other 

age groups.  From the above research study, it can be concluded that there is wide acceptance and usage of social 

media apps among rural users and there is great scope for exploring the areas that are still to be explored in the 

same avenue.  
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