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OPERATIONAL DEFINITION OF TERMS

Affordances: The capabilities of media convergent environment that makes it easy and
possible for individuals to perform a variety of functions with the smart devices, internet

applications and software at their disposal (Egede & Chuks-Nwosu, 2013).

Blocked: is a term used to connote an online user being barred from accessing or viewing

another user’s online content, including being barred from chatting with them (Ahad &

Anshari, 2017)

Blue ticked: is a term used to connote an online member being snubbed on the online

community (Ahad & Anshari, 2017).

Browsing: is a term used to connote the amount of time a person spends on Social Media

going through content posted by others (Kaspar & Miller-Jensen, 2019).

Computer mediated communication: Any human communication that occurs through the

use of two or more electronic devices (Anderson, 2018).

Identity: A complex personal and social construct, consisting in part of who we think
ourselves to be, how we wish others to perceive us, and how they actually perceive us (Ahad

& Anshari, 2017).

Identity formation: Also known as individuation is the development of the distinct
personality of an individual regarded as a persisting entity in a particular stage of life in which
individual characteristics are possessed and by which a person is recognized or known (Ahad

& Anshari, 2017).
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Interactivity: The state where internet users initiate and engage in vibrant discourses with
each other in social network sites enabling sharing and communicating in reciprocal

dimensions (such as texting, chatting, sharing photo or videos) (Ahad & Anshari, 2017).

Lameze: Classes that help pregnant mothers prepare for birth and how to take care of infants

(Kaspar & Muller-Jensen, 2019).

Left: is a term used to connote a member exiting an online community without notifying the

members of the group (Appel, Grewal, Hadi & Stephen, 2019).

Online: is a term used to connote one being present or ‘seen’ in the virtual space or online

community (Baym, 2000).

Online Group: Also referred to as online community, is a group of people with common
interest who create a platform within a social networking site to communicate, work together

and pursue their interests over time (Commbox, 2018).

Online group interaction: A threaded discussion by a group through computer mediated

means (Duggan, 2014).

No Chills: Is a term used to connote a person who says or shows anything on social media

without caring about social norms or acting in a rational manner (Duggan, 2014).

Pro-Social Behavior: A social behavior that benefits other people or society as a whole such

as volunteering, sharing, helping or donating (Durfy, 2019).

Self-presentation: The process of setting forth an image we want others to perceive as real

(Hymas, 2018).
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Social Media: Refers to forms of electronic communication through which users create online
communities to share information, ideas, personal messages and other content (Kaplan &

Haenlein, 2010).

Social Media Expert: A social media expert is a person with qualified experience in matters
concerning social media networking and one who has researched and published. (Kaplan &

Haenlin, 2010).

Social Network Sites: are defined as applications that enable users to connect by creating
personal information profiles, inviting friends and colleagues to have access to those profiles,
and sending e-mails and instant messages between each other. These personal profiles can
include any type of information, including photos, video, audio files, and blogs (Kaplan &

Haenlin, 2010).

Troll: It’s a term that connotes someone who leaves an intentionally annoying or offensive
message on Social media, for purposes of upsetting others or to get attention or cause trouble

(Durfy, 2019).

Virtual Identity: A social identity established in online communities by an active constructed

presentation of an online user (Lefever, 2013).

Virtuality: The created space where virtual identity is performed by online users (Maloney-

Krichmar, & Preece, 2017).

Youth: Persons resident in Kenya in the age bracket of 15 to 30 years (Kenya National Youth

Policy, 2006)
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ABSTRACT

The internet has taken the new role of community through online groups where youth
congregate to interact, exchange ideas and pursue interests. As they engage in self-expression
and self-presentation online, it is important to understand how virtual identity is negotiated
and formed in those spaces. This research analyzed online group interaction and the
development of virtual identity among the youth in Nairobi County. The objectives guiding
the study were: 1) To establish the extent to which the youth are part of online groups. 2) To
establish the reasons that influence the youth to join online groups. 3) To determine the extent
to which online group membership develops the virtual identity of the youth. The independent
variable in the study is online group interaction while the dependent variable is virtual identity
development. Review of literature in this research is based on various aspects of online group
interaction in relation to its potentiality in forming the virtual identity of group members. The
communication theory of identity (CTI) and uses and gratification theory (U&G) were
adopted to form the theoretical framework for this research. The study employed a mixed
method research design in which the main methods used in data collection included; Self-
administered questionnaires, Focus Group Discussions, and In-depth interviews. This study
comprised four focus group discussions of ten members each sampled from two Universities
in Nairobi County, a young professionals group in Kasarani sub-county and a youth support
group in Mwiki Nairobi, County. Eight social media experts were interviewed. A cross-
sectional survey targeting the youth was conducted in two Universities in Nairobi in which
384 questionnaires were administered to the targeted respondents. The data collected was
analyzed qualitatively and quantitatively based on the themes derived from the objectives of
this study. Quantitative data was analyzed using the SPSS software, while the qualitative data
was analyzed using the NVIVO software. The three-dimensional identity model by Crocetti,
Rubini, & Meeus, (2008) was also used to analyze objective three of this study. Findings
revealed that the independent variable of online interaction influenced the performance of
users online leading to the development of a virtual identity that they are associated with.
Equally the reasons for interaction online such as bonding and bridging influence the kind of
self-expressions that the users exhibit online thus characterizing their virtual identity. The
study concluded that because the youth are engaging online, they are performing ever-
changing identities. There is therefore a need for them to be guided for positive outcomes.
Equally the study made the following recommendations, firstly, online group interactions
could be used positively as a platform for social interaction and change. Secondly, more
online groups that address youth related matters should be created as a way of addressing this
transitional stage in life. The study suggested further research in rural context and the adult
segment.
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CHAPTER ONE: INTRODUCTION

1.0 Introduction

This chapter foregrounds the main aspects of the study by way of introduction. The
chapter maps the background of the study, delineates the research problem, outlines
the objectives and justifies the importance of the study. The chapter also addresses the

scope and limitations of the study.

1.1 Background of the Study

Communication is commonly understood as a primary resource for enacting social
identity and displaying membership in social groups (Miller, 2010). The basic
symbolic interaction principle states that society shapes self which then shapes
behavior (Sulimani-Aidan, Melkman, & Hellman, 2019). As society shifts and the
medium of communication majorly transitions from analogue to digital; it is
important to study how interactions on these online communities affect the self.
Scholarly interest in issues of self-identity has exploded across disciplines within the
humanities and social sciences in recent years. Common to these concerns are the
assumptions that self-identity is not an a priori, not given or fixed, but created in the
process of communication (Savolainen et al, 2021). Several researchers including
Kaakinen et al (2020), Chan (2019), Crocetti, Rubini, and Meeus (2008) have
acknowledged the importance of studying identity formation as a developmental
process in addition to investigating differences between existing and new identity
statuses. This also assumes that social institutions and values are produced and

reproduced by individuals in interaction. Particularly important was research



conducted by Bachinni et al (2017) that developed an explicitly ecological
understanding of the multiple identities self. This work showed how a change in
environment (from face to face to online for example) can lead to two parallel
developments of identity. This is evidenced by Dunne and Lawlors’ (2010) study on
adolescents’ use of Social networking sites (SNS). Their study was carried out among
girls aged 12 to 19 years and focused on one social networking site (SNS) ‘Bebo’.
Findings revealed an active use of Bebo for personal motives and gratifications in
terms of presenting and managing a certain identity and persona in a social context.

One respondent in their findings stated:

“Sometimes you look at people’s profile pictures and go “oh my god”, what are they
at”? Some of the stuff they say about themselves is exaggerated as well; they are

trying to make themselves look cool”

The need to perform an identity on the online space is not a new phenomenon in
communication. According to Goffman (1959), dramaturgy is a sociological
perspective that is a component of symbolic interactionism and is used in sociological
analysis of everyday life. According to this perspective, individuals perform actions in
everyday life as if they were performers on a stage, and their identity is performed
through roles (Lumen, 2019). Each performance is a presentation of the self and that
everyone seeks to create specific impressions in the minds of others. This universal
drive is called impression management. Individuals manage others’ impressions of
them by successfully portraying themselves “onstage,” or in public. People present
themselves to others based on cultural values, norms, and expectations. Most of the

time, people seek to meet society’s expectations (Brown, 2011).



With the inception of Social networking sites (SNS) it is observed that they may have
provided stronger relationship than face-to-face method which is why more young
people rely on their usage than have offline interaction (Dembinska et al 2020).
Through social networking sites (SNS), the youth are more willing to disclose
information about themselves and to foster deeper interaction without any restrictions
like how face-to-face conversation would be. For example, in the online conversation,
the youth can ask deep personal questions such as someone’s sexual orientation
without offending the others (Favotto et al, 2017). These kinds of conversations may
be harder to share with parents, relatives or even friends offline. Therefore, the youth

prefer online communication than real-world contact.

In the 21st Century, there is an increasing migration to the online space, 59% of the
global population is online (Clement, 2020). A good percentage of the global
population online is the youth (70%) (ITU, 2017) most of whom are digital natives;
who are a generation of people growing in an era of ever present technology,
computer, internet and gadgets (Nikou et al, 2020). Several Researches shows that the
youth account for the highest population online. A research conducted by Pew
Research Center (2019) revealed that 71% of youth in America use more than one
social networking site. According to Simelab (2018), 89.7% of Kenyans are internet
users, while 85.6% of youth have enrolled in more than one social networking site. It
therefore follows that the youth are a vibrant group online and therefore the need to
study their behavior online and how their interactions on these online groups develop
their identity.

The youth largely create and recreate themselves in this new environment by
managing impressions. Anderson and Jiang (2018) reported that many young people

acknowledge the unique challenges — and benefits — of growing up in the digital age,
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while some say they at times feel overwhelmed by the drama on social media and
pressure to construct only positive images of themselves online. In a study by Nguyen
(2017) on the effect of social media on the youth development, majority of
respondents acknowledged that excessive use of social media affects their relationship
with parents and siblings at home. Majority of the respondents reported to have
experienced being isolated from relatives and friends and a high percentage of the
respondents reported to have become more introverted after a period of time. The
social structure of the online environment has an impact on the selves that can be
sustained in that setting, just the same way particular selves can be sustained in
certain physical settings like school, church, or social clubs due to the nature and
requirement of that environment. Whenever the youth come into contact with each
other on the online space, identity questions always arise, since from a very young age
they have learned how to ‘read’ the status and identity symbols of people (Nikou et al,
2020).

The concept of identity therefore carries the full weight of the need for a sense of who
one is, together with the change in surrounding social contexts. Changes in the groups
and networks in which people and their identities are rooted and in the societal
structures, subject positioning, dominant societal ideologies and practices in which
those networks are embedded are becoming more common and complex (Pegg et al,
2018). There seems to be a constant struggle and disconnect between who someone is,
the identity their appearance performs, what they want to express and how they want
to be identified. The challenge of reconciling the avowed and ascribed identity is by
far a challenge that many youth have to deal with (Lawless, 2015). Identity is a
complex phenomenon that takes different forms based on prevailing circumstances

and the changing thereof, which is why it is very easy to be caught up in the crisis of



identity as one shifts over to the online space because they equally have to perform
actions in that space. These crises create internal conflict and emotional upheaval,
thereby causing the youth to examine and question their values, beliefs, and goals. As
they explore new possibilities, they may form new beliefs, adopt different values, and
make different choices (Morelli, 2018). It is important to note that a crisis of identity
IS not necessarily a bad thing, but a period of active exploration, where one attempts

to figure out who they are or want to be (Zupanick, 2015).

Membership in these online groups influences how they think of themselves, how
they think of others and how others think of them. These online groups impose
expectations due to the constant comparison that goes on there. This comparison is
used to evaluate performance, determine abilities and skills. Self-concept and self-
esteem are also heavily influenced by the process of social comparison (Cherry,
2020). These comparisons can be with people who they know and interact with, with
those whom they read about or see on social media or with anyone else they view as
important (Jhangiani & Tarry, 2014). This need for social comparison is enhanced and
achieved online by certain affordances of technology, for example the use of filters
affords the user the ability to change their appearance and look a certain way; the
availability of maps enables the user to tag themselves to a location of their choice,
the user can even adopt a pseudo name online. This social comparison occurs
primarily on dimensions on which there are no correct answers or objective
benchmarks and thus on which we can rely only on the beliefs of others for
information (Jhangiani & Tarry, 2014). This disconnect between the ascribed and

avowed identity can create a crisis in the life of the individual.



According to Cherry (2019), the youth must resolve the crisis of identity. This crisis
represents the struggle to find a balance between developing a unique, individual
identity while still being accepted and "fitting in" (Morelli, 2018). The youth face a
challenge of determining who they want to be, and how they want to be perceived by
others. This challenge is hugely experienced in the social networking sites, as there is
a lot of surveillance and social comparison that happens there. Erikson (1950)
believes that when the youth successfully navigate this crisis they emerge with a clear
understanding of their individual identity and can easily share this "self" with others;
therefore, they are healthy and well-adjusted. As a result, they are confident
individuals who can freely associate with other people without losing their own
identity. However, when the youth fail to navigate this crisis successfully, they are
uncertain about who they are. Lacking this understanding, they can become socially
disconnected and cut-off from others; or conversely, they can develop an exaggerated

sense of their own importance and may adopt extremist positions (Zupanick, 2014).

This identity crisis challenge is magnified with the advancement of computer
technologies and the youth engagements online; we as a society have been challenged
to re-evaluate how we think about ourselves, as well as the relationship between a
society and its occupation of a space (Strohmeir et al, 2021). The online space is
powerful enough to shape the attitude and behavior of its users thus developing their
identity there. For example, The National Centre on Addiction and Substance Abuse
at Columbia University surveyed more than 2000 youths from the age of 17 to 27
years old over the phone and internet in order to identify the possible factors that
affect substance abuse. The findings suggested that the youth who frequent social
networking sites reported three times more likelihood to drink alcohol (26% and 9%),

were five times more likely to use tobacco (10% and 2%), and twice as likely to use
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marijuana (13% and 7%) than youth who do not (French, 2011). Studies also
suggested that an exposure to substance use imagery is correlated with onset of use
(Dal Cin, Stoolmiller & Sargent, 2012). In other words, the youth who used social
networking sites often are more likely to use alcohol or marijuana, and the risk is
higher for those who have seen pictures of alcohol or drugs use of other peers. This
speaks to the interactions that happen on these online groups and the effect they create

on the youth who belong in them.

Literat (2021) observed in a study on computer subcultures, the focus was not so
much on what people were doing with computers but rather how their interactions
with computers led them to think differently, to feel differently, to relate differently,
this was referred to as a ‘romantic reaction’ to computers. Computers have been
helpful in showing us just how multifaceted and not one dimensional our lives are
(Huang et al, 2020). New communication technologies have freed interaction from the
requirements of physical co-presence and created an online presence and structure
that cannot be ignored. These technologies have expanded the array of generalized
others contributing to the construction of the self (Hatzipanagos & Warburton, 2013).

G‘I 9% ¢
3

Several research foci emerge from this development: the substance of me,” and
the generalized other in a milieu void of place - the establishment of online groups -
which are typically “communities of the mind,” and thus the negotiation of co-present
and cyberspace identities (Gunduz, 2017). With the availability of diverse online
groups created in cyberspace, an individual tends to portray a certain aspect of
themselves in one online group that can be totally different from another or who they
are in the physical environment (CAK, 2019). The use of digital media therefore has

diverse and manifold consequences for young people’s communication, their ways of

learning, personal relationships, construction of identity, and formation of youth



cultures (Roth-Ebner, 2019). These online environments have introduced new forums
for performing one's identity. The lessons learned from peoples’ use of online spaces
underscores how the youth construct their identities and points to ways they can more

competently communicate about themselves in the mediated environment.

Given the emerging trend of online communities, it is important to investigate the
kind of identity that is developed in these online spaces of interaction. Particularly
important was research conducted by Bachinni et al (2017) that developed an
explicitly ecological understanding of the multiple identities self. This study showed
how a change in environment - from face to face to online communication - can lead

to two parallel developments of identity in an individual.

According to Simelab (2018) 89.7% of Kenyans are internet users, while 85.6% of the
youth have enrolled in more than one social networking site. Anderson and Jiang
(2018) reported that many young people acknowledge the unique challenges — and

benefits — of growing up in the digital age

Kaigwa (2013) established that many online enthusiasts at times feel overwhelmed by
the drama on social media and pressure to construct only positive images of
themselves. From the foregoing studies, it emerges that community youth are either
loosing identity or acquiring literally new identities online. Studies conducted in
Kenya by Sikolia (2015), Waithaka, Ngulube and Onyancha (2015), Waithaka, (2013)
and Ani’s (2010), have established that high school as well as university
undergraduate students, who mainly fall in the category of the youth intensively use
the internet as they are constantly involved in online communication and have

particular interest in social media such as Facebook, Twitter, YouTube, websites,



Instagram, Emails, Whatsapp, Imo, blogs, telegram and other social platforms. These
studies however have not made a connection between the youths’ interactions in

online groups and its implication on the development of a their virtual identity

With few studies carried out in this new virtual phenomena, the current study was
inspired to investigate more on the subject matter. This study therefore investigated
whether interactions the youth have with members of their online groups, leads to the

development of a unique self-online identification, referred to as virtual identity.

1.2 Statement of the Problem

Online communities (or groups) have become common place across the globe. In
the background to this study, it has been established that belonging to
communities and interacting with members of given communities not only creates
a sense of belonging but also creates members’ identities, or senses of who they
are. The nature of each community and the interaction that happens there
constructs unique members’ senses of themselves. As a new phenomenon, online
communities are yet to be fully researched for their ability to foster community
members’ identities, or the character(s) of such identities for the members of
online communities. Given the fact that the nature of online communities’
members interaction is virtual, questions abound on the nature of identities formed
during interactions by members of online communities (groups) as they also come
from disparate socio-cultural physical communities. Previous research done on
online communities has barely scratched the ground of online communities in
Africa, yet it has been established that proliferation of online group membership
in Africa, particularly in Kenya, is growing. It is therefore important for

researchers in the field of communication to understand the reach of this online



interaction by members of existing online social groups, the characteristics of the
groups Internet users join, and the reasons they join such groups. This study
therefore sought to establish the level of proliferation of online group membership
by the youth in Nairobi County, Kenya, the reasons that motivate them to join
such groups and whether online group membership develops in the youth a virtual
identity that is separate from their non-mediated identity. Knowledge gained from
researching the foregoing will enable stakeholders in fields of human
communication and sociology to understand the impact of consistent online social

interaction for Internet users and its bearing on their selves-knowledge.

1.3 Purpose of the Study

The purpose of this research was to explore online group interaction and the

development of virtual identity among the youth in Nairobi County, Kenya.

1.4 Research Objectives

The study’s objectives were, to:

1. Establish the extent to which the youth in Nairobi County, Kenya are part of
online groups.

2. Assess the reasons that influence the youth to join online groups.

3. Determine the extent to which online group membership develops the virtual
identity of the youth in Nairobi County, Kenya, and its implication on the non-

mediated identities.
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1.5 Research Questions

The study was guided by the following questions:
1. To what extent are youth in Nairobi County, Kenya part of online groups?
2. What reasons influence the youth in Nairobi County, Kenya to join online
groups?
3. To what extent does online group membership develop the virtual identity of
the youth in Nairobi County, Kenya, and what are its implications on their

non-internet mediated identities?

1.6 Justification of the Study

The youth are a generation of people who are growing up and navigating life in an era
of ever present technology. Every aspect of their life is intertwined in some way with
computers, gadgets and devices. With the emergence of social media, the youth
leverage these platforms for various reasons such as maintaining existing
relationships, connecting with friends and relatives in diverse geographical locations
or creating new social relationships (Steinberg, 2010). However, besides these
positive and useful reasons, negative consequences, in particular, youth risk behaviors
resulting from social media are catching research’s attention. (Nguyen, 2017). It is
therefore practically impossible to ignore the effects of the virtual space in relation to

the youth.

Given the prevalence of these online communities and the amount of time, resources
and commitment that their use has garnered; including workplace usage, community
development, sensitization, social support, business growth and even risky youth
behavior, it is obvious that they cannot be ignored or trivialized. It is imperative that

more attention be focused on the youths’ interaction in these online communities,
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specifically the element of development of identity within these virtual spaces.
According to Kim et al (2018), few attempts have been made to understand why
people participate or do not participate in online communities. This study therefore
investigated why the youth are active, dormant of even exit these online groups. This
study adopted the communication theory of identity and uses and gratification
approach, which gave greater insight into youth motivations for online group

interaction and the development of virtual identity.

On the other hand, as the advancement of technology is evolving by the second,
further studies will need to catch up with that development to determine the impact of
continued SNSs use on the youth and on society as a whole (Nguyen, 2017). This
therefore justifies the investigation of this study on how the youth interact on these

spaces and develop unique identities there.

1.7 Significance of the Study

The findings of this study will benefit social media researchers by establishing an
understanding of the dynamics of self-expression and self-presentation in online
interactions. It will look inform them how online interactions by the youth enable
virtual identity development. This study will offer insights on how online users,
especially the youth, can understand and tap into the potential of online communities

for interaction, information and social support.

The findings of this study will also help online group administrators establish
guidelines on social responsibility with respect to matters concerning online group

interactions. This study will be imperative in understanding the personality that the
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online group takes as well as how it can facilitate constructive interactions online and

equal opportunities for members.

More importantly, the findings of this study will be used to formulate models for
valuable virtual identity formation for online users. Ultimately, the researcher has
made recommendations for further research into the role of online group interaction in
development of virtual identity among the youth who may be located in different

environments away from the urban setting.

1.8 Scope of the Study

This study focused on how the internet has taken the new role of facilitating group
formation and interactions online. It looked at how online groups enable or constrain
virtual identity development among the youth. The study explored the extent to which
the youth feel as part of online communities and its implication on self-expression and

self-presentation.

This study only examined the related phenomenon from the view point of the youth
who are members of online groups and not any other group. The study dealt with
issues of online presentation, behavior mimicry, fashioning identity and impression

management.

1.9 Limitations of the Study

The online groups were not listed or registered therefore the study relied on online
groups that were known and identified through word of mouth by current members of

existing online groups.

1.10 Assumptions of the Study
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The study commenced with the standard assumptions as:

1) The researcher assumed that there is pervasive access for online services by

the youth in Nairobi County, Kenya.

2) The researcher also assumed that collection of data using both snowballing
and purposive approaches would enhance willingness in sampled respondents

to freely participate in the study.

3) The researcher assumed that the scope of the study would remain unchanged

to enable her gather consistent data.

4) The researcher assumed that the budget for the study would remain within

manageable levels till completion of the study.

1.11 Chapter Summary
Chapter provided a thorough background of the problem by discussing the key issues

among the youth and online interactions with a global, regional, and local
contextualization. It also identified the purpose of conducting the study in addition to
highlighting the research questions it intended to answer; it also defined the nature of
the study. In the next chapter, two, a review of related literature on youths and online
interactions will help create a conceptual framework for the study while establishing

gaps from other studies that anchor this current one.
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CHAPTER TWO: LITERATURE REVIEW AND THEORETICAL

FRAMEWORK

2.0 Introduction

In this chapter, literature review focused on elements of virtual identity development
that characterized the youth who are members of online groups in order to explain the
key variables presented for analysis in this research. Relevant instruments on online
group formation and inclusion were explored to enable the researcher to gain proper
understanding of the concept of online groups in relation to the youth. Recent research
studies related to virtual identity development within online group formations were
reviewed and a research gap identified. The chapter included the theoretical and

conceptual framework on which the research was founded.

2.1 Flow of Literature Review

The review of literature is based on the following ideas that are thematically aligned

and tethered to the objectives of the study. These areas include:

1. To establish the extent to which the youth are part of online groups.

2. To establish the reasons that influence the youth to join online groups.

3. To determine the extent to which online group membership develops the
virtual identity of the youth and its implications on non-internet mediated

identities.

2.2 The Youth and Online Groups

The growth in internet penetration in Kenya over the past five years, has been so rapid
that the country has been branded 'silicon savannah' (Mullins, 2018). A report
released by Mwangi (2019) shows that Kenya is leading Africa in Internet

Penetration at 83%. The report, that states the country’s population to be over 52.2
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million, also reveals significant growth in the number of internet users from 200,000
in the year 2000 to 43 million users by 31st March 2019. The increase in internet
penetration for the last nine years hence stands at an impressive 21,564 percent. In the
social media stakes, Kenyans are ranked second only to South Africans (Kaigwa,
2013). According to the quartely report by Communications Authority of Kenya
(2019), mobile penetration in Kenya stood at 88.1% with 37.8 million subscribers.
The internet data market registered 21.6 million subscriptions. The findings show that
Kenyan youth spend the entire day online through mobile gadgets. Herbling (2012),
corroborates the latest statistics by the Communication Authority of Kenya which
show that mobile Internet account for 98.8% of the total data subscriptions. Recent
trends tend to uphold this view as indicated in the CAK Report (2019) which reported
91% (46.94M) penetration of mobile subscriptions in Kenya, compared to 80%
mobile penetration in Africa and internet connectivity, at a penetration rate of 84%
with 43.3M of the total population having access to the Internet in Kenya. A survey
on youth attitude show that Kenyan youth spend the biggest portion of their income
on mobile phone airtime, since this youthful population has an increasing disposable
income resulting in higher purchasing power (CAK Report, 2019). A study by Thoene
(2012) reveals that social media usage has increased and that trends indicate that the
most common social media sites is Facebook, where people are able to connect with
one another on the sites. This is reflective of the Kenyan environment since the
percentage of Kenyan youth active on Facebook and Twitter is 76 and 61 per cent,
respectively (Herbling, 2012). Latest report by CAK (2019) states that, higher mobile
and internet penetration has led to the growth of social media users among the youth,
with the most used social media platforms identified as Whatsapp (74%), Facebook

(70%) and Twitter (50%), based on users own claimed activity. The distance-
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transcending technologies of the electronic age have enabled people to initiate,
escalate, and maintain interpersonal relationships to degrees that were once
considered possible only when two parties shared common physical space (Baym,

2015) .

2.2.1 Youth and Internet Connection

Teenagers and the youth throughout the country regularly use the internet, cell
phones, and video games to gather information and communicate with each other.
This ability to interact with others is the unique feature of social media which
provides powerful new ways for the youth to create and navigate their social
environments. The Youth’ use of social media occurs simultaneously with their
developing identity, emerging sexuality, physical development, and moral

consciousness (Lenhart, Ling, Campbell & Purcell, 2010).

Studies conducted in African countries by Akakandelwa and Walubita, (2018),
Waithaka, Ngulube and Onyancha (2015), Waithaka, (2013) and Ani’s (2010), have
established that university undergraduate students, have particular interest in social
media and form the highest population online. Studies conducted in Asia by Devi and
Roy (2012), Gomez et al (2017), investigated the internet use pattern among the
students in Universities in India and found that about 71 percent of the students used
internet for their academic related activities and about 29% use it for communication
purposes. Studies conducted in America by Brouwer (2018), Smith. et al (2011) and
Williamson (2010) showed that 92% of 18-24 year olds who attend college are

internet users.
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2.2.2 Related Studies on Youth and Internet Connection
More than half of all online American youth have created personal profiles for social

networking on the Internet (Mazur & Richards, 2011). Their counterparts in Kenya
are likewise active on social media spaces at 85.3% (Simelab, 2018). Findings by
Ortiz-Ospina (2019) have shown that 73% of American teenagers have used a social
networking site, while the statistics in Kenya show that young Kenyans aged between
16 and 24 are constantly on their cell phones — texting and surfing the Internet — and
send an average of 250 messages as texts and chat posts daily (Herbling, 2012). This
corroborate with a recent study by Kenya Mobile Report (2019) which indicated that
Kenyan youth spend up to three hours a day on social media. In 2019 approximately,
about 97% and 93% of girls and boys respectively in America had access to a
smartphone. Overall, teens are very well connected and perform most online activities
via mobile in the United States (Ortiz-Ospina, 2019). These findings open questions
about a similar scenario occurring in the less developed nations like Kenya for the

current study.

Social media now permeate every aspect of society from politics, work,
communication habits, news consumption, to dating, among others (Shirky 2011). As
more of humanity comes online (2.3 billion more people in 2016-2017 alone), a
fundamental and spontaneous restructuring of our collective behavior is occasioned
(Comstock, 2016). An essential part of this is the emergence of a new framework of
understanding and adapting to the rapid waning of our legacy institutions such as the
traditional communities and aspects of them being replaced by other branching
futures as such online groups. This means that as we flow our information, money,
goods, and services through digital systems, these systems have a high likelihood of

manifesting useful emergence of networks and communities (Comstock, 2016). Many
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ideas have appeared in the media and research regarding online communities. The
internet has been regarded as a set of services to be consumed, and users of these
services are regarded as consumers; thus communities formed on or supported by the

internet are regarded as consumption communities (Sima et al, 2020).

2.2.3 Online Communities and Youth Internet Connection
There is no consensus regarding online communities. Some believe that the

consumers of internet newsgroups and discussion groups may derive both knowledge
and communion from one another, though they acknowledge that internet groups also
entail the conflict, factionalism, gossip, and envy that characterize human interactions
in most contexts (Zeinalli, 2019; Rheingold, 1993; Sulimani-Aidan et al, 2019).
Lefever, (2013) argues that online Communities provide real-world communities a
place to come together using the Internet. But others argue that computer networks are
not real communities because they are formed based on choice rather than on
necessity, because they tend to consist of demographically similar and privileged
members, and because they can easily be exited (Wang et al (2019); Kumar et al,
2018). Online communities tend to be named by the activity and people they serve or
the technology that supports them. For example, the same community might be called
a ‘breast cancer patient support community’ and a ‘bulletin board community (Preece
& Maloney-Krichmar, 2017). A gap therefore exists in research into the types of
online groups existing in Kenya and how online interaction there is happening. This
research, therefore, sought to fill the apparent knowledge gap not only by analyzing
the contribution of the internet in online group formation and its potential benefits to

youth but also understand the presence and impact of the youth online.
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2.3 Factors that Influence Subscriptions to Online Groups

Pioneers of online community development and research Rheingold (1993) and Hiltz
(1985) used the term °‘online community’ to connote the intense feelings of
camaraderie, empathy and support that they observed among people in the online
spaces they studied. Other researchers have attempted to operationalize the term so
that it is useful in the analysis, design, and evaluation of community software
platforms and management practices (Fields et al, 2017; Maloiy & Cranefield, 2021,
Sri et al, 2017). These researchers focus on ‘the people who come together for a
particular purpose, and who are guided by policies (including norms and rules) and
supported by software. Theories of broader Internet use have indicated both
entertainment and searching for friendship or romance as motivational forces for
joining online groups (Burkell & Regan, 2021). Analyses by UN Chronicles (2017)
suggest that two of the main reasons why the youth go on social media platforms are
to network with others and to meet new people, which puts the youth in a unique
position to engage with people from diverse backgrounds and countries. A study
conducted on social media and human relation, reported that the youth uses social
media for various reasons such as maintaining existing relationships, connecting with

friends and relatives overseas, and creating new social relationships (Nguyen, 2017).

2.3.1 Social Media and Internet Connection

Social media have been credited with building connections among both heterogeneous
groups and closely knit homogenous communities (Meeus et al., 2010). Abbas and
Mesch (2018) claim that users of SNSs primarily use the platform to connect with
people they already know in real life, while Westling (2007) views the group function

of SNSs as bringing users into contact with many people who are unknown to them.
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Perrin (2015) found that social media usage had experienced explosive growth
between 2005 and 2015. As of late 2016, Facebook for example had grown so
populous that it was no longer considered just a social network. Through changes in
the atomic content contributions of its two billion plus users, the network began to
embody other roles such as, a de facto political organizer, a major news source, a
global video distribution platform, and a marketplace for goods and even jobs
(Comstock, 2016). The internet therefore creates platforms where people can engage
with others who share values like their own. This ability to create segments of people
with like-minded interests and values, provides individuals - especially the youth -
with a means for acquiring that feeling of inclusion, and thus creates community and a

common identity.

2.3.2 Social Media and Networking
Online subscription and use of social networking sites is affected by various variables

such as gender, age, level of education, socio-economic status, as well as geographic
location (Saeed, 2016). In the online sphere, the youth are also the age group that uses
social media most frequently. Overall, they are more likely to be social networkers
than people aged 35 and older. For example, 79 per cent of young Internet users in
Germany use social media, while only 39 per cent of older users in the country do so
(. The difference between younger and older users is similar in other countries such as
Viet Nam (86 per cent compared to 49 per cent) and Japan (78 per cent compared to
43 per cent). In Kenya 78% of the youth are engaged online while for those over 35

years its 34% (SimelLab, 2018).

The youth are self sufficient in some ways; however, they require assistance in other

aspects of life (Vaterlaus et al, 2019). Life events that can traditionally occur during
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this period include: attending college to earn undergraduate and/or graduate degrees,
entering the workforce, returning home for financial help from parents or getting
married and starting their own family (Vaterlaus et al, 2019). Youth is the time where
life becomes extremely busier with more activities and plans that they have lesser
time to interact with others. In other words, their time becomes more limited, social
media therefore offer immediacy and interactivity in communication, two highly
desirable attributes for young people, that form a part of young adults daily routines

(Abbas & Mesch, 2018).

Owing to the responsibility and decisions that accompany the aforementioned life
events, this period can be a time of instability, uncertainty, and life change. The youth
experience higher-level thinking and more complex thoughts than ever before,
allowing them to deal with concepts like diversity and their own role in understanding
the world (Rokach, 2020). This higher-level thinking, paired with more difficult
decisions, complicates the decision-making process. As individuals transition to
adulthood, they require a lot of help that is non-judgemental (Harder et al, 2020).
Many of the traditional barriers to seeking help are reduced in online settings (lvancic,

etal., 2018).

2.3.3 Social Media and Networking

The internet is a key source of advice and support for young people, who are likely
first to seek help on an online site rather than talk to a counsellor, peer or parent.
Anything a young person would be embarrased or ashamed to ask their peers or
parent about-such as sexuality and mental health, or relational matters-they are likely
to ask the internet. Ortiz-Ospina (2019) reported that social networks are a key source

of information and advice, 57% of young adults said that they looked to their online
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social network for advice. These online forums are also preferred because people can
view the stories of others before risking to talk about their own stories. The internet in
most cases can also be the first contact with information about adult issues, such as
careers, relationships, sex, investments or contraceptives. Online sources therefore
offer a quick fix for those already well aligned with the digital world (llioudi et. al.,
2012). In a study conducted by Ivancic, et al., (2018) to determine the youth

perspective on being online one of the respondents said:

I think online chats and instant messaging were probably the first places |
went when | felt down. Being able to chat with other young people but also
having that security of anonymity meant that you could talk about anything.
When I went to find more formal help I was lucky, ‘ReachOut’ an online
group that addresses issues of the youth, was one of the first places | found
and I've never looked back.
A study conducted by Griffiths et al., (2015) shows that online peer-to-peer support
groups are a main resource of social support on the Internet. In such groups, members
usually have some sort of shared burden, and they use the online group as a platform
for exchanging knowledge, sharing personal experiences, providing and receiving
sympathetic understanding, and establishing social networks. Similar reasons for
membership may be found in many online communities, including professional,
educational, social, or recreational communities. However, online support groups are
differentiated by virtue of the centrality of emotional support provided to members,
which may be marginal or nonexistent in other online communities. For example, a
list of Kenya’s top ten online communities places a consumer protection group at the
top (Buyer Beware), followed by a gossip online group (Kilimani Mums) then a group

for sharing ‘crazy stuff’ (kenyatalk.com) and (Business ideas 101) an investment
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ideas group (Mwanza, 2019). The question is: is the dynamics of customer/client
service the main reason why huge populations of people in Kenya are members of
online groups or what really is discussed in that group. The other question to ask is do
Kenyans join online groups to gossip since a gossip group is ranked second in this
country, or what really is discussed in that online group that draws many people to it?
This research therefore sought to fill the apparent knowledge gap by analysing the

reasons why the youth in Nairobi subscribe to online groups.

2.4 Online Groups, Virtual Identity Development and Non-Mediated Identities
According to social identity theory (Hogg, 1996) people form a social identity of

values, attitudes and behavioral intentions from the perceived membership in distinct
self inclusive real or imagined social groups. An individual's self-identity typically
results from the membership in a pre-existing self inclusive social group, including
vocation (Hogg & Terry, 2000) and avocation (Underwood, Bond & Baer, 2001).
These motivations for joining traditional, face to face groups can be extended to
membership in online groups. One of the foundational issues in establishing a sense of
virtual identity has to do with the degree to which people feel they are able to
experience a connection to others through technology. The human perception is

extremely important in establishing this connection.

2.4.1 Social Groups and Virtual Identity
According to Kang et al (2019), the sense of "being there" that many report

experiencing while engaged in the online realities communicated through cyberspace
can be explained in terms of telepresence. Telepresence essentially points to the
extent to which one feels present in the mediated environment, rather than in the
immediate physical environment. This sense of ‘being there’ is enhanced by the

quality of vividness, which refers to the amount of sensory information the medium
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makes available to a person. For example applications like Facebook, Whatsapp,
Twitter, YouTube and Instagram allow for the sharing of pictures, videos, emojis,
voice recording and other related features like filters, locations that create a collection
of senses engaged and the extents to which any one of those senses is stimulated. This
creates a sense of realism, and this same sense is enhanced by the degree of
interactivity the medium affords to people. Identity therefore deals with the question
of ‘who am i’ which usually refers to further questions of belonging and of locating
oneself in social contexts (Carroll, Jiang & Zhang, 2010).

An identity is a complex personal and social construct, consisting in part of who we
think ourselves to be, how we wish others to perceive us, and how they actually
perceive us, (Ackerman, 2019). Crocetti, Rubini, and Meeus (2008) proposed and
advanced a three-dimensional identity model which focused on the dynamics by
which adolescents form, evaluate, and revise their identities over time. The model was
used to study how adolescents in Italy and Netherlands developed identity while at
school (the social domain) because this is where they spend most of their time and

interact with their schoolmates (interpersonal domain).

2.4.2 Social Groups and Commitment
The three-dimensional model (Crocetti, Rubini, & Meeus, 2008) posits three

dimensions as under-lying identity formation. These include: Commitment, In-depth
exploration and Reconsideration of commitment. Commitment involves enduring
choices that the adolescents make in various developmental domains and the self-
confidence they derive from these choices. In-depth exploration refers to the extent to
which they explore actively their commitments, reflect on them, and discuss their
choices with other people. Reconsideration of commitment includes the comparison

of present commitments with alternative commitments because the current ones are

25



no longer fulfilling. This model was deemed fit in studying how the youth develop a
virtual identity in online groups (the social domain) in the process of online
interaction (interpersonal domain).

Online communication continues to serve as a medium for uniting an even more
geographically dispersed population by fostering a common identity among them.
Literat (2021) suggested that the process of — disembodiment facilitated by computer
mediated communication, and the associated detachment from time and space, opens
up scenarios in which the idea of — multiple selves, advocated as a defining feature
of contemporary life reaches its fullest realisation (Okyere, 2020). In the early years
of the World Wide Web (WWW), there seemed to be no limit to the number of
different identities that could be enacted online. Such possibility, according to Literat
(2021), allowed many to deal with very real psychological issues, as the active
exploration permitted online seemed to provide an unexpected therapeutic route to the
resolution of psychological conflicts off-line. In fact, Literat (2021) suggests that
online environments allow people to move into personal issues. In a study conducted
by Duggan (2014), 68% of the participants said the online environment was more
enabling of social support and welcoming to both genders.

However, manipulating one’s identity is nothing new. Even in online communications
fashioning identity is still a perennial concern of human civilization. It was Goffman's
(1959) contention that everyday life was a performance of sorts, and that our
behaviors and attitudes could be explained in terms of a theatrical metaphor.
Accordingly, Goffman wrote of how people adopted particular roles when they were
in public view by putting on a face. The effort people invest in "staying in character,”
as it were, Goffman calls face-work, noting that people are persistently attending to

the requirements of a particular face lest they break the image of their role.
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2.4.3 Social Groups and Character Formation
The importance of "staying in character,” or presenting a gratifying identity online

among the youth cannot be overemphasized. Harrison and Thomas (2009) defined
identity as “the way in which users develop their online profiles and lists of friends to
carry out important community processes”. They further outlined aspects of identity
as follows: (a)lmpression management, which is concerned with personal identity
formation, (b)friendship management, which is linked to impression management in
that users use publicly displayed profiles of others to choose who they would like to
include as friends on their list, (c) network structure, relates to the roles that users play
in the online groups in which they participate, and (d) bridging of online and offline
social networks, which is concerned with the degree to which the social networking
sites (SNS) becomes an integral part of the users’ actual life while offline (Harrison &
Thomas, 2009). Roux (2020) echo this by arguing that among the process

gratifications sought by the youth include the need for image, fashion and status.

This interrelatedness of the individual’s sense of identity and society is evidenced by
the individual’s/ actor’s acute awareness of the audience. Goffman explains this
awareness in terms of front stage and back stage behaviors. Front stage actions are
those that are visible to the audience and are part of the performance, while back stage
actions only occur when the audience is not around (Lumen, 2019). An example of
this would be a person putting up a luxurious lifestyle online when in reality they live
a normal or marginal lifestyle. This disconnect between the self-online and self-
offline led to the coining of the phrase - ‘kwa ground vitu ni different’ - by Kenyan

youth, to refer to the fact that what you see online is not always the reality offline.
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2.4.4 Social Groups and Demographic Identity
To some degree, we can control what others know of us by making some choices in

life, yet certain qualities of our identities are predetermined for us. In face-to-face
interactions, people infer qualities of our identities based on our gender, race,
clothing, and other nonverbal characteristics (Kumar et al, 2018). Because many of
these cues are invisible online, Internet technologies offer us the possibility of
controlling more aspects of our identity for public consideration than has been
possible before. Individuals manage others’ impressions of them by successfully
portraying themselves “onstage,” in these online groups, since they know that they are
before an audience. The online world is a safe haven for exploring different values
and beliefs and for testing out new personas, and ultimately seeing how others react to
them (Hogg & Rinella, 2018). On the other hand, since anonymity is an online
affordance it can change the salience of personal identity and social identity, thus
have a profound effect on behavior. Anonymity can have strategic consequences, and
can affect the ability for people to express their personal and social identities (Bruner
et al, 2017). Similarly, Valenzuela et al (2020) argue that anonymous conditions
within a group setting can cause people to lack awareness of who they are as
individuals, which facilitates deindividuation. Arpaci et al (2018) placed strong
emphasis on anonymity as the cause of diminished concern for self-evaluation, which
enables individuals to act with disregard for following societal norms of behavior,
what the youth refer to as ‘no chills’. This attempts to explain some of the bizzare
behaviours that are witnessed online by individuals, especially the youth who would
otherwise not act the same way in a social environment governed by rules and values.
This anonymity especially in online groups leads to mob behavior where a group of
otherwise normal people transform into a raging, obscene and even violent mass

(Paskuda & Lewkowicz, 2016). For example in a study conducted in the United
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States, one in ten youth admit to ever engaging in some form of cyberbullying
behavior (Anderson, 2018). Numerous studies on traditional bullying shows that the
rate of bullying is higher in middle school because the youth want to establish their
status in society (Wang et al, 2019). In a study conducted in Vietnam it was observed
that people who are living in the countryside seem to have lesser engagement with
cyberbullying. This can be explained by the lack of electronic gadgets such as
computer, laptop and smartphones. Given the complexity of society and advancement
of technology, more cyberbullying cases happen as it allows anonymous attacking

(Nguyen, 2017).

With some of the face to face cues not available online, and the many affordances of
the online space at their disposal, how do the youth then use online interactions to
construct an identity and what kind of impression management do they put up online
that determines the identity that they embody there? And what implication does this
online identity have on the individual’s offline identity? This research, therefore,
sought to fill the apparent knowledge gap by analyzing the evidence behind how
virtual identity is formed in computer mediated environments as the youth interact in

these online groups in Nairobi County, Kenya.

2.5 Theoretical Framework

In this subsection of the study, key theories guiding the whole exercise are highlighted
including the anchor and supporting theory. These includes the stating of theory, the
assumptions, criticism and justified usage of each theory as applied to the current

study both in global and local context.
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2.5.1 The Communication Theory of Identity (CTI)
The Communication Theory of Identity (CTI) was developed by communication

scholar Michael Hecht in 1993. The theory was developed based on theory and
empirical data suggesting that communication is an element rather than just a product
of identity. The communication theory of identity expands the notion of identity to
view it as layered (Faulkner & Hecht, 2007). From this theorizing emerged CTI’s
definition of identity as the multilayered ways that individuals and communities
socially construct themselves. Seeking to view identity as more processual and multi-
layered, Communication Theory of Identity presents a more comprehensive or
synthetic view of identity integrating community, communication, social

relationships, and self-concepts, while locating identity in all these layers.

The basic overarching propositions that define identity are: Identities have individual,
social, and communal properties. Identities are both enduring and changing. Identities
are affective, cognitive, behavioral, and spiritual. Identities have both content and
relationship levels of interpretation. Identities involve both subjective and ascribed
meaning. ldentities are codes that are expressed in conversations and define
membership in communities. Identities have semantic properties that are expressed in
core symbols, meanings, and labels. Identities prescribe modes of appropriate and
effective communication. Identities are a source of expectations and motivations.
Identities are emergent; they are obtained when we enter into relations with others
who have identities. This layered perspective views one’s identity formation and
management as an ongoing process of communication with the self and with others
rather than as a simple product of communication or basis for producing

communication (Hope et al, 2019).
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The theory posits that individuals internalize social interactions, relationships, and a
sense of self into identities through communication. As the youth communicate online
they develop a sense of their self-online and this self is what they manage and express
and it becomes their virtual identity. In turn, identity is expressed or enacted through
communication. In other words, the relationship between communication and identity
is reciprocal; the way one communicates online forms their identity there, and the
identity formed there determines how one communicates. From this perspective,
communication helps build, sustain, and modify one’s identity. The theory was found
fit for the study, since it articulates this reciprocal relationship which enables the
development of a unique identity online. This theory was applied in data collection
particularly in the designing of focus group discussion questions geared to finding out
how the youth communicate online as opposed to how they communicated offline.
Each participant’s viewpoint was analyzed as a trend or generalization of their
identity online. The responses given were analyzed according to what meaning and

pattern they contribute to the virtual identity of the youth.

The Theory has been successfully used by other scholars in their study, an example
being Matig (2018) in his dissertation on the effects of messaging on the health
behavior decisions of recipients, with an understanding that being healthy is an
‘identity’. The theory has also been used by Reimenschneider, Buche and Armstrong
(2019) to examine the perceived challenges men face in the information systems

workplace.

Although CTI proponents mainly considered the effects of various communication
contexts beside online ones, this study offers the CTI as an identity-based approach to

studying how online communication by members of virtual groups may lead to the
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identity formation of individual members. The theory provides a framework for
understanding how the inter-relation of layers of identity playoff each other. These
layers include the personal layer, the enactment layer, the relationship layer and the
communal layer (Golden, 2015), all of which may merge in the process of online
communication between members belonging to the same online groups. Hence, this
study applied CT1 within the context of online interactions to assess how identities are
developed during online interactions.

From the findings of the study, the researcher discovered that the main shortcoming of
CTI theory lies in its inability to address the significance of the motivation
communicators have in the choice of platforms through which they interact. This
study therefore incorporated a second theory that was deemed sufficient enough in
facilitating the capturing of data related to the reasons why the youth join online

groups for interaction with others.

2.5.2 The Uses and Gratification Theory (U&G)
The study therefore, adopted the uses and gratification theory (Katz, Blumler &

Gurevitch, 1974). U&G research has its foundation in communication research,
originally focusing on motivations for choice of mass media and mass communication
(Ling & Pedersen 2003). The proponents of U&G argue that the technique is suitable
for studying new communication technologies. As Perks and Turner (2019) put it,
since new technologies present people with an increasing number of media choices,
motivation and satisfaction become even more crucial components of audience
analysis. Reiss et al, (2021) maintain that to focus fully on the social and cultural
impacts of new communication technologies may be premature until we have grasped

exactly how and why people are making use of these media channels.
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This approach focuses on the consumer - the audience member rather than the
message. The theory visuaizes the audience member to be a discriminating user of
media. The audience is assumed to be active and goal directed. The audiences are
largely responsible for choosing media to meet their own needs. The media are
considered to be only one factor contributing to how needs get met, and the audience
members are assumed to have considerable agency or in essence know their need and
how to gratify those needs. The U&G approach was propounded by Katz et al.,
(1974). The underlying assumption is that audiences are active and they seek out that
content which provides the most gratification (Fawkes & Gregory, 2001). Fawkes and
Gregory (2001), further added that “the level of gratification depends on the level of
need or interest of the individual”. Katz et al., (1974) added that the U&G approach is
concerned with: “(a) the social and psychological origins of, (b) needs, which
generate, (c) expectations of, (d) the mass media or other sources, which lead to, (e)
different patterns of media exposure (or engagement in other activities), resulting in,
(f) need gratifications and, (g) other consequences, perhaps mostly unintended ones”
.This model informed the present study in the sense that, (a) the youth have social and
psychological needs, which (b) determine the Gratifications Sought (GS) through
specific online groups and (c) have expectations of the different online groups
available, which (d) influences them to access these online groups, (e) and engage in
different online activities, resulting in (f) gratifications obtained (GO) and, (g) other
consequences (both positive and negative), mostly unintended, gained through the

interactions with members of the online groups they joined.

The Theory has been successfully used by other scholars in their studies on online
communication, an example being, Sikolia (2015) in his thesis on factors influencing

the choice of social networking sites among high school teenagers in Nairobi County.
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Roux (2020) applies this theory in examining uses and gratifications of mobile

internet among South African Students.

The main criticism of the U&G theory is that measurement of the audience of any
media usage is almost impossible and that the word gratification suggests greed to a
large extent as opposed to satisfaction. As observed by among others, Egede and
Chuks-Nwosu (2013) the selected results of audiences are difficult to correlate since
not all people can attest to same satisfaction or gratification on any given subject in
the media. Another criticism of U&G is that the assumption of rationality by users is
not real and that what is apparently satisfactory to person A might be the extreme
opposite of what person B appeals even if they are in the same group environment
(Ahad & Anshari, 2017). However, U&G theory is still a useful tool for evaluating
reasons behind online users’ choices of communication or integration platforms, for
example online groups. Hence, this study applied U&G theory to mine data related to

Objective 3 of the study.

The theory is modeled by McQuail and Windahl (1981), as illustrated in Figure 2.1.

This theoretical model was adopted for this study.
resulting in
] need
There are expectations of ' . gratifications
social and needs, which the mass media differential
psychologicaf ¥ generate ®  orother sources, [P| patterns of
origins of which lead ta media exposure
and other (often
- umntended)
CONSEequences

Figure 2.1: Uses and gratifications model

Source: Fawkes and Gregory, 2001
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2.6 Conceptual Framework

The conceptual framework illustrated in Figure 2.2 shows the relationship between
the independent variable and the dependent variable. In this study the independent
variable was online group interaction, whereas the dependent variable was virtual
identity development. The intervening variables were: level of activeness online,
sensory stimulation experienced online, members impression management online,

self-concept expressed online.

In this study online group interaction was assumed to develop virtual identities of the
group members. The intervening variables were used to interrogate the respondents’
online communication in order to determine whether these mediating variables had
any influence on the relationship between the independent and dependent variable.
According to Communication Theory of Identity, identities are codes that are
expressed in conversations and define membership in communities. The researcher
therefore sought to establish whether there were words, phrases or expressions
mentioned in the process of data collection and content analysis that represent: level
of activeness online, sensory stimulation experienced online, member’s impression
management online, self-concept expressed online and how they influenced the

identity that the respondent developed online.

When the online group interaction is intervened through a high level of activeness
online — that is a member posts a lot online or they engage a lot through chatting — the
possible outcome is a high contribute to the development of a virtual identity, whereas

if their level of activeness is low to dormant the possible outcome is, it contributes
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less to the development of a virtual identity. If the online group interaction is
intervened through the use of sensory stimulation tools such as pictures, videos or
audio recordings, the possible outcome is that it contributes to the development of a
virtual identity. Similarly, if the online group interaction is exposed to sensory
stimulating experiences with others online. The possible outcome is that it contributes
to the development of a virtual identity. Likewise, if the sensory stimulation
experienced online is low, the possible outcome is that it contributes less to the
development of a virtual identity. If the online group interaction is intervened through
the management of impression online - through the use of elements like filters, pseudo
names, fake locations and posts — the possible outcome is that it contributes to the
development of a virtual identity, likewise if they don’t then the possible outcome is
that it contributes less to their virtual identity. If the online group interaction is
intervened through self concept - that is communicating one’s belief about political,
religious or social issue, their values and convictions — the possible outcome is that it
contributes to the development of a virtual identity. While if they don’t communicate
their self-concept then the possible outcome is that it contributes less to the

development of a virtual identity.
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Figure 2.2: Conceptual Framework on Virtual Identity-‘Created by Researcher’

2.7 Chapter Summary

In chapter two, a review of literature based on the objectives of the investigation was

established. The chapter commenced with an introduction of the theoretical review,

conceptual framework, and review of the study variables. In chapter three the focus

will draw attention to the research methodology including the design, population,

sample, techniques, and analysis utilized.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.0 Introduction

This Chapter highlights the methodological issues that were considered for this study.
These include: the research design, target population, sample size and sampling
techniques, data collection instruments, techniques and procedures for data analysis,

data management and ethical considerations.

3.1 Research Design

This study adopted a mixed method qualitative and quantitative research design. The
rationale for mixing is that neither qualitative nor quantitative methods are sufficient
by themselves to address the elements of the research (Yin, 1989). This can be
applied currently to such an extent as to which youth are part of online groups and
how online subscription develops the virtual identity of the youth. Yip (2020) defined
a mixed method research design as, one that puts side by side or combines methods of
different types to provide a more elaborate understanding of the phenomenon of

interest.

They justified the use of mixed method research design by arguing that such
combinations are used to enable confirmation or corroboration of each other through
triangulation. Bryman (2010) argued that the use of triangulation enhances confidence
in the ensuing findings. This is corroborated by Creswell (2014) who argues that the
mixing or blending of data provides a stronger understanding of the problem or
question. This is echoed by other scholars who argue that, the problems addressed by
social and health science researchers are complex, and the use of either quantitative or

qualitative approaches by themselves is inadequate to address this complexity
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(Creswell, 2014). The foregoing arguments therefore justified the use of this research
design in the study. The quantitative method was used to collect and analyze data for
objective one, while the qualitative method was used to collect and analyze data for

objective two and three.

3.2 Target Population
The target population for this study was youth in Nairobi County aged between 18-26

years and who were members of an online group. The age bracket was determined by
the National youth policy of Kenya, that defines a youth as persons resident in Kenya
in the age bracket of 15 to 30 years (Ministry of Youth Affairs, 2017). This study
looked into the virtual identity development of the youth in online groups.
Specifically, the age, institutions of learning as university, access to the internet, access to
smart phones, living or having direct access to the city where internet is prevalent and use
internet more often compared to the rest of the other counties. The study also considered Wi-
Fi connected devices, good basic computer and Internet skills, use of the internet asa daily
routine and that the internet has always been part of their world using virtual experience
as well as internet usability. These youth set trends and agenda for online discussions
through twitter handles and chatting groups, attracting live interactive discussions by
all members connected to them online. Therefore, it was important to collect and
analyze the nature of interaction they often encountered on their daily online group

communication experiences and how it shapes their virtual identity.

3.3 Sampling Procedures

Ministry of Youth affairs (2020) reported that the youth constitute 33 percent of the
population in Kenya. In the 2019 census the Kenya population was at 47.6 million.

The population in Nairobi County was 4.4 Million. The population of youth in
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Nairobi County is at 29% of the County’s population (National Youth Population,
2020) thus the population of youth in Nairobi stands at an estimated 1.2 million .,
UNFPA (2020) reported that the youth who have access to stable and consistent
internet are estimated to be 28% making that population to stand at 357, 280 . The
study worked with 384 respondents from three sub-counties. Data from the selected
sub-counties answered to the general demographic profiles of the respondents as well
as objective one. The study also used snowballing and purposive sampling. The
participants for the interview were purposively picked while the participants for the

FGD were picked through snowballing sampling procedure.

3.4 Sample size

In this study, the quantitative sample size was determined according to Cochran
(1977) formulae designed for large populations. In Cochran’s formula, any population
of more than ten thousand (10,000) people is considered infinite, and the sample size
is calculated using the formula:

n=2Z2.P.qg/d2

Where, n = sample size,

Z = the value at the chosen confidence interval (1.96 for a confidence interval of
95%),

P = estimated population with attributes of interest which if infinite p = 0.5,

g = 1-p, and d = degree of desired precision (0.05 will be used in this study).
Therefore, the sample size n for this study was:

(1.962) x 0.5 X (1-0. 5)/ (0.05)2 = 384.16.

The study therefore targeted 384 youth in three sub-counties in Nairobi. In addition,
the study also worked with forty eight participants for elicitation of qualitative data.

The sample was derived from three sub-counties in Nairobi including Kasarani,

40



Mwiki and Githurai. These sub-counties were selected because they were
representative of all socio-economic classes of youth. Also, their proximity to many
institutions of learning where the youth are prevalent was a factor. Out of the forty-
eight participants, forty of them were clustered into four focus groups of ten members
each. The decision was guided by the rule of the thumb for determining size of focus
groups (Reisner et al, 2018). The rule of thumb recommends that appropriate focus
group size is between 6-10 participants purposively drawn from a homogeneous
population. A small number of participants is encouraged in order to maintain active
and effective participation in the discussion. This is because it may be difficult to
exercise control in a group of above ten members. The rule of thumb guiding the
number of focus groups for study recommends that 3- 5 focus groups are enough for
saturation. Adler et al (2019) point out that for social sciences, more groups seldom
provide meaningful new insights. The data collected becomes repetitive and,
eventually, superfluous. The participants discussed questions in the focus group
discussion guides prepared for the study. This particular sample was used to acquire
the information required for objectives 1, 2 and 3 in this study. The nature of study
required intensive FGDs with both youth users and social network experts since it was
possible to get rich information in a group discussion as opposed to single

respondents.

The study sample also included eight other key informants representative of social
media experts, who were purposively sampled. A social media expert is a person with
qualified experience in matters concerning social networking and one who has
researched and published. These respondents were interviewed using the interview

guides: these participants were purposively picked as they were deemed resourceful
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by virtue of the respective roles they play in behavioral studies, content development
and research. This sample also led to collection of data for objective two and three in
this study. To arrive at an adequate sample, the study worked with forty-eight
participants. Forty of the participants were drawn from four focus groups of ten
members each. These groups were identified through snow ball sampling method for
ease of getting members of virtual groups. The study also used eight other
participants who were social media experts. These eight participants were
purposively sampled. This method is a non-probability procedure, commonly applied
in studies that adopt qualitative approach. In purposive sampling the researcher
selected participants for possessing specific characteristics that were informative in
relation to the population of interest. Similarly, this criterion was applied in order to
identify important sources of information because of their specific knowledge in

online communications and virtual group formations.

3.5 Methods of Data Collection

The following procedures were used to collect data in this study: self-administered

questionnaires, focus groups discussions and interviews.

3.5.1 Self-Administered Questionnaires

Questionnaires are considered advantageous in data collection because they are less
costly and can capture more sensitive information from respondents than interviews,
due to rapport that develops between the respondent and the survey instrument
(Mathers, 2013). They are also preferred because reading comprehension is higher
than aural comprehension needed in an interview which takes much longer to interpret
and respond to (Lee & McKinney, 2013). Questionnaires were administered to the

selected sample of 384 respondents. These respondents were in classrooms or social
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youth clubs. The researcher accessed these groups through the lecturers and leaders in
charge. After making contact with them we agreed on a specific date and time when
the questionnaires would be distributed as well as how long the exercise would take.
The data collection process would take a maximum of twenty minutes. The researcher
distributed the questionnaires with the help of two research assistants. The process
was generally smooth, even though some of the participants would walk away without
returning the questionnaires or they would return questionnaires that were no fully
answered. We therefore distributed a total of 480 questionnaires in order to arrive at
the required sample size. After the questionnaires were coded the proportionate

sampling was as follows:

Table 3.1 Proportionate Sampling of Study Sample

Gender Frequency Percent
Male 182 47.4
Female 202 52.6
Total 384 100.0

3.5.2 Focus Group Discussions (FGDs):

This method was deemed advantageous because it is useful to obtain detailed
information about personal and group feelings, perceptions and opinions which were
telling about who they were, or who they wanted to be online. It also saves time and
money compared to individual interviews and provides a broader range of information

as it offers the opportunity to seek clarification (Nyimba et al, 2018).
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The researcher worked together with two research assistants. The research assistants
were charged with the responsibility of contacting the class representatives and group
leaders for purposes of setting up the focus groups. Once the groups were formed and
the time confirmed the researcher was informed of the agreed date and time for
conducting the discussions. The discussions were held immediately after class
sessions or club meetings as it was easier to gather the participants then, even though
it would take a while for them to come together and settle down. The discussions
would run for an hour to an hour and a half. Four different sessions were held at
different locations, these sessions had ten participants each. In each group discussion
guides were used to collect data. These groups involved in-depth conversations with
the researcher guiding the groups’ interactions. The researcher would ask the question
from the discussion guide and the floor would be open for responses. The members
would then have up to three minutes each to respond to a question. The researcher
made sure that other respondents did not interrupt one another during presentation but
each member had to wait for their own turn to speak. This was a little bit challenging
because some questions would generate heated discussions and participants would
interrupt each other. The researcher therefore had to appropriately guide the
discussion to avoid missing out on what was being said. The research assistants
recorded the conversations using a voice recorder and the researcher and assistants

also took field notes during the discussions.

3.5.3 Interviews

This method was deemed advantageous because it investigates issues in an in depth
way, enabling discovery of how individuals think about a topic as well as the opinions

that they hold (Mather, 2013).
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Interviews were conducted with eight social media experts, who specialize in online
content development, and communication research. This group was deemed more
suitable since its members have a greater understanding of the online space, the
interactions that happen there as well as the behavioral dynamics and psychology
associated with online interactions. The respondents were approached prior to the
interview through email, phone call or face to face interaction. The researcher gave a
brief of the research being conducted and an overview of the questions to be asked.
Once the identified respondent understood and agreed, the researcher then requested
to set a suitable date and time to conduct the interview. The researcher then conducted
the interview on the set date. During the interview the researcher once again gave a
brief of the research being conducted, and then began asking the questions. Data from
this group were collected using interview guides. The responses were recorded using
a voice recorder as well as taking of field notes. The researcher engaged the experts
for purposes of exploring topics in great depth and probed the respondents and
prompted them for further information. For the purpose of getting real online
participants, snowballing was used to help introduce participants to each since the
virtual nature of their interactions involved lots of secrecy or privacy in their

operating environments.

3.6 Validity and Reliability

As a validation measure, the study survey questions’ face value was established by
experts in the field of research. The researcher also conducted a pilot study using 25
respondents in the target location and, to ensure validity, the questions were carefully
worded and revised after the pilot test, as was found necessary. Reliability was
attained by ensuring that all the steps taken in this research could be replicated in a

separate study.
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3.7 Data Analysis

This research generated both quantitative and qualitative data, and therefore
integration of these different types of data was done. The researcher first reported the
quantitative statistical results followed by qualitative texts or themes. Before
processing the responses for quantitative data, filled out questionnaires were
serialized and checked for completeness and consistency and then coded to enable
responses to be grouped into various categories for easy analysis. Statistical Package
for Social Scientists (SPSS) was used to generate tables. The researcher did not intend
to infer from this statistics beyond this profile which targeted objective one. Written
and recorded discussions from interviews and FGDs were also analyzed using the
NVIVO software. The data was transcribed according to emerging themes in view of
the study objectives and research questions. A three dimensional identity model was
used in analyzing data for objective three (Crocetti, Rubini, & Meeus, 2008). The
study examined the data for patterns that displayed the theme of; commitment to a
particular self-presentation online. Commitment here refers to enacting enduring
choices with regard to the social domain (the online group) and the self-confidence
respondents’ derive from these choices. The study also examined the data to
determine the respondents’ in-depth exploration which represents the extent to which
they think actively about the commitment to the identity they present online. The
study finally examined the respondents’ reconsideration of commitment which refers
to the comparison of present commitments to a virtual identity with possible
alternatives because the current commitments are no longer satisfactory.
Reconsideration of commitment combines loosening existing commitments with
broad exploration of new possibilities. This was analyzed to find out whether existing

commitments to a virtual identity were secured during a process of reconsideration.
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Or if during the reconsideration process, one’s present commitments to a virtual
identity were deemed to be inadequate and were discarded in favor of a new virtual

identity.

3.8 Data Management and Ethical Considerations

Approval for conducting this research was granted after the proposal document was
submitted to the University for Research Ethical Review and approved. The
researcher then sought research authorization from National Council for Science,
Technology and Innovation (NACOSTI) and a research authorization (Appendix
VIII) and Research permit were granted (Appendix IX). Informed consent was
sought from all respondents and participation was voluntary. The researcher’s identity
and intention of the study was communicated before the discussion forums were
conducted, and interview guides and questionnaires administered. The rights of the
participants were respected and their identities remained confidential and anonymous.
The research assistants were trained on their roles in collecting the raw data. During
the discussion forums the research facilitator recorded the responses using an audio
recorder. Also field notes were taken in the process just to ensure that anything said
was not missed or recorded wrongly. Confidentiality and dignity of participants,
online groups and institutions was assured during and after the study. The information
collected was used for academic purposes only, as data in this research report.
Personal information of respondents was treated with confidentiality during and after
the research. Although the study was dealing with human subjects, they type of data
solicited was not extremely sensitive and personal. However, in the spirit of research

ethics, all data collected was treated with utmost care by the researcher.

3.9 Chapter Summary
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Chapter three aimed at establishing the study methodology giving the various
methods and procedures the researcher adopted in conducting the study. The chapter
also showed the research design that was adopted for this study including target
population, sampling design, the research instruments used, the research procedures,
and the data analysis methods. The ethical considerations, which included:
authorization and permit for conducting the research, were granted by National
Council for Science, Technology and Innovation (NACOSTI). The next chapter gives

the results derived for data analysis.
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CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND DISCUSSION

OF FINDINGS

4.0 Introduction

This chapter presents findings on online group interaction and development of virtual
identity among the youth in Nairobi County Kenya. The findings are organized
according to the themes and subthemes derived from the objectives of this study. The
results are discussed in the following order: firstly, demographic information of the
respondents, mainly focusing on age, gender, level of education, and online
expenditure; secondly, statistical data on the extent to which the youth in Nairobi
County, Kenya, are part of online groups; thirdly, assessment of the reasons that
influence the youth to join online groups; and lastly, determination of the extent to
which online group membership develops virtual identity of the youth in Nairobi
County, Kenya and implications of online group members’ virtual identity on their

lived circumstances offline as social beings of the physical world.

Data was analyzed both quantitatively and qualitatively. Demographic data was
analyzed using quantitative analysis while all other data relating to online interaction
by members of the studied groups analyzed using qualitative analysis methods,
namely content and thematic analysis. Specifically, images supplied by the online
media groups’ members’ during their online communication were treated as key data
in the study because these presentations were symbolic by their look, design and
messages and carried direct and latent meanings. They represented how their senders
felt, wanted to appear to fellow group members and how they wished to appeal to
them. Therefore, the images were extensively used in the study since they constituted

core data capturing items indicating how communication happened in the studied
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online groups, thus proving to be the elements of identity signification for various

aspects concerning the personalities and other attributes of their senders.

4.1 Response Rate (RR)

Data for the study was collected from the youth in two Universities in Nairobi
County, a young professional group in Kasarani, and a youth support group in Mwiki
Nairobi County. A total of 484 questionnaires were distributed to these institutions,
which was over and above the sample size of 384. After gathering participant
responses through the distributed questionnaires, data were reviewed for cleanup
purposes. Data were removed for a variety of reasons including: (1) survey
incompletion, (2) incompletion of the written primer question, and (3) if a participant
reported an age below 18 years, or above 26 years of age. After the data cleanup
process, 384 participants remained in the dataset for analysis purposes. The analysis

was done using the SPSS Version 23 statistical software system.

4.2 Social Demographic Data

The first section of the questionnaire consisted of four closed ended items, which
sought to determine the demographic characteristics of the youth. The first item,
which was considered introductory in this section sought to establish the gender of the

respondents. Data collected for this item is presented in the table below.
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Table 4.1 Presents gender of the respondents.

Table 4.1: Gender

Gender Frequency Percent
Male 182 47.4
Female 202 52.6
Total 384 100.0

There were a total of 384 participants, of which (52.6%) were female while (47.4%)
were male. This corresponds to a study by Vermeren (2015), which argued that
women are biologically wired for social networking and they use social media to
share more personal information than men. Typical of the women empowerment
movement where women are becoming more and more open about their issues, no
longer are women blindly submissive or oppressed in silence. Women have become
more and more vocal especially on social media platforms. This is affirmed by one of
Kenya’s leading online groups dabbed ‘Kilimani Mums’ which runs both a Facebook
and WhatsApp group. The online group brings together women from all walks of life.
The group is about everything that is right and wrong with feminism, empowering the
girl child, governance, and sexual freedom, including that of speech and association.
They have formed perhaps the most interesting online community, where women go
to vent, gossip and seek advice about anything and everything (Mukei, 2017). The
group generally unleashes a certain wild side of women that you rarely see. The
feminine wisdom and camaraderie is what makes the group so addictive (Mukei,

2017). Women use these sites to reveal more about their personal lives, while men use
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social media sites for business, sports or politics. Gentina et al (2021) reported that
girls are more likely than boys to talk with friends on the Internet about romantic

relationships, secret things, and deep feelings.

The second demographic analyzed was the age of respondent as presented in Table

4.2

Table 4.2: Age of Respondents

Age Brackets Frequency Percent
18-20 years 194 50.5
21-23 years 151 39.3
24-26 years 39 10.2
Total 384 100.0

The ages of the majority of respondents enrolled into the study were between 18-20
years representing (50.5%). In this study, (39.3%) of the respondents were in the 21-
23 age bracket followed by those in the 24-26 at (10.2%).

Findings from Table 4.2 show that youth aged between 18-20 years formed majority
of the respondents. This could be attributed to the fact that millennials (those born in
1980-1995) are early adopters of social media and first to wholeheartedly embrace
these platforms as a main form of communication. Most Millennials were still in
school when they started to get social accounts so they look at social media as a place

where both their personal and professional lives can flourish (Durfy, 2019).
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The findings correspond with those of a study by Pew Research Centre (2019) where
it was reported that (72%) of online 18-25 year olds use social networking websites,
which is significantly higher than the (39%) of internet users ages 30 and up who use
these sites. Lenhart, et al (2010) further argued that young adults aged 18-25 year old
go online at a rate equal to that of teens both at (93%). They also have a cell phone

that has internet access thus this group tends to be more present online.

Table 4.3 presents the highest level of education of the respondents

Table 4.3: Highest Level of Education

Level of University Frequency Percent

Education
Primary 2 0.5
Secondary 17 4.4
College 153 39.8
Undergraduate 210 54.7
Postgraduate 2 0.5
Total 384 100.0

Findings in Table 4.3 indicate that out of the 384 participants, a majority, rated at
(54.7%) were undergraduate students while postgraduates and primary levels
accounted for the lowest at (0.5 %). The secondary level accounted for (4.4%), while
the college level was at (39.8%). It was clear that respondents in the undergraduate

and college level were more accessible and willing to participate in the research. This

53



is mostly because college and undergraduate students account for a vast majority of
the youth in Nairobi County.

These findings concur with a study conducted by Atas and Celik (2019) which
revealed that smartphones ownership was high among higher education students. The
results revealed that the students use their smartphones on the campus for surfing the
net (88%), social networking (88%), accessing academic services (78%), and e-
mailing (69%). When compared to laptop, netbook, tablet/e-reader, and iPod use,
smartphones are the most used mobile equipment on the campus.

The findings also agree with National Research Council, (1999) which reported that
the internet has gradually become the main vehicle of scholarly communication since
the introduction of the World Wide Web. The internet enables students to
communicate with other students (even abroad) and to share ideas, knowledge,
experiences and cultural practices. It enhances the skills and capabilities of students,
and assists them in their studies and professional lives (US Department of Education,
2017). The internet has equally become a place for experimentation; a number of
college going students have begun internet based businesses whether it is retail, online
writing or blogging. These mobile computing devices help the students to access

information quickly (Gikas & Grant, 2013).
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Findings on internet expenditure per month for the respondents are presented in Table

4.4

Table 4.4: Internet Expenditure per Month

Expenditure(In Ksh) Frequency Percent
0-500 113 29.4
501-1000 121 31.5
1001-1500 94 24.5
1501-2000 33 8.6
Above 2000 23 6.0
Total 384 100.0

Results in Table 4.4 show that majority of the respondents (31.5%) spend between
Ksh 501-1000 shillings per month on internet access. (29.4%) of the respondents
spend between Ksh 0-500 shillings per month on internet access, whereas (24.5%) of
the respondents spend Ksh 1001-1500 on internet access per month. Those who spend
Ksh 1501-2000 were (8.6%) and those who spend above Ksh 2000 were the least at
6%. Sanni (2016) reported that though Kenya remains a leader in mobile internet
penetration in Africa, and also has one of the best quality internet services in the
region where most users have access to 3G and 4G networks, prime internet is still not
affordable, with Kenyans paying more for data than their peers in Uganda and
Tanzania. This explains the reason why most youth in Kenya can only afford to spend
between five and ten dollars a month to access the internet. Bearing in mind the hard
economic times, the youth may find it challenging to invest more money in their

internet use when they have not met other basic needs. It should also be noted that
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most youth are heavy internet users when they have access to free Wi-Fi, thus they do
not spend their personal money buying internet bundles but rather depend on these
free hotspots that may be stationed in the school. Over the last decade the government
has invested in ICT and Internet infrastructure development. In 2009, Kenya was the
first country in East Africa to connect to international fiber optic. The government
also introduced policies to encourage Internet adoption, such as connecting
universities to the cables as well as the introduction of tax exemptions for mobile
devices in 2009, leading to a 200 percent growth in mobile devices in Kenya (Nitsche,

2019).

4.3 Online Presence

Findings on subscription to social networking sites (SNS) for the respondents are

presented in Table 4.5

Table 4.5: Subscription to SNS

Number of SNS Frequency Percent
1-3 104 27.1
4-7 204 53.1
8-11 41 10.7
12-15 7 1.8
Above 15 28 7.3
Total 384 100.0

Results in Table 4.5 show that majority of the respondents (53.1%) have subscribed to
four to seven social networking sites, while (27.1%) of them have subscribed to
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between one and three social networking sites. Those who have subscribed to between
eight and eleven were at (10.7%), while between twelve and fifteen were at (1.8%)
and the remaining (7.3%) of the respondents have subscribed to above fifteen social
networking sites. These findings corroborates with a study by SimeLab (2018) which
revealed that there are more than five popular social networking sites in Kenya. These
include: Facebook, with over seven million active users. YouTube with over eight
million active users; Twitter with over one million active users; WhatsApp, over
seven million users; Snapchat with over one million active users and Instagram with
over four million active users. This explains why over (50%) of the respondents have

subscribed to between four and seven social networking sites.

Participant 01/2019 in the focus group discussion said:
If you are not in multiple social media platforms, you feel ‘Fomo’ Fear of
missing out. You feel like you are missing out because conversations tend to be
filled with statements such as, ‘did you see so and so on Instagram?
This or that is trending on Twitter
She posted pictures on her Facebook
So you feel like you must be ‘everywhere!
When you want to talk to someone, they will mostly say, ‘ingia online’ (avail

yourself in the virtual space)

Participant 02/2019 on the focus group discussion said:
When you admit that you are not in some social media platforms like
Instagram; famously known as IG or Twitter, or Facebook, famously known as

FB, people are always surprised and says, ‘that’s where everyone is

57



nowadays! In fact people are more easily found online, that’s where people

meet and chat’

It is important to note that individuals must first be members of a social networking
site (SNS) before they can be incorporated in an online group. These online groups
are creations made from existing social networking site. For example a person can
have a thousand friends on their Facebook page but be on a Facebook online group
with only two hundred people. It means that even though he or she shares a social
networking site with a thousand people, he only shares an online community with two
hundred of them. It’s similar to living in a city of ten million people but only
identifying with five hundred of them.

Findings on membership to online groups for the respondents are presented in Table

4.6

Table 4.6: Online Group Membership

Number of groups Frequency Percent
1-3 209 54.4
4-7 105 27.3
8-11 41 10.7
12-15 18 4.7
Above 15 11 2.9
Total 384 100.0

Results in Table 4.6 show that majority of the respondents (54.4%) are members of

one to three online groups, while (27.3%) are members of between four and seven
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online groups. (10.7%) of the respondents are member of between eight to eleven
online groups, while (4.7%) are members of between twelve to fifteen online groups.
(2.9%) of the respondents are members of more than fifteen online groups. These
findings concur with Appel etal (2019), who suggests that the future of social
network interaction is online group chatting. Applications that afforded users group
interactions such as WhatsApp deliver a range of benefits, including breaking down
the traditional hierarchies that can stunt effective communication within a team
(Commbox, 2018). These online groups provide methods of communication that are
efficient as they enable members who are fragmented by physical boundaries to come
together and interact. Individuals online are known to form groups as platforms that
facilitate interactions and create efficient avenues to communicate to an increased
number of people with the same agenda. It embodies the circle network of
communication which is a form of group exchange that builds a network of
relationships, a sense of community, through practices of active listening, intentional
speaking, and conscious self-monitoring. Circle communication emphasizes
individual contribution while building consensus to fulfill the purpose of the group

(Michaels, 2002).
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Figure 4.1: The Circle Network of Communication
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Respondent 03/2019 from the focus group discussion revealed:

I really don’t know of any youth in my circle who is not a member of an online

group, that’s just how we live!

Respondent 04/2019 also observed that:

You just must be in many online groups because people are talking about

different things in these groups.

Findings on active online group participants for the respondents are presented in

Table 4.7

Table 4.7: Active Online Group Membership

Group members Frequency
1-50 83
51-100 105
101-150 44
151-200 46
Above 200 106
Total 384

Percent

21.6

27.3

115

12.0

27.6

100.0

Results in Table 4.7 show that majority of the respondents (27.6%) are members of

active groups which constitute over two hundred participants. Those with fifty one to

hundred active participants constitute (27.3%). One to fifty active participants are

(21.6%). One hundred and one to one fifty active participants were (11.5%), while

one fifty one to two hundred active participants were (12%). The findings reveal that
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the number of members in a group is not a sure way to determine the activeness of a
group. It may vary, it does not mean that if a group has many people then the group is
automatically active neither does it mean that if a group has less members it becomes

automatically dormant.

Findings on dormant online group participants for the respondents are presented in

Table 4.8

Table 4.8: Dormant Online Group Membership

Group members Frequency Percent
1-50 218 56.8
51-100 71 18.5
101-150 37 9.6
151-200 22 5.7
Above 200 36 9.4
Total 384 100.0

Results in Table 4.8 show that majority of the respondents (56.8%) are members of
dormant groups which constitute fifty participants and below. Those with fifty one to
a hundred active participants constitute (18.5%). One hundred and one to one fifty
dormant participants are (9.6%). One hundred and fifty one to two hundred dormant
participants were (5.7%), while above two hundred dormant participants were (9.4%).
The findings show that the lesser the members the more dormant the group. It follows
that if the available people to communicate are minimal then the possibility of the

group being dormant can be high.
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Findings on duration as an online group member for the respondents are presented in

Table 4.9.

Table 4.9: Duration as an Online Group Member

Duration in months Frequency Percent
0-12 73 19.0
13-24 92 24.0
25-36 73 19.0
37-48 79 20.6
Above 48 67 17.4
Total 384 100.0

Results in Table 4.9 show that ninety two of the respondents (24%) have been
members of these online groups for more than a year. While (19%) have been
members of these online groups for a year and below, (20.6%) have been members of
these online groups for three to four years, (19%) have been members for two to three
years and (17.4%) have been members of these online groups for over four years. The
findings reveal that the youth stick to these online groups for a while but as they
progress into the third and fourth year (2%) of them exit the groups for various
reasons. Nevertheless, the turnover in these online groups is not high; members tend
to stay committed to the groups with a few fallouts. It therefore follows that not so

many people exit a group that is ‘alive’.
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Participant 05/2019 said:
I have been a member of my high school online group for over five years now,

and I think I will be a member for life!

Participant 06/2019 revealed:
I have been a member of a photography group for three years, I don’t have
any reason to exit, and | learn a lot from this group. | am also a member of my

extended family WhatsApp group, I don’t think I will ever exit that one

Findings on hours spent online a day for the respondents are presented in Table 4.10

Table 4.10: Hours Spent Online a Day

Hours Frequency Percent
0-3 87 22.7
4-7 136 354
8-11 84 21.9
12-15 21 5.5
Above 15 56 14.6
Total 384 100.0

Results in Table 4.10 show that majority of the respondents (35.4%) spend between
four to seven hours online. Those who spend between zero to three are (22.7%), while
those who spend between eight and eleven hours online are (21.9%). (5.5%) of the

respondents spend between twelve to fifteen hours online, while those who spend

63



more than fifteen hours a day are 14.6%. These findings concur with Hymas, (2018)
in a study by Ofcom data, which reported that, almost a fifth of young people aged 16
to 24 are so addicted to their smartphones that they spend more than seven hours a
day online.
For all adults, the proportion spending over 40 hours online has quadrupled,
from 5 per cent to 19 per cent since the iPhone was launched in 2007. Among
18-26 year olds, it rises to 33 per cent. Three-quarters of the age group spend

more than a day a week online (Hymas, 2018).

Participant 07/2019 in the focus group discussion revealed:
| spend too much time online; | think | need like counseling or something,

because every time | am away from my phone | feel weird.

Participant 08/2019 also revealed:
I know I spend a lot of time online because it’s the first thing I do when [ wake
up, and the last thing I do before I sleep. | also check my accounts very many
times in the day, like every five minutes. Honestly even when | wake up in the
middle of the night to go to the toilet, I still check my phone for notifications

and end up browsing for hours!

The youth are primarily on their phone all the time. Up to 15% of them spend more
than half of their day locked up in their phones. It is the place where they live, and
they constantly go there to become alive. It is practically impossible to separate them
from the virtual space. Social media overuse has become a form of behavioral

dependence on social media platforms. This compulsive use of social media continues
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to be the way of life for many youth resulting in significant impairments in an
individual’s function in various life domains over a prolonged period (Griffith &
Kuss, 2011). Participants like 07/2019 feels weird when they are disconnected from
their phones or the virtual space, they feel lost. Participant 08/2019 reveals that the
youth have a need to constantly connect with the virtual world. The participant attests
that they can only survive outside the virtual space for five minutes, even when they
wake up in the middle of the night they have to connect to the virtual space to check
what is going on there.

Social media has become a source of aliveness for many youth; it is almost as though
they are dead, clueless or dormant without it. It is the place where they connect with
others, it’s the place where they express themselves, it’s the place where they seek

solace and find entertainment, belonging, advice and comfort.

In an interview with Social media expert 1, she said:
Engagement with social media is very thrilling for the youth, that’s why when
they get a text or notification it feels good. It’s why the youth count the likes
and even buy them or do crazy things to increase them, it’s gratifying. It’s why
they get down when their Instagram or Facebook pages are slower or a little
bit inactive. The trauma of being unfriended by their peers or blue-ticked on
WhatsApp is real for them. These social media sites are highly addictive. They
are addicted to the social approval, the recognition, the socialization and

affiliations they have online.
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Findings on active participation in the online group for the respondents are presented

in Table 4.11.

Table 4.11: Active Participant in Online Groups

Frequency Percent
Strongly Agree 105 27.3
Agree 96 25.0
Neutral 154 40.1
Disagree 24 6.3
Strongly Disagree 5 1.3
Total 384 100.0

Results in Table 4.11 show that majority of the respondents (40.1%) are neutral
participants in the online groups. (27.3%) of them strongly agree that they are very
active participants in the online groups that they are in, while (25%) of them agree
that they are active participants in the online group. (1.3%) of them strongly disagree
that they are active participants while 6.3% of them disagree that they active
participants in the online groups. These findings concur with Chang et al (2020) in a
study on online travel community which reported that, participation in the online
travel community was driven mainly by social and hedonic benefits —which are types
of gratifications - while level of active contribution can be explained by three

instrumental, efficacies, and expectancy related incentives.
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Participants 08/2019 argued:
| tend to be active in the online group when the group is active, or when the

topic being discussed is interesting, so | mostly go with the flow!

Participant 09/2019 observed:
I am active when the group is active, and am dormant when the group is

dormant

Participant 10/2019 revealed:
When people stick to the agenda of the group, | tend to be active; also when
the values of the group resonate with my values, | am active. But when people
deviate from the group agenda, and like start advertising stuff, or posting ‘bad

pictures’ | just become dormant or exit the group or block the person

Findings on dormant participation in the online group for the respondents are

presented in Table 4.12.

Table 4.12: Dormant Participant

Frequency Percent
Strongly Agree 20 5.2
Agree 26 6.8
Neutral 157 40.9
Disagree 101 26.3
Strongly Disagree 80 20.8
Total 384 100.0
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Results in Table 4.12 show that majority of the respondents (40.9%) are neutral
participants in the online groups. (26.3%) of them disagree that they are very dormant
participants in the online groups that they are in, while (20.8%) of them strongly
disagree that they are dormant participants in the online group. (5.2%) of them
strongly agree that they are dormant participants while (6.8%) of them agree that they

dormant participants in the online groups.

Participant 11/2019 argued:
When people in the group are like not my type, | tend to be very dormant.
When they like talk about stuff I don’t relate or don’t like that much, I tend to

be dormant.

The findings here correspond to the findings on active participation. Being dormant in
a group is not a feature of the individual but a feature of the group. The personality
that the group embodies determines how active or dormant the group members will
be. These groups are designed to encourage group exchange that build a network of
relationships and create a sense of community (Van Laar et al, 2017) when that sense
of community is lost in individualism or agendas that are contrary to the group’s core
values then naturally the members fizzle away in silence or they simply exit. The
groups must be seen to practice active listening, where all members are heard and
respected, intentional speaking; where members speak in line with the group’s agenda
and values, and conscious self-monitoring; where members do not promote
themselves above the group/community. As participant 10/2019 clearly puts it, when

people stick to the agenda of the group then the group is active. Activeness in a group
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is achieved when individuals contribute while building consensus to fulfill the

purpose of the group (Van Laar et al, 2017).

4.4 Reasons Influencing Youth to Join Online Groups

In analyzing this objective, each participant’s viewpoint was looked at as a trend or
generalization of identifying the reason for joining an online group. If a participant’s
opinion/s imparted a cultural meaning/characteristic and major pattern then it enabled
the researcher to understand the elements that draw the participants to the virtual
world and thus was selected as a reason for online group membership. To objectively
comprehend the participants’ reasons for joining the online groups, the participants
were asked questions in a focus group discussion forum, where they aired their views,
were open about their experiences and gave examples from their virtual contexts. To
objectively comprehend the participants’ reasons, it was important for the researcher
to organize her own subjectivity appropriately and reflect on whether it facilitated or
impeded objective comprehension of the participant’s world. An appropriate
methodology was adopted in order to solicit complete meaningful evidence that was
used to test the validity of hypothetical concepts. In this way the researcher was
warranted in believing that the concepts illuminated the true nature of the participants’
reasons and the central themes-which are the constructions of the researcher that go
beyond the participants’ literal words and objectively summarize the psychological
meanings that the participants’ expressed in the narratives and that represented the
psychological significance of the meaning units. The narratives were elicited from the
questions asked during the focus group discussions and the interviews with social

media experts which were analyzed qualitatively. These questions were
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4.4.1 What Influences Youth to Join an Online Group?

From the responses of the participants in the focus group discussions’ question: what
are some of the online groups that you are part of? It was evident that the participants
were members of: family groups, academic groups, social groups/support groups,
religious groups, political groups and entertainment groups.

FDG question; what are some of the online groups that you are part of? Elicited the

following responses

Communication and media group, psychology class online group, gender
group, family group, cousins group, church group, Muslim group, drama,
football, job posting group, friends group, first time mums, nursing mothers
group, sports group, football group, rugby group, photography group, betting
groups, Bungoma County group, glam my home, Jubilee supporters, Kilimani

mums.

As part of what influences them to join these online groups, the participants

responded as follows:

Participant 12/2019 explained:
Since | am a first time mother and a student, | join online groups that support
first time mothers. | join those groups to gain insight on issues such as
breastfeeding, infant care as well as what other mothers from across the
country say about their experiences and challenges of being a first time
mother. I learn a lot from these groups since I don’t have someone here, like a
close relative to constantly advise me as a first time mother. Neither do | have
the money to go for Lamaze classes. | therefore rely on these online groups for

information, advice and support.
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Image 4.1: First Time Mothers Online Group
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First time mothers
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Android - @

f your baby is constantly coughing especially at nights
/ou may need to check it out. Excessive coughing can
>e an early sign of asthma or it could be that your child
simply needs to be kept warm. A pair of... More

Mothers, did you know that cabbage leaves are not
just for eating? Yes you've heard it! Whenever your
breasts are extremely engorged and gets really painful
just take out a cabbage leaf and put it in your bra.

"Cabbage leaves are used by some women to help
reduce breast inflammation and relieve the pain and
discomfort that breast engorgement, an overabundant
supply of breast milk, or weaning a baby from
breastfeeding can cause. Researchers do not know if
there is a property within the cabbage leaf itself that
helps to decrease the pain and swelling, or if the
inflammation goes down because the cabbage acts as
a cold compress.

Either way, studies show that if you're breastfeeding
and you put the refrigerated leaves of a cabbage plant
directly on your breasts, it's not only soothing, but it
can also help lessen your breast pain and swelling”.
https://www.verywell.com/cabbage-leaves-
breastfeeding-and-breast-engorgement-431 593

71



Participant 13/2019 from the focus group discussion said:
I love photography, therefore | joined a group of other photographers across
Kenya to gain experience from them, to learn the different angles that other
photographers take their pictures from as well as learn more about cameras.
This online group has inspired me to take great pictures as | study other
photographers’ work. It has helped me to advance my skills without paying the

extra cost which is something I cannot afford at the moment.
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Image 4.2: Photography Online Group
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These online groups enable the youth to access information and support that may not
be easily accessible within their physical spaces. People like participant 12/2019 are
able to access information about breastfeeding from other first time mothers across
the country. These online groups create social relationships of exchange between
people with shared interests but contrasting social identity. For example, participant
13/2019 interested in photography can garner professional information from experts
in the field, even though he is not at their level, status or region. These online groups
therefore act like bridges that connect people together, moving information and
support to members connected there. According to Liu (2017), bridging social capital
functions to bring together disparate members of the community. Bridging social
capital provides low socio-economic status individuals with the potential to access
resources outside of their constrained environment. Bridging enables people in virtual
communities to share information and receive support from others with whom they
share interests or similarities. For low socio-economic status groups, it is akin to Nan
Lin's concept of “upper reachability” in social networks, i.e. the ability of
socioeconomically disadvantaged groups to access valued resources such as
information and instrumental assistance (Williams (2019). For example, participant
13/2019 is not able to pay the extra cost needed for him to perfect his photography
skills, but through this online photography group he can access that information from
privileged others (professional photographers) for free. Equally participant 12/2019
does not have the resources to join a Lamaze class neither does she have a social
support in her physical environment who understand the stage she is in. these online
groups therefore provide an avenue to bridge that gap that exists in the physical
spaces of the youth. Indeed access to bridging capital can be conceptualized as one of

the distinguishing hallmarks of socioeconomic privilege afforded in the virtual space,
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as it’s able to connect a community of similar individuals and shield them from the
stigmatization from friends and family (Jaynes, 2020).
According to Ministry of Finance Kenya (2012), the Kenyan youth face numerous
challenges which include: limited access to information, unemployment, lack of
finance, lack of skills and limited access to affordable credit facilities and exclusion in
decision-making processes. Policy implementation in youth affairs is a big challenge
since it requires effective coordination of different agencies due to its multi-sectorial
nature. Due to this, other parties that have a major interest in youth development have
become very instrumental, these includes: Non-state actors, such as non-governmental
organizations (NGOs), the private sector, faith-based institutions, and community
groups, such as online groups which play important roles in youth development
(WIleh, 2015). These online groups provide such avenues where the youth can connect
to the more privileged in society and through this bridging process they can access
knowledge, support, a sense of belonging and ultimately succeed in their various
fields of interest.
A participant 14/2019 in the focus group discussion revealed:
| joined a group from my home town — Bungoma - because | feel connected to
them. | understand the things they talk about. The conversations about
development in our county as well as the leadership its always interesting,
more so when they speak in my mother tongue, I feel at home...I feel at home
away from home, when am here in Nairobi!
Participant 15/2019 explained:
I am part of the online groups to connect with my long-time friends like my
high school online group where we talk about our high school experiences;

like the teachers we liked, it makes me feel connected to my high school family
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and | like that. Even though we live in different locations, in this group we
even organize how to meet for re-unions, or support each other in the high or

low moments of life.

Image 4.3: High School Online Group
For purposes of privacy the names of the teachers have been blocked.

Mention that teacher you will never forget c= a2 <

5 Like () comment
Os 64

View previous comments...

See Translation
2 yrs Like Reply More

See Translation
2 yrs Like Reply More

-2
-
Lue O
See Translation
2 yrs Like Reply More
= = =
Miss.Lugh s . she was just something
else.._ her att. rocked_...Mr.w...kind
of a psycho! O =
2 yrs Like Reply More

———————— ——————————
M r- M Nl SlSSl iy O

2 yrs Like Reply More

= AR
Mr SirnpdasssdD = =

See Translation
2 yrs Like Reply NMore

Mr minains

6 Mmos Like Reply More
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5 mos Like Reply NMore
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Participant 16/2019 revealed:
| joined the class online groups (psychology) for academic purposes, for the
purpose of discussions as well as to ask questions related to the units am
taking and just to feel connected to my classmates for academics, support in

school and life issues and for fun purposes; we joke a lot in that group!

Image 4.4: Psychology Class Online Group

Thu, 11 Jul

+254 4

© This message was deleted.
==

Morning, help me here discuss these
questions
1.What is depression other than
stress ,cause,types and treatment and
stages of depression...
2.which gender is affected most nd
why ....
3.whch age groups are affected most
4. Types of therapies
Is depression hereditary
What is the main cause of depression
globally in young people.
- What is post Natal depression ,its cause
.  ndtreatment

. Your motivating words to the depressed - .
nd those who think that they cannot be e - —
affected by depression.... £ ‘i’\\(
U CAN DO AUDIO FOR ME as
~ well ....Thank You in advance
C — 1 ()
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3. The Government of Kenya has ihwee arms Name them and the tites of el
heads (6 marks)?
8. The President (1 mark) ~ heads the Executive (1 mark),
b. The Chief Justice (1 mark) - heads the Judiciary (1 mark)
. The Speaker ‘1 mark) - hoads the Legisiature/Parii=ment (1 mark),

awmmmﬂnammmmwuum
Constitution in 2010. Name them (2 Marks)
National (1 mark) and County Governments (1 mark). |

5 Km:mﬂlmmmmum“wmm "l
Which planning document is this? (2 Marks)
Kenya Vision 2030 (2 Marks)
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Participant 17/2019 observed:

| joined a family group of cousins to stay connected to them and to support

each other in various aspects of life. They are my cousins so | feel very

connected to them both online and offline.
The need to stay connected to others remains a primary need among the youth. As the
youth migrate to other physical locations for work, school, residence or marriage they
still have a desire to connect to those they know from their previous engagements.
These online groups afford them the ability to create continuity and community
despite the boundaries created by physical spaces. This connection creates bonding
that is vital for a sense of belonging, comfort as well as a safe place for them. It can
be viewed as a re-connection of persons separated by geographical space.
Bonding social capital is a connection within a group or community characterized by
high levels of similarity in demographic characteristics, attitudes and available
information and resources (Claridge, 2017). This connection happens between people
who typically have strong close relationships, like family, classmates, friends or
neighbors; the case of participant 16/2019 and 17/2019. These are people who know
each other (classmates and cousins) and interact frequently. The individuals in these
groups tend to be interconnected; the relationship reinforces exclusive identities and
promotes homogeneity. This association is developed for support and connection. The
youth join online groups for bonding social capital; they derive this through academic
support, such as participant 16/2019 in the psychology group. It helps them to stay
connected to people they already know offline such as their cousins, classmates or
former high schoolmates like participant 17/2019. These online communities provide
entertainment, a sense of belonging, strong connections and support in life, such as

participant 15/2019 in the high school online group.
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In an interview with Social Media Experts 1 she said with regards to the reasons that
influence the youth to join an online group:
1t’s for gratification, the youth are looking to satisfy a desire and the desire is
derived from social expectation they are going through with the emergence of
the social media, where you can put yourself online to sort of create your own
identity, personality and connection to other people/youth. Its social ascription

for imaging and identity creation
Social Media Expert 2 in an interview he argued:

1t’s for user gratification, it’s for the benefits that they get from being in these
online groups, such as information, connection, entertainment etc. they will

therefore seek out specific online groups that meet their specific need. Also at
these stage in their life they tend to need the approval of their peers, it enables
them to acculturate outside of their families to the broader tribe, as they learn

to rely on those outside of their family setup.

These online groups cannot be trivialized; they are powerful platforms that have the
ability to meet the needs of the youth; the need to connect and re-connect; the need for
support as well as access to information, and the creation of a sense of belonging. It is
known that when the youth lack avenues to express themselves the effects are always
negative; they either engage in violence, rebellion or even crime (Education
Development Center, 2009). Studies also show that the youth are not quick to seek for
advice from their parents or other adults in the society but they will prefer to access
the internet in its various forms as a source of advice, support and even
companionship, because many of the traditional barriers to seeking help and inclusion

are reduced in online settings (Ortiz-Ospina, 2019). The internet is a key source of
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support for young people, who are likely first to seek help on an online site rather than
talk to a counsellor, peer or parent. Anything a young person would be embarrased or
ashamed to ask their peers or parent about- such as sexuality,relationships or mental
health- they are likely to ask peers on the internet. Thus the growing number of online
dating sites and online dating, online support groups as well as ‘asks me anything’

chat boxes where the youth go to interact with their peers.

4.4.2 What encourages you to be active, dormant or exit an online group you are

in?

The response to this question was as follows:

Participant 18/2019 in the focus group discussion said:
The topic being discussed in the group; if the topic is interesting, hot, or it’s a
topic that | am interested or knowledgeable about then | will be active in the

group, if not I will be dormant or even exit the group.

Participant 19/2019 argued:
If I am familiar with the group members | tend to be very active in that group,
if I don’t know them I will mostly be dormant and if I was recruited without my

consent I usually exit the group.

Participant 20/2019 observed:
If people react positively to my views or comments then | tend to be active in
that group, but if 1 am ignored when | make a contribution/s I will remain

dormant and if | am attacked or ridiculed I exit the group.
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Social Media Experts 3 interviewed argued:
1It’s the vibe that’s there, this is how the youth relate to the topics being
discussed on these online groups. If the vibe is interesting and relatable; like
topics that deal with sex, relationships, politics, sports, fashion, academics,
celebrities, gossip; then they will be active in those groups because it relates
to their day to day life. Also if the people are open in the group and are

discussing things freely, then it encourages them to be active as well.
Social Media Experts 4 he revealed:

When the group is communicating to them they will be active, but ifit’s
not, they will be inactive; and even exit it because they are not getting
their values met/ addressed. When their expectations and desires are not
satisfied within a given period of time they exit. Conflict is another aspect
that makes them be inactive or exit a group, if they are not getting along
with their peers in their interactions they would exit. They can exit or be
dormant to save face, if their ideas and opinions are not valued, or if they

are ridiculed.
In an interview with Social Media Expert 5, he argued:

When the purpose of the group is accomplished, for example, the fundraising
is over; the members will naturally be inactive or even exit. Flame wars is also
a major issue; when you give your opinion and people don’t like it and it turns
into a war that escalates and eventually the individual leaves to either save
face or out of anger, or they just become an inactive member of the group.
Also when people post content that is contrary to the groups objectives it

irritates others and they exit or become inactive. If they were recruited out of
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their choice and they don't feel like they belong there they may leave or just

stay and be inactive in the group.

Below are screenshots from a media online group that one of the participants 21/2019
is a member of. Members began to exit the group because of personal attacks on
them. It was interesting to note that some other group members did not come to their
defense but rather justified the situation by referring to other situations or diverting

the subject by introducing other matters to the group.
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Image 4.5: Media Practitioners Online Group

> d

Dear A s, | wish to express my
displemnh this group and some
of its members. | have withstood

the level of intimidation and utter
disrespect towards K& "V and

other journalists tha rve/work

in other media houses. | think we
should change the group’'s name to
"BashJournalistsKE" and live with
and by it. Most of us are still coming
to terms with what befell us and are
on process of moving on but such
bad energy, abusive comments and
belittling people as expressed here
several times by some members is
really unethical to say the least. So |
leave this group not in bad faith but
Hii ni town, let's watch what we say
and how/where we say it. Cheers
mates, I'm out 12:-290 PM

R’a left
+254 ‘-—s—' —

+254 728

There is in law what is called fair
comment.. Objectivity also is gathering
knowledge..

If people are leaving group because
of things others are saying about
them then there is no objectivity.

3:04 PM

It is so sad, that on a platform

like this one, we can have Media
practitioners refering to others as slay
queens etc. 3:-21 PM

Am sosad 551 g

+254 28 5 \eft
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T e "
throwing words for their sake

2

+2 NEaES 1

What ﬁhas said is true and |
feel him. Let's be ethical, accommodative,

respectful and sober minded. Who has ...

2:56 PM

= it

This is the reason we call for
objectivity. | think sometimes we get

lost in our own worlds and forget who

is around us. 2:57 PM

Young man, be careful with what you
say. You have an ego over the roof that
will make you big for a while but wont la...

Wacha vitisho hata Ruto amesema

mambo mengi ya kishetani na bado
Kalenjins wako na yeye

2:57 PM
+2 ————
This is the reason we call for objectivity. Y

| think sometimes we get lost in our own
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Kindly be notified that the much
awaited Devidend Advance is set
to begin tomorrow Wednesday
6-11-2019 in all branches

Kindly notify interested members
4:42 |

| can only leave the group when an
individual attacks me unnecessarily.

| feel for the colleagues who have left
the group but that was not the best
thing for them. They should have
defended themselves. | don't fear
social media attacks . | only leave
groups when fools are attacking me .
For their case there was no need of
exiting because none was attacked
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Group participation and activeness is not automatic among the youth it is a product of
personal interest and group dynamics. The youth tend to be active in groups that
address their specific needs, which are informed by the topics of discussion or the
purpose for the formation of the group. Likewise, a sense of belonging and acceptance
in the group creates a safe haven for one to be active. If the youth feel welcome in the
group, they tend to be active, if they feel connected to the group members through
common interests, such as all are supporters of a political party, a football team,
media practitioners, classmates or first time mothers then they can be free in the
group. Even though the interests may be common - like in the above case of media
practitioners and media interested individuals - they still want to feel accepted in the
group, appreciated and not attacked-if they participate in the group interactions, it
helps if members appreciate their contribution and not trivialize, ignore, ridicule or
attack them, like what happened in the group resulting in some members exiting.

For example in the Tweet shown below, this particular online group member
complains that the online group is operating as a cartel; that when ‘some people’ say
something people respond very well and comment but when others say something in
the same online group they are ‘blue ticked’ (ignored) as though to suggest they don’t
matter or belong to the group/ ‘cartel’. The respondent continues to say that this kind
of treatment hurts a lot, it makes one feel that they don’t belong to a group that they
are part of. The respondent parallels this to the corruption in Kenya where some
people seem to get everything and others get nothing and worse still are ignored as
though they are not citizens of the same country with equal rights. The only
consolation the member has is that he or she is corona free; to suggest that being
healthy and especially Covid-19 free is of more importance and of greater consolation

than the rejection a member can face on the online group.
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Image 4.6: Tweet from Respondent

Corruption iko kila mahali
Kenya even in WhatsApp
groups there are cartels,

people choose whom they reply
their messages to, kuna watu
unatupa message huko unakula
blue ticks kwa group, other
people send n in seconds unaona
fulani typing...inauma but bora
hujashikwa na corona.

The discourse in the media group and Tweet reveals that being an active participant in
an online group is not as a result of one’s personality, but rather the personality of the
group. If the group is individualistic in nature, where certain persons promote their
agenda - for example Imar Sacco being promoted in a media group — the members
may left or be inactive.

Similarly, if the group propagates values contrary to the values of the group, or some
members are celebrated more than others, while certain members are discriminated

against, then the members in that particular group will tend be inactive, disillusioned,
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hurt or even left the group. When the group embodies collectivism-where they focus
on the group goals, they channel their energy on what is best for the group as a whole-
then the members participate more and give themselves more to the furtherance of the
group. Maintaining this balance is not an easy thing, it requires the leadership of the
group to steer the members to remain focused on collectivism and discourage
individualism; expressed through bullying, shaming, ridiculing or name calling (like
in the case of the media group, where some members refer to others as slay queens).
Groups that focus on this will always tilt towards being active and encourage the
members to feel safe and wanted. It therefore follows that the members of an online
group will be active to the extent that the group focuses on collective gain. When the
group pursues, tolerates or promotes individuals or individualistic agendas, the group
will tilt towards being dormant, a cartel of sorts or extinct. Maintaining this balance is
always a challenge since group members come in with their own agenda, personality,

status and titles.

4.4.4 Topics Discussed in the Online Groups

The participants’ response on the subject of topics discussed in the online groups
ranged from: politics, trending topics in the country, celebrities, sports, fashion,
academics, relationships, betting, religion, nursing tips, and photography. The youth
extensively engage in online interaction for information, entertainment, connection
and academics. They will congregate around topics that surround their lives and
immediate environment. They also navigate towards topics that are designed to shape
who they are or want to become. For example, they will engage in politics and
trending national issues and address themes such as tribal alignments, political

figures, issues of corruption and national development (see images of discussion
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below). These themes are addressed with such passion because they touch on their

core belief, strongly held opinions and alignments.

Image 4.7: Discussions in a Political Online Group

r——

O ———T T B
Your opinion though,

That's the naked truth.

Raila cannot be equated to anybody
in Kenya dead or alive whether he's
not been President doesn't matter.

~ The sacrifices he has made for this
Country none has ever done.

Prove your assertions. 458 PM
\ - AN omm T

——g
TO SUPPORTERS OF DR. ".
RUTO LET'S WIN BY VOTING
FOR HIM. .. ‘
How many times have pp voted for
Agwambo..are u a visitor In Kenya
were u born yesterday,vote and

we see ,where the votes will take
u..better vote for your MCA at home
and count the votes locally there but
not at this catorigy. 5:21 PM

A ————

—

How many times have pp voted for
Agwambo..are u a visitor In Kenya were
u born yesterday,vote and we see ,whe...

Great point. Presidency is cursed.

Our votes do not count. N

You cannot equate Murkomen to
Raila.

Characters are similar apart
from actions

3 ODM, KANU and Jubilee are set for a
possible coalition. The Odinga ,Moi
and Kenyatta families are set to
continue oppressing us all this years.
Kenyans lets open our eyes.This

5:17 PM

., is not North Korea.. we will stop ¥
@ them. Kenya is big! We have One "
Man Army,The Deputy President Dr. =

William Samoie Ruto.
e

T'ype a messa

i
5:29 PM 8
7

> O

| ———
How many times have pp voted for
Agwambo..are u a visitor In Kenya were
u born yesterday,vote and we see ,whe...

Great point. Presidency is cursed.
Our votes do not count.

The deep state have the final say.
5:26 PM

J—

© This message was deleted
5:29 PM

 ———

—————
—

Great point. Presidency is cursed. Our
votes do not count.

So let Kenyans know their Country

well and we stay in peace not peaces
and avoid day time dreams which are
always brief and falsetto.

~

5:30 PM N

Typear

mnessa

Typeamessa. N> ° » O °

Some will engage in topics such as nursing tips, religion, academics and relationships:

and address themes such as breastfeeding, weaning such as participant 12/2019.
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Image 4.8: From a Nursing Mothers’ Online Group

® Firzt time mothers o
IG5 207 5 Al a4 FRa FACEDG l\.||"

AT LAl

Mathers do not be in any hurry to wean your little one,
know its less stress on you but why would you deny
your little one that precious liquid gold?They do not
stay young forever. Cherigh the little moments for as
long as thay last. This moment they are on the breast
the next moment they are telling you that you dont
have to kiss them everytime you drop them off at
achool.cherishthemomentanow#

In matters religion they would talk about doctrinal issues and beliefs,

Image 4.9: Discussion in Religious Online Group

DfmEsis typing... =

e c——— —
Inshaallah is Arabic for If God wills. In
my opinion it's ok... p

—— A
One of the pastor i
Spoke before said no

Thats y i stopped

—— e —————
Ooh , o
S — e, ———

He said the God of islam is Allah
And it is a different God

Our God is the God of David and
Moses and Abraham

Keep all your views coming and let's
discuss more on Thursday

The themes addressed in academic groups address issues to deal with examination and

topics that maybe hard to understand as displayed by participant 15/2019 in the

psychology group.
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Participants in social groups which constitute friends mostly talk about issues that
surround their social life. It’s a forum where they advise each other and help each
other deal with the realities and challenges of their social life, as well as just have fun

together.

Image 4.10: Discussion from a Social Online Group

Ooh.. notgood 554 pu

He treats me like a fellow guy&s&242

22 &y oy, pole lakini.. try and soften
your image perhaps? 10:56 PM

H

Ikifika hapo tuwachie Doktari wa upendo
na deputy wake wamueleze, hata mimi
imenishinda hiyo &9 &2 &2

Hehehez2 &y ¢\, nimeaddress

H A
kidogo labda..ie= 557 B

P ~—

&9y pole lakini.. try and soften

your image perhaps?

Advice from Doctor Love@ Q

11:21 PM

In an interview with Social Media Experts 6 she explained:

Some of the topics on these online groups help to distract the youth from other

aspects like academics and the realities of life which are difficult to deal with. It’s
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something that is engaging and in it they can find a forum where they can express

themselves, talk about something interesting or sensitive and vent their emotions.

This resonates with a study by Waithaka’s (2013) study on internet use amongst
university students in Kenya which showed that the students used the internet for
various purposes, including to study, teach and do research; to communicate; and for
social interaction. The youth will naturally be attracted to topics that embody who

they are, what they want to become and what they are interested in.

The youth also like these groups because they give them an opportunity to broach
subjects that are otherwise not discussed on normal environment or with the people
connected to them such as their parents but yet these are subjects that need to be
addressed, understood and different perspectives examined. Subjects such as
sexuality, sexual orientations, physical and emotional abuse, rape, mental health, self-
esteem issues, addictions, suicide or boy child challenges find an avenue for open
discussions in these online groups. The discussions tend to be open; people are given
a chance to share their perspectives and experiences. As seen in the images below

from an online group discussion on issues of the boy child and sexual consent.
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Image 4.11: Discussion on Boy Child and Sexual Consent

*‘ i - =
2 er——  ———
Agreed. There are visikis kadhaa in -
this campaign. Kama kwetu, one of jre—
the challenges is a scenario where the ... 3 3 .
Heard on radio an imprisoned young
Boys get victimised in most cases man telling his story. He and the girl
11:52 AM were in love, the had sex, her mother g...
— Woi....| sympathise with the boy. |
T — can't imagine what he went through
e in an adult prison. Hapo pia kuna
Having been seeing this, many cases shida

the boy has ended up being the one

suffering and at times when laws are i... ) ) X
However, he did commit a crime

Well, because the girl is deemed to whether the girl consented or not.

- be "suffering" since she's carrying a .
baby and will miss school time, more The law is meant to deter adults

than the boy. How does the boychild from engaging children. ) 2:56 PM
suffer btw? I AR . A
" - A T T - ———
5 ~ ———————— P
| e —imran . _d Woi....| sympathise with the boy. | can't
Having been seeing this, many cases || imagine what he went through in an
the boy has ended up being the one | | adult prison. Hapo pia kuna shida. ...

suffering and at times when laws are i... | " "
so— - | Were you by any chance in love in
Malindi and Kilifi law courts ' high school?

hava hinhlinhtad i+ and acbad fAr 3:25PM
That's unjust. Not just because —

they're minors, but also because the Okay there needs to be more debate

girls are equal participants, as well. most like on gender roles.

No, this is not what it is. If the girl True 12:08 PM
was a consenting adult, wangekuwa P —— -

ndani wote. See it from that Having been seelng thls many cases
perspective s95p0 | the boy has ended up being the one

- suffering and at times when laws are

AREEnReIY A |  introduced to clear this unclear area,
we are up in arms opposing even

Now | am just smiling in the office without much readin

g.
as | read these comments? @S _-!&
that's the situation as you put it. D S — PO ——
However, this may turn out to be a I - r
" " V_-—“’
gender war | agree with you. However, dealing with ’

adults is easy though their numbers
There are those who feel that men have reduced especially with the prose...

and by extension boys influence Agreed. There are visikis kadhaa in

| (have power to access and control) this campaign. Kama kwetu, one of
sexual engagements whether by I the challenges is a scenario where
consent or otherwise and it does not the girl's parents declines to proceed
matter the age according to such with the case (against the adult) and |
school of argument 19500 | Opts for "out of court settlement”.

b — —— Soo demoralizing for the advocate
who's given their all to ensure justice
is administered na iwe funzo for all.
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Social Media Expert 6 also observed that:

In these social media platforms members are known to raise hot subjects for
discussions and mostly these subjects elicit such juicy discussions and
openness that members are able to detach themselves from the stigma even as
they express themselves and share their experiences or the experiences of

significant others.

4.4.5 Influence to Join Multiple Online Groups

The response from the question, ‘what influences you to join multiple online groups’,

were as follows
Participants 21/2019 of the focus group discussion said:

To be updated, to gather different ideas, every platform or group has its own
advantage, so | join the groups for the advantage that I get. Sometimes | join a
group for a particular reason and when that purpose is over | exit the group

for example my friend’s surprise birthday party group.

Participant 22/2019 argued:

Diversity, for information, entertainment, as well as my current needs, am
currently in a make-up artists group because currently | need information on
that. | once joined a group for hiking because it was my need then, to go

hiking!
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In an interview with Social Media Expert 7 he explained:

“It’s about them experimenting what suits them, they shift and create more
groups, what works for them they stick to it, if it doesn’t they leave. The virtual
space affords them the opportunity to test different groups and even create

new ones of their choice that serve particular purposes.”

The youth tend to be in multiple online groups because it meets their various needs,
something that one group alone cannot accomplish. They therefore enroll as group
members in places where their various needs are addressed or where they find the
kind of support, connection or camaraderie with like-minded people. They tend to
‘g0’ to those particular groups to meet a need or meet a particular group of people,
and this helps in their development and well-being and a feeling of wholeness and
satisfaction. For example, a first time mothers group supports their need for
information, while a sports group addresses their need for entertainment. A study by
Sonderlund, Morton and Ryan (2017), found a positive relationship between multiple
group membership and well-being for individuals with high social identity
complexity. The study found that multiple group memberships indirectly contributed
to well-being via perceived identity expression and social support, as well as identity

compatibility and perceived social inclusion.

From the research findings of this study, majority of the respondents (54.4%) are
members of one to three online groups, while (27.3%) are members of between four
and seven online groups. (10.7%) of the respondents are member of between eight to
eleven online groups, while (4.7%) are members of between twelve to fifteen online

groups. (2.9%) of the respondents are members of more than fifteen online groups.
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This supports the fact that the youth find it necessary to be in multiple groups because
they are able to narrow down their interests to specific groups. Specific groups speak
to their specific interests/needs; for example a class group is for assignments,
photography group for hobby, family groups for belonging and much more. No one
group can fulfill all their needs, because their needs are segmented and thus the need
to be in multiple groups. It is also hard to sustain a particular group beyond the life of
the group for example a group formed to fund raise for a friend or plan for a wedding.
Once the fundraising or wedding is over the group goes dormant or it dies a natural
death, because its purpose is over; unless the group members re-invent the group and

give it a new purpose and even a new name that is binding enough to sustain its life.
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The below image shows a baby shower group that was dissolved and members

removed or left the group after the baby was born.

Image 4.12: Baby Shower Online Group

Treasurer left

+254 /& 7 left

P ——

Thanks so much ladies for the love.
Please visit. Baby sitting slots are still

open &¥- 9:46 AM
Meanwhile you free to leave/close the
group 9:47 AM
| love you all and God bless you in all
your endeavours. 9:47 AM
+2 54 SN ~
bﬁ

| love you all and God bless you in all your
endeavours.

Bless you too my dear. God will guide
you thru this journey.

Welcome to motherhood &2
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Members are encouraged to leave the group and close it because its purpose is
accomplished (the awaited baby was born). According to social media expert 5; when
the purpose of the group is accomplished the group becomes extinct and members

leave unless the members re-invent the group to serve another purpose.

Image of members removed from the baby shower group after the purpose of the

group is accomplished (the baby was finally born)

Image 4.13: Removal from Online Group on Purpose

el

+254 725 6 removed +254 sy

+254 7RSS removed My h,

+254 72546 removed +2 Tl | 2iuS000G0,

+254 723 S85%6 removed +254 747 S8l

101



The table 4.13 shows how many online groups the youth studied belong to.

Table 4.13: Online Group Membership

Number of groups Frequency Percent
1-3 209 54.4
4-7 105 27.3
8-11 41 10.7
12-15 18 4.7
Above 15 11 2.9
Total 384 100.0

4.5 Online Group Membership and Virtual Identity of the Youth

The analysis of this objective sort to examine whether the youth - who are members
of online groups -develop a unique identity online, referred to as the virtual identity.
Crocetti, Rubini, & Meeus’s, (2008) three dimensional identity model which includes:
Commitment, In-depth exploration and Reconsideration of commitment was used in
analyzing data for this objective. The researcher examined the respondents’
commitment to a particular self-presentation online. Commitment here refers to
enacting enduring choices with regard to the social domain (the online group/s) and
the self-confidence and gratification respondents’ derive from these choices. This was
achieved by examining how the online group has influenced the way they present
themselves online as opposed to offline. The researcher also examined the
respondents’ in-depth exploration which represents the extent to which they think
actively about the commitment to the self they present online. How they seek for

additional information with regards to their commitment as well as how they talk
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about their commitment to the self they present online. This was achieved by asking
the question, ‘how do you want others to perceive you online’? The researcher also
examined the respondents’ reconsideration of commitment which refers to the
comparison of present commitments to a self-presentation with possible alternatives
because the current commitments are no longer satisfactory. Reconsideration of
commitment combines loosening existing commitments with broad exploration of
new possibilities. This was done by examining how other peoples’ presentation online
affected their self-presentation online. This was analyzed to find out whether existing
commitments to a self-presentation online were secured during a process of
reconsideration. Or if during the reconsideration process, one’s present commitments
are deemed to be inadequate and are discarded in favor of new commitments. The
findings based on the Crocetti, et al (2008) three dimensional identity model are

discussed below as follows:

4.5.1 Social Media Shaping Behaviour Online

The participants’ response to the question, ‘how has the online group influenced the

way you present yourself online as opposed to offline” was as follows

Participant 23/2019 observed:

I am very cautious online, I am very careful not to say things that can be
controversial or cause me a lot of backlash. | tend to play safe online than
offline. I show my best behaviour online, like I talk of clean ups, the work I do
with the children’s home, academic related stuff, as well as the service I do at

my local church.
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Participant 24/2019 argued:

Because many people tend to bash, troll and criticize others online, | do the
same too albeit on my anonymous page. I troll a lot in the online groups that
am a part of. It has just become a behaviour that | have developed online. I get

to say what I want with no chills! I definitely don’t talk like that offline

Participant 25/2019 said:

I am just a different person online as opposed to offline; online my behaviour
is different to the extent of being controversial. I guess it’s because of the
pressure that exists in the online space. There can be a lot of bullying as well
as competition, making it hard to just be normal online; you need to put up an

image that is A-game online.

Participant 26/2019 said:

| use a lot of filters in my online pictures; the jewelry, hat, the complexion and
makeup on my online profile picture is all filters! It makes me look perfect,
that is definitely not how I look like in real life or offline, but I like posting
those perfect pictures online, because the filters are available and I use them
to look perfect! I receive a lot of good comments and likes with those pictures

and it boosts my self-esteem. This makes me use more filters while posting my

pictures.
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Image 4.14: Photo with Filters

Photo provided by responded. Blurred for privacy
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Participant 27/2019 reported:
For a long time | have posted pictures of a flashy lifestyle like a lot of money
and luxurious cars, because | want to be associated with the identity of wealth

and fame even though | am not there yet in real life. Offline am just broke!

Image 4.15: Respondents Images on the Online Group
22D ..l 73% 8 12:13

@ m.facebook.com @)

@ & Write a comment...
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In an interview with Social Media Expert 7 he argued that:
The information shared on social media may be persuasive and as a result it
may alter the behaviour of the person. It gives them a platform to exercise
behaviour; it puts pressure on them that makes certain behaviours to show,
and that behaviour becomes what they are identified with, it ultimately
becomes their identity. That is why we have names such as slay queens or
online influencer. These people have developed a certain identity online that

they are known for.

The above findings reveal that the youth make choices of how they want to be known
online. They are seen to be committed to a particular self-presentation online that can
be totally different from who they are offline. They practice these choices of self-
presentation and derive gratification as a result. A good example is participant
23/2019 who enacts the choice of being cautious online. The participants reveals that
she is careful of the things she says online and engages in playing safe online as well
as showing her best side through pro-social behaviours such as cleaning, volunteering
at the children’s home and showing the service she gives at her local church.
Participant 24/2019 has made a choice to be anonymous and as a result he practices
trolling. The participant is gratified when he says what he wants to say online, what
he refers to as ‘no chills’. Participant 25/2019 practices being controversial and
putting up an A-game while participant 26/2019 chooses to use filters while posting
her pictures online. This participant feels confident when she receives many likes and
positive comments, this reinforces her choice to use more and more filters online.
Participant 27/2019 enacts a flashy lifestyle and feels confident when he is identified
with wealth and fame. These responses concur with the fact that the youth are

committed to a particular virtual identity through the choices they make and the
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gratification they gain from those choices. At this stage the participants are seen to be
making a relatively firm choice about a virtual identity and engaging in significant

activities geared towards the implementation of that choice.

4.5.2 Perception Online

In this next step, the researcher examined the respondents’ in-depth exploration by
assessing how they actively think about their commitment to the self they present
online, and how they seek additional information with regards to their commitment to
a virtual identity. As well as how they talk about their commitment to this virtual
identity. This analysis was done by examining the question, ‘how do you want others
to perceive you online?’ Perception was employed to investigate how the senses are
used to create the online world that the youth live in. Perception is very powerful,
because it tricks the brain into believing, thus one’s online presentation becomes a

representation of who they are perceived by others to be (Prestidge, 2018).

Participant 28/2019 explained:
| want to be perceived a certain way online, | want to be liked, admired and
celebrated, but when people say things that are contrary or negative, or when
they don’t say anything at all, like liking my photos and commenting on them,
it makes me feel less valuable, stressed and my self-esteem goes down, so |
tend to take pictures that makes me popular, such as dressing hot and standing
next to pools. In fact what | portray on my Instagram for example is absolutely
opposite of my true self that I don’t allow people who really know me offline

or criticize my Instagram life to view my Instagram page, because it’s so not a
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true representation of me in the real world. | have even had arguments with

and blocked people who criticize my Instagram life.

Image 4.16: Respondents Chat on Manipulating their Instagram
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Participant 29/2019 said:

| want to be perceived as affluent. | am totally different online than I am in
real life. In real life I live at kwa Kairo but I cannot post pictures of that place,
I always post pictures in nice neighbourhoods. | can never post pictures of
where 1 live in real life. These flashy life postings receive a lot of likes and
comments and that makes me feel good! That’s how I want to be known

online!

Image 4.17: Respondent’s Images on the Online Group

Participant 30/2019 reported:
I always post pictures standing next to expensive cars like Range Rovers, and
in nice places. So | always find these nice cars and nice places and take

pictures next to them. My online friends believe | am doing well and my life is
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all rosy, I like that identity, and the comments that come with it! But the truth

of the matter is, ‘kwa ground vitu ni different!’

Image 4.18: Respondent’s Images on the Online Group

=B .dl.al 9

In an interview with Social Media Expert 7 he explained that:
It’s all about accommodation: the youth want to fit within the social media
realities; they want to be admired, to engage with people who have the same
values and belief systems. So they will accommodate what is there, by

copying or enhancing; and therefore their identity changes over time, or
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rather their identity online changes from their identity offline. Meaning that

overtime they develop an online identity or a virtual identity.

In an interview with Social Media Expert 8 she argued that:

There are lots of apps that help the youth achieve these kinds of manipulation
of identity, like face apps. They can edit their photos; they can edit out people
they don’t want. A man can put the photo of a woman, they can edit locations
and even write that they are at a particular location when they are not. They
also post specific places they have visited like hotels, beaches and suites but
not the other places that make up their lives, like the estates they live in, or
their home in the village. There are some who remain anonymous. There is
also synonymity; where half of what is said is true while the other is not. Since
Social media is anonymous and remote it gives them a lot of way and play to

manipulate their identity.

In an interview with Social Media Expert 3 she said:

Online the youth present a character that is attractive for the public to see, but
offline they go back to their own individuality or individual identity. The
concept of virtual identity comes to play where they fit in online but when they
go offline they embody their ethnic, cultural, values that add up to who they
are. This is majorly because; online they are influenced by media,

international pop culture, peers, celebrities and the like.

In an interview with Social Media Expert 2 he said:

Online they put their best moments carefully edited and crafted because of

peer pressure, to gain followers, and have a voice. Some of them have so many
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friends online but in real life they are lonely and confused. They are not sure
of themselves offline, neither are they go-getters as they portray online they
are actually laid back. But there are also some youth who are ok enough to

present the same self-offline and online.

Commitment and In-depth exploration are intertwined processes of identity
development. Actively committed participants are seen to continue to intensively
explore the domains of their choices in the commitment stage. For example,
Participant 28/2019 says, ‘I want to be perceived a certain way online’. It means that
the participant actively thinks about the kind of way she wants to be perceived online.
She is aware of the kind of identity she wants to develop online. The participant goes
ahead to reveal how she wants to be perceived by using words such as: liked,
celebrated and admired. The participant also actively thinks of the negative or
contrary things that people may say or even if they don’t say anything at all. The
participant spends time thinking about her pictures being liked and given positive
comments. This is gratifying to her because it boosts her self-esteem and makes her
feel valuable. The participant therefore posts pictures that will make her popular and
even argues and blocks people who criticize her online presentation. This means that
she works hard at developing that virtual identity. It is an active process as opposed to

being passive.

Participant 29/2019 actively thinks of affluence. The participant is aware of the virtual
identity he wants to develop. In fact he says that he can never post pictures of kwa-
Kairo which is where he lives in reality. This means that the participant blocks out
anything that may negate the virtual identity he is developing online whether or not
that thing is part of his offline identity. The participant looks out for high end
neighbourhoods and presents those images as a representation of where he lives.
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Meaning that he finds the materials that will help him ‘construct’ the virtual identity
he wants. The participant thinks of getting many likes and positive comments online,
this is what gives him gratification and affirms the virtual identity he has developed
online. The participant also talks of how he wants to be known online and that is
affluent. It means that he embraces this virtual identity that he has developed online.
Participant 30/2019 thinks of expensive cars like Range Rover. She likes it when
others believe that she is doing well. As a result she seeks out more nice cars and
locations and takes pictures and posts them online. The participant talks about liking

an identity of doing well even though ‘kwa ground vitu ni different’.

In-depth exploration can therefore be conceived as an adaptive identity process,
because it implies that the participants deal with existing commitments in an active
way. These participants work hard to maintain their commitment to a virtual identity,
so that they can continue to receive more and more likes as well as positive
comments. This is what gives the gratification and affirms their commitment to a
virtual identity. In the event that they don’t receive as many likes or as many positive
comments then they work on improving or fashioning that virtual identity more so
that it can fetch the gratification that they are looking for online. Further examples

below reveal the same:

Participant 31/2019 on the focus group discussion said:

| want others to perceive me as smart, knowledgeable, exposed, a go-getter,
and a leader. | also want to be perceived as successful, so I post highlights of

the nice places | have visited physically.
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Image 4.19: Images of Sites Visited by Respondent
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Participant 32/2019 said:

| want others to perceive me as an expert in photography. | love taking
pictures and have started my own photography business, so | want to be
perceived as a great photographer with much experience, breath taking shots

and a happy clientele.
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Image 4.20: Taklng Plctures ona Suspended Brldge
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Photo provided by respondent from their Online Group
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Participant 33/2019 reported:

| want to be perceived as very successful, very happy and very friendly. | want
to be seen as someone who is living their dream. So | post picture of things |
like especially shoes with hash tags like #mynewestbae to give the impression
that I own many of these kinds of expensive things. | also post videos on
Instagram and go live on Facebook especially when am having fun like in

parties or am hanging out at a nice place.

Image 4.21: Respondent’s Images on the Online Group
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Participant 34/2019 said:

| want to be perceived as a good example to others. | want others to perceive

me as real and not fake. So I tend to put my real self-online.

Participant 35/2019 said:

| am more perfect online in terms of my pictures than | am offline. | present
a more intelligent self -online than | am offline. Online | post intelligent
quotes from famous people or books, but offline I never talk like that. I also
present a more confident self-online than | am offline, so there is a very
clear distinction of me online and me offline. My friends sometimes make

fun of me but I don’t care that’s my online vibe!
Participant 36/2019 in the focus group discussion explained:

The pictures | post online are not a true representation of who I am offline
there is a particular image of me that | prefer online. | care much about what

people say about me online, so I try to look really great
In an interview with Social Media Expert 8 she argued:

The youth want to be perceived positively: they want to create an identity
that is pleasing to people, they want to be admired. They want to be
reassured; there is a lot of attention seeking online and they want their
identity enhanced by the way people see and view them on these online
platforms. To achieve this they go a long way including creating a self-

online that is totally different than the self-offline.
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The youth thus put a lot of work with in-depth exploration of their self-online,
because they are committed to the identity that they are developing there. Participant
31/2019 for example reveals that they want others to perceive them as: smart,
successful, knowledgeable, and exposed, a go-getter and a leader. As a result the
participant posts pictures of nice places they have visited physically so that they can

reinforce that virtual identity.

Participant 32/2019 wants to be known as an expert in photography. As a result he
advertise his photography business online, showing breath-taking shots as well as

talking about his happy clientele.

Participant 33/2019 actively thinks about herself as being successful, very happy and
friendly and living her dream. This is the virtual identity she is committed to and
wants to be perceived as. The participant posts pictures of expensive shoes to give an
impression that she owns very expensive things. She also posts videos of herself while

having fun at parties or visiting nice places.

These responses corroborate with (Anderson & Jiang, 2018) who said that in online
spaces, fashioning identity is very prevalent, because the youth want to impress.
Social media or any media is connected with an audience, whether known or
unknown, and the participants on these platforms are always aware that they are being
‘watched’ which makes them want to be seen in a particular way. They feel that they
are responsible for how their audience see them. They engage actively in building that
image that they want their audience to see, and if the image they have built is
favaroable then they spend time maintaining it or improving on it and talking about it
so that they can continue to be celebrated by their audience. It is therefore a

performance of sorts since the participants are always conscious of the fact that they
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are being watched and ultimately someone will give feedback of what they have seen.
Whether that feedback is loud or silent still matters to them. Negative consequences
could also stem from in-depth exploration. For example, one can be become overly
involed in evaluating and contemplating their current commitments becoming unsure
and sceptical about their choices such as participant 28/2019 who feels less valuable,
stressed and experiences low self-esteem as a results of overly evaluating her self-

presentation online.

4.5.3 Other Peoples’ Online Presentation Influence

With the prevalence of social media, Stein (2019) argues that the practice of compare
and despair has become excessive. The question is; are we judging ourselves too

strictly against the filtered images of our “friends?” Stein says that:

We may consciously, or subconsciously, internalize a post about a peer’s
wedding as: Mary got married. Everyone is getting married. | am never going
to meet anyone. What is wrong with me? | should try to go out and meet

people. Let’s go to the bar! (Stein, 2019)

The question, ‘how does other peoples’ presentation online affect your self-
presentation online?’ therefore sort to understand in what ways are perceived
shortcomings influencing the youth to reconsider their commitment to their virtual
identity. Reconsideration of commitment refers to the comparison of their virtual
identity with possible alternatives because it is no longer satisfactory. It examined the
loosening of existing commitments with broad exploration of new possibilities thus
constructing and revising identity over time. The responses were analysed to find out

whether existing commitments to a virtual identity were secured during a process of
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reconsideration. Or if during the reconsideration process, one’s present commitment
to a virtual identity were deemed to be inadequate and were discarded in favour of

new a new virtual identity.

Participant 37/2019 in the focus group discussion argued:

When someone is where | want to be professionally, physically or
relationally, | tend to mirror what they do. If their values agree with mine
they influence me to alter my presentation. If they are my role model they
alter my presentation online, but if not their opinions and behaviour online

doesn’t affect mine.

Participant 38/2019

Yes how other people present themselves online affects my presentation. There
are many people I want to be like. I admire their looks, their many followers.
How they dress or the things they post online. So I try to be like them even
though it’s not easy because you need to have a lot to get there, like have that

stuff and that following they have. So it’s kind of stressful to keep up online.

Participant 39/2019 in the focus group discussion said:

Yes it does because | have role models and | emulate the way they present
themselves online. | try to fit in with how they present themselves online. |
consider myself to be a very religious person therefore | follow people
online who preach what | believe. Their messages inspire me and challenge
me to be a better person. | also repost their messages as a way of
encouraging others to follow these values that continue to change and shape

me every day.
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Image 4.22: Respondent’s Images on the Online Group

- Joel Osteen Ministries ece
January 11 at 5:02 AM
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Participant 40/2019 in the focus group discussion argued:

Yes both negative and positive; when | was on Instagram it shook my self -
esteem a lot because | wanted to be like the people | saw online but I did not
have the means to keep up with them, so | exited and took a break because |
felt like I could go insane. The online world can really put you down when you
don’t have the proper guideline, it depends with the people you associate with
online, if they have a positive vibe that’s great, but if they are all about show

off, you can suffer trying to keep up with them.

In an interview with Social Media Expertl she argued:

The youth are subject to opinion, they are easily influenced. Most youth feel
the pressure of being like others or the many influencers out there like
Akothee, Vera Sidika or Diamond who have a large following and they

influence the behavior of the youth. Yes there are some who are sure of
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themselves and are confident but most youth are swayed by other people

online.
In an interview with Social Media Expert 4 he said:

The youth have their own perceptions, they are very critical of what others
present online, so they only take/ borrow what relates to them and what they
disagree with or it doesn’t add value to them they reject by creating their own

alternative views and perceptions about the issue or context being presented.
In an interview with Social Media Expert 1 she argued:

They do a lot especially presentations by celebrities and their mentors. People
like Diamond, Akothee, and the like have a lot of influence on the youth and
when they post something online they shape the presentation of the youth as
the youth mimic what they say or do online. The language and image of these
influencers empowers the youth to present themselves a certain way online. It
was out of such presentations online that we saw the rise of sponsors,
socialites and slay queens and a number of youth doing bizarre things online
like posing half naked to look like these celebrities and acquire the status and

following that they have. It’s an issue of identity crisis online.

Reconsideration of commitment encompasses the investigation of possible new
commitments. It focuses on one’s attempt to change their current commitment
because they are no longer satisfied with their choices. It starts with a participant’s
evaluation of their present commitment. The youth are influenced a lot by others
online; they constantly reconsider their self-presentation online based on what others

are presenting there. The people who contribute to this reconsideration process
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include celebrities, social media influencers or their peers who set the agenda and
control the narrative on these online groups. As a result the youth find themselves
aping their behaviour, adopting their actions and endorsing their culture. Before long
they assimilate to their way of life and feel very confident being that way and as a
result develop that as their virtual identity. This stage captures the iterative process of
constructing and revising one’s virtual identity. A good example is participant
37/2019 who says that he mirrors what other people do online meaning that he
engages in the process of comparison with possible alternatives in his case it is people
who seem to have some level of success professionally, physically or relationally. He
says that if their values agree with his then he mirrors them and if they don’t then he
doesn’t care for them. This means that in the process of reconsideration the
participant’s existing commitments remain secure. Participant 38/2019 says that she
looks at peoples’ looks, dressing, the things they have posted and the following they
have. This is what influences how she then presents herself online. It means that the
participant compares her commitment with possible alternatives, because she feels
that her current commitments are no longer satisfactory. The participant says ‘I try to
be like them’ meaning that she deems her own presentation to be inadequate and
therefore it is discarded in the process of reconsideration. This is also seen in
participant 39/2019 whose possible alternatives are role models. The participant
considers himself to be very religious and therefore in the process of reconsideration
of commitment with the role models his own commitment to a religious virtual
identity is secure. Participant 40/2019 says that when she compared herself with
others on Instagram it shook her self-esteem. This means that in the process of
reconsideration her commitment to her virtual identity was deemed inadequate. The

participant says that she wants to be like the people she sees on Instagram. This means
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that she discarded her own virtual identity, in favour of other alternatives. Because the
participant was not able to match up with other peoples’ virtual identity she exited the
online space. This means that she felt that she was too inadequate to develop that
identity online and could not settle for her previous commitment to a virtual identity.
The participant had the option of suffering trying to keep up or just quitting the online

space because she could not keep up she chose to exit the online space.

The process of reconsideration of one’s online presentation is a constant challenge for
the youth. Most of the youth will go out of their way to look like their peers,
celebrities or social media influencers. Many of their YouTube channels, Instagram
pages, and WhatsApp or Facebook groups mirror the discussions and mannerisms of
these social influencers. This is in line with the Communication theory of identity
(CTI) which builds from the interactionism tenet that suggests that identities are
emergent and obtained when people enter into relations with others who have

identities as well (Hope et al, 2019).

This Behavioural mimicry also includes verbal, goal, and emotional contagion and
attitudinal convergence. The messages on these platforms are also designed to target
the youth in areas of marketing with the idea to influence them to follow, or buy a
product or alter behaviour, and before long they embody the identity crafted by the
persuasive messages. One of the most persuasive message at the time of this study
was ‘my dress my choice’ by Akothee, a social media influencer. This consequently
became the message and style embodied by many youth online.

It is also important to appreciate the fact that the youth can likewise weigh what is
going on online against their own values and standards during this process of
reconsideration of commitment; if the messages online do not mirror their

commitment, values and way of life then they reject them, but if they do they easily
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embrace them, because to some extent they seek to advance and affirm the virtual
identity they have developed as stated by participant 39/2019 who embraces values
that agrees with his own and rejects those that are contrary. Meaning that in the
process of reconsideration his commitments are secure. The participant believes that
his identity has been shaped by these commitments and as a result he is convinced
that the same values and conversations are powerful enough to change others online
who come in contact with them, thus it informs his efforts to spread the news online.
This is in line with the Communication theory of identity (CTI) which builds from the
interactionism tenet that suggests that, identities have individual, social, and
communal properties. They are both enduring and changing. Identities are affective,
cognitive, behavioral, and spiritual. Identities have both content and relationship

levels of interpretation (Hope et al, 2019).

4.7 Chapter Summary

In this chapter, research findings and analysis were established with the first section
showing the descriptive features of the respondents’ general information. Descriptive
statistics were then applied to analyze the general information and the results
presented in figures. The chapter also showed the output of each of the research
images that were mixed with the direct discussions analyzed through the three-
dimensional identity model. The next chapter presents a discussion of the findings,

summary of the same and presentation of conclusion and study recommendations.
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND
RECOMMENDATIONS

5.0 Introduction

The main objective of this study was to investigate online group interaction and the
development of virtual identity among the youth in Nairobi County, Kenya. The study
sought to fulfil the following objectives, (1) Establish the extent to which youth in
Nairobi County, Kenya are part of online groups. (2) Assess the reasons that influence
the youth to join online groups. (3) Determine the extent to which online group
membership develops the virtual identity of youth in Nairobi County, Kenya. This

chapter summarizes the study findings, makes conclusions and recommendations.

5.1 Summary

This section is segmented based on the study objectives. This enabled a more straight

forward understanding of each objective and the accompanying findings.

5.1.1 Demographic Characteristics of the Youth

The study examined the demographic characteristics of the youth; the gender
composition of the youth online group members was almost evenly matched with
females being (52.6%) and males (47.4%). The age composition was also examined
where a majority of the respondents (50.5%) belonged to the 18-20 age brackets,
while (39.3%) belong to the 21-23 age bracket and the remaining (10.2%) belong to
the 20-26 age brackets. Regarding the respondents’ level of education, the majority of
them (54.7%) were undergraduates, (39.8%) were college students, (4.4%) had a
secondary diploma, while (0.5%) represented both primary and postgraduate
respondents. Findings on internet expenditure per month showed that (29.4%) of the
respondents spend 0-500 shillings per month on internet, (39.5%) spend Ksh 501-
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1000 shillings per month on internet, (24.5%) of them spend Ksh 1001-1500 shillings
per month on internet, and (8.6%) spend Ksh 1501-2000 shillings per month on
internet use, while the remaining (6%) spend above Ksh 2000 shillings per month on

internet use.

5.1.2 Youth and Online Group Participation

The first objective of this study investigated the extent to which the youth are part of
online groups. The findings recorded that (54.4%) of the respondents belong to one to
three online groups, while (27.3%) belong to four to seven online groups. These
findings corroborate qualitative findings where participants affirmed membership to
online groups as a connection factor. They credit these online groups for helping to
build stronger friendships and exposing them to a more diverse world, but they
express concern that these groups lead to drama and social pressure. According to
Appel. etal (2019) the future of social network interaction is group chatting, as
opposed to one on one chats. Finnegan (2018) reported that applications that afforded
users group interactions such as WhatsApp delivered a range of benefits, including
breaking down the traditional hierarchies that can stunt effective communication
within a team. These online applications provide methods of communication that are
efficient as they enable members who are fragmented by physical boundaries to come

together and interact.

5.1.3 Influence of Joining Online Groups
The second objective of this study was to assess the reasons that influence the youth
to join online groups. The participants affirmed that the need to connect with people

they already know offline is paramount; the participants were interested in keeping in
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touch with previous friends from high school, or staying connected with family
members with whom they are geographically apart. According to Claridge (2017),
bonding social capital is a connection within a group or community characterized by
high levels of similarity in demographic characteristics, attitudes and available
information and resources. This connection happens between people who typically
have strong close relationships, like family, friends or neighbors. These are people
who know each other and interact frequently, and thus use social networking
platforms to maintain their connection. The participants also affirmed that they join
these online groups so that they can connect with likeminded people; people who
share their interests whether it’s professional, recreational, social or religious. They
join these groups so that they can learn more from them, experience a feeling of
belonging, receive support and identify with a community of others who share the
same experiences. According to Putnam (2001), bridging social capital functions to
bring together disparate members of the community. Bridging social capital provides
low socio-economic status individuals with the potential to access resources outside
of their constrained environment. Bridging enables people in virtual communities to
share information and receive support from others with whom they share interests or

similarities.

5.1.4 Online Group Membership and Virtual Identity of the Youth

The third objective was to determine the extent to which online group membership
develops the virtual identity of the youth. In the findings the participants affirmed that
they present themselves in a particular way online because they consciously want to
be perceived a certain way on the virtual space. They are aware that they are being

watched and therefore it is very important to them that they feel appreciated,
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celebrated and affirmed online. They therefore manipulate their identity online to
receive more likes and appealing comments; once they construct the virtual identity
through the process of commitment, in-depth exploration and reconsideration of
commitment. They commit to an online identity that gives them gratification and they
spend their time online maintaining and improving on it for more and more
gratification. If this need for gratification is not met, especially in the process of
reconsideration of commitment, then they become dormant online or exit an online
group.

This Virtual identity is a consequence of identity crises — which here refer to identity
exploration - that arise as a result of a need to develop a self-online. The Virtual
space, through affordances such as anonymity, synonymy and use of filters gives the
youth ample opportunities for self-expression as opposed to real life spaces. The
online groups provide some form of camaraderie to their members through bridging
and bonding, though this trust is fragile and at times temporal because of the flame
wars that go on these online groups. When their expectations are shuttered it results
into one being dormant, inactive or leaving the online group.

These findings therefore reveal that the youth are at a critical stage in life where
identity plays a major role in their operations, and therefore they need to ‘frame’ ideal
identities in order to be ‘accepted’ by their peers. These findings corroborate previous
studies by Boyd (2008) and Dunne and Lawlor (2010) who attributed the use of social
networking sites (SNSs) among the youth to create personal identity. Roux (2020)
also agreed that the youth were motivated by the need for image, fashion and status in
their social networking sites (SNSs) use. This could have both positive and negative
impacts considering aspects such as sexting, cyber bullying, terrorism and even

human trafficking. Positively, these identities could cultivate good relationships,
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which can improve their performance in school and enhance mental health, awareness

of the dangers of illicit drugs and sexually transmitted diseases.

5.2 Conclusion

The study made the following conclusions based on result findings. Firstly, the high
percentage of youth belonging to multiple online groups is a clear indication of the
importance that this category of people attaches to this medium. The appeal of online
groups to the youth should be encouraged and probably harnessed for positive
outcomes both socially and in academics; bearing in mind that the youth deal with
tremendous pressure in the area of academics as well as the social challenges that
surround their lives such as drugs, sex, unemployment, financial challenges, mental

health, esteem issues and much more.

Secondly, the quest to enhance their virtual ldentity motivated the youth to frame their
presentations online. This can be attributed to the stage in their lives where they are
transitioning into new responsibilities in life, implying that they are trying to find
answers and affirmation in life. The fact that most youth would present an ‘ideal’
identity online shows that there is an identity crisis in this stage of life. Their
perceived shortcomings influence them to create or manipulate their own presentation
online. Equally, these youths seek acceptance among their online community
members and thus switch their identities depending on which group they would feel
comfortable belonging to. Among the features presented on these online groups is
that: groups that stick to the agenda of the group and appreciate members equally
without prioritizing others and trivializing or bullying others tend to thrive and have

members participating more actively and feeling safe in these groups.
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Lastly, the youth sought online group membership for user gratification, where they
were inherently connected to the world outside the media system and bonded with
persons whom they have established relationships with. They also engaged in
bridging to connect with disparate members of the community, as well as to access
resources outside of their constrained environment.

Conversely, further investigation should be conducted among the youth to determine
the consequences of this continual interaction online and whether it results into better

connections offline.

5.3 Recommendations

Based on the foregoing summary, discussions, and conclusions the study makes the

following recommendations.

5.3.1 Recommendations based on the extent to which youth are on these online
groups

There is a high population of youth who are online. The average youth in Nairobi
County has access to a smartphone as well as internet connectivity. These youth are
also members of up to five online groups on various social media platforms. This
study therefore recommends a continued effort to enable connectivity across the
country to be able to bridge the digital divide as well as facilitate the use of internet
connectivity as an enabler to growth and development of the youth across the country.
Institutions of learning — especially higher institutions of learning - should also

prioritize internet connectivity for all students in their strategic plans.
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5.3.2 Recommendations based on reasons why youth join online

The youth join online groups for bonding social capital as well as bridging social
capital. The online community enables them to connect with those they know offline
as well as those whom they share common goals, ambitions or challenges. This study
therefore recommends the creation of awareness to the power of these online groups.
These can be done through further studies that investigate the impact of online group
membership to one’s offline life to the extent of dealing with issues such as
addictions, transitions of life in the areas of career, marriage, business etc and how the
interactions and advisement received online empowers the members to deal with the
vicissitudes of life. The study also recommends the use of online groups as an avenue
for learning. Educators need to appreciate these online groups as a platform where
learning can take place. Teachers should not shy off from joining these online groups
and even teaching from these platforms, neither should they trivialize learning that

happens there.

5.3.3 Recommendations on Group Membership Virtual Identity

The youth form a virtual identity as a result of interacting on these online groups. The
interactions that happen there plays a big role in the shaping of a unique identity
online that one identifies with and is known for. This study therefore recommends a
consideration on the value of one’s interaction online in the enhancement of their
offline lives. The identities developed online can go a long way in working for or
against an online user whether one becomes a socialite or a successful entrepreneur
can be achieved online. The youth should therefore be guided on the kind of identity

they develop online.
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5.4 Chapter Summary

In this final chapter, the summary was presented followed by conclusion based on the
findings. It is from the conclusion that recommendations followed with specific focus
on reasons why the youth join these online groups, how to enable connectivity that
facilitates online interaction as an enabler for growth and development as well as
leveraging on the virtual identity to enhance one’s offline life. The study recommends
further research on the area of online interaction, its infiltration of the traditional ways

of life and the impact it has on our society as a whole.
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APPENDICES

APPENDIX 1: Letter of Introduction

Dear Respondent,

| am a postgraduate student undertaking a Degree of Doctor of Philosophy in

Communication Studies at Kenyatta University.

I am conducting a Research for a PhD Thesis entitled: ONLINE GROUP
INTERACTION AND THE DEVELOPMENT OF VIRTUAL IDENTITY

AMONG THE YOUTH IN NAIROBI COUNTY, KENYA.

You have been identified as a resourceful respondent for this study. This is an
Academic Research and the findings will be used for academic purposes only. All the
responses will be treated with confidentiality and the identities of the respondents will
remain anonymous. | am requesting for your assistance in order to obtain the required

data for this study. Your participation is highly appreciated.

Sincerely,

Deckillah Omukoba

PhD Student, Kenyatta University
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APPENDIX Il: Interview Guide Consent Form

Dear Participant,

This is a research on online group interaction addressing identity development among
the youth. I am inviting you to participate by giving answers to the questions below
with the assistance of the researcher. Your participation is voluntary and you will not
be penalized if you discontinue at any stage. Information given will be handled with
confidentiality and will be used only for academic purposes. If you agree to

participate in the research please sign below:

Participant signature:

Sincerely,

Deckillah Omukoba

PhD Student, Kenyatta University
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APPENDIX I11: Interview Guide for Social Media Experts

Section A: Demographics of the Respondents
In the following questions tick [N] the appropriate option
Section A
1. Gender: [ ]Male [ ]Female
2. Age:

3. Occupation (Speciality)

SECTION B

2. Reasons that influence the youth to join online groups

1. What can influence the youth to choose a specific social networking site?

2. What would influence the youth to join a specific online group?

3. What are some of the reasons that keep the youth active in these online

groups?

4. Do the youth find it reasonable to be in multiple groups? Explain
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5. What are some of the reasons that influence the youth to exit an online group?

SECTIONC

3. How online membership develops the virtual identity of the youth

1. How do these online groups shape the behaviour of the youth online?

2. Does belonging to online groups influence development of individual

members’ identity in any way? If YES, how? Or Explain.

3. Based on your experience, how do the youth manipulate their identity

online?

4. In your own opinion, how do the youth want others to perceive them online?

5. In your own opinion, do the youth consider other peoples’ presentation in

online groups influential enough to alter their own self- presentation online?
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APPENDIX IV: Consent Form and FGD Demographics

Dear Participant,

This is a research on online group interaction addressing virtual identity development
among the youth. I am inviting you to participate by giving answers to the questions
below with the assistance of the researcher. The information collected will be
recorded in a voice recorder and note taking, however, the researcher promises to
keep your personal views confidential. Therefore, you do not have to mention your
name during the discussion. All information will be used purely for academic
purposes. Your participation is voluntary and you will not be penalized if you

discontinue at any stage. If you agree to participate in the research please sign below:

Participant signature:

Sincerely,

Deckillah Omukoba

PhD Student, Kenyatta University
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Demographic Questions

Fill the following questions

1. Gender: [ ] Male [ ] Female

2. Age:

3. level of education
[ 11%year [ ]2™year [ ]3"year[ ]4"year [ ]other:

4. What is your area of study

5. How long have you been a member in the online group

[ J1year [ ] 2years [ ] 3years [ ]4years [ ] 5years and

above
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APPENDIX V: FGD Discussion Guide

Research assistant will welcome the participants then introduce the members and the

study. Participants to sign consent form and fill demographic questionnaire.

1. Reasons that influence youth to join online groups

I.  What influences you to join online groups?
Il.  What encourages you to be an active participant in the online groups you are
in?
1. What topics are discussed on these online groups?

IV.  What influences you to be in multiple online groups?

2. How online membership develops the virtual identity of youth

I.  How has the online group influenced the way you present yourself online as
opposed to offline?
Il.  How do you want others to perceive you online?
IIl.  How does other peoples’ presentation online affect your self-presentation

online?
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APPENDIX VI: Self-Administered Questionnaire Consent Form

Dear Participant,

This is a research on online group interaction addressing identity development among
the youth. I am inviting you to participate by giving answers to the questions below
with the assistance of the researcher. Your participation is voluntary and you will not
be penalized if you discontinue at any stage. Information given will be handled with
confidentiality and will be used only for academic purposes. If you agree to

participate in the research please sign below:

Participant signature:

Sincerely,

Deckillah Omukoba

PhD Student, Kenyatta University
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APPENDIX VII: Self-Administered Questionnaire

Section A: Demographics of the Respondents
In the following questions tick [N] the appropriate option
Section A

1. Gender: [ ]Male [ ]Female

2. Age: []18-20 []21-23 [ ]24-26

3. What is your highest level of education?

[ ] Primary Certificate [ ] Secondary Certificate [ ] Undergraduate [ ]

Masters [ ] other:

4. How much money (Ksh) do you use on internet/bundles per month?

[ 11-500 [ ]500-1000 [ ]1000-2000 [ ]2000-3000 [ ] above 3000

160



Directions for questions 1: Please tick [\/ ] the correct response.

1. Do you currently belong to a social network site(s)? [ ]Yes [ ]No

If you answered Yes [V ], please proceed to SECTION B.

SECTION B
1. Extent to which the youth are part of online groups

1. How many social media platforms have you subscribed to?

[11-3 [ 146 []17-9[ ]110-12[ ]13-15[]above 15

2. In how many social media platform/s are you a member of an online

group?

[11-3 [ 146 []7-9[ ]10-12[ ]13-15[] above 15

3. How many participants are in your most active online group?

[ 11-50 [ ]51-100 [ ]101-150[ ]151-200[ ] above 200
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. How many participants are in your most dormant online group?

[ 11-50 [ ]51-100 [ ]101-150[ ]151-200 [ ] above 200

. How long have you been a member in the online group?
[ J1lyear [ ] 2years [ ] 3years [ ]4years [ ] 5years|[]

above Syears

. How many hours a day do you spend on social media?

[ 1below 1hr[]11-3 [ ]14-6 []7-9[ ]10-12[ ]13-15[] above 15

. Am an active member in the social media group/s

[ ] Strongly agree [ ] Agree [ ] Neutral [ ] Disagree [ ] Strongly [ ]

Disagree

. Am a dormant member in the social media group

[ ] Strongly agree [ ] Agree [ ] Neutral [ ] Disagree [ ] Strongly [ ]

Disagree
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APPENDIX VIII: Research Authorization
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