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Abstract: The advancing technology in the worldwide-web has enabled information 

communication at a fingertip, transmit easily via; newsfeed, pictures, adverts, videos, games, 

immediately. The Social Media front its didactic and entertaining, which requires distinctive 

cultural and moral values, due to the negative impact its comes within recent times. The

researchers sought to explore the relationship in social media to age, gender, and individual 

satisfaction. Amalgam with the Uses and Gratification Theory (UGT), with three core 

objectives; 1) “Why do people use the social media”? 2) Explore the underlying motives by 

individuals’ sharing pictures and videos in the social media. 3) The effects of SMP on the 

individual. The research employeda mixed method through interviews, observation, and online 

data collection. With 155 response used in the analysis, using IBM-SPSS v.23. the results show 

that, among all the five coded themes, popularity is highly rated, as user needs satisfaction and 

communication of expressing issues to relieve pains and boredom. Even though most of the 

pictures and videos often shared also meant to deceive, show sentiment, prestige, and 

communication of personal issues to the public. The researcher concludes that the use of social 

media photography (SMP) it is an inevitable technology, the user should not affect others nor 

society. The authority of such media should control the waves by crosschecking on every 

uploaded picture or video to ensure sanity in the media spectrum, especially on Facebook.
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Introduction 

The advancing technology in the worldwide-web has enabled information communication at 

a fingertip, transmit easily via; newsfeed, pictures, adverts, videos, games, without delay 

(Kaya & Bicen, 2016). Overall findings reveal about 37% social media addictions is related 
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to life satisfaction(Longstreet & Brooks, 2017) interaction on such for entertainment. Some 

informationrequiresdistinctivecultural or moral values in the social media(Uhlmann, Pizarro, 

& Diermeier, 2015) most individual needsare affected satisfactorily or otherwise. The driven 

cultural phenomenonthat pathways in propagating images, videoin the cyberspace, has caused 

more harm than good, synchronizing digital revolution in recent times(Salloum, Al-Emran, & 

Shaalan, 2017) and left many thinkable argument a case of the elections of USA, that 

President Trump emerged winner(Whiting, Williams, College, & Berry, 2013).The use of 

social media has destructively altered the fabric of communication and disregarded individual 

etiquettes(Ephraim, 2013). The social media platform is so quick and fast in operationalizing 

information sharing, messages, images, text, pictures, videos without cross facts examination, 

trust in mirage(Senthil Kumar, Saravanakumar, & Deepa, 2016). This medium is 

instantaneously moving the goal post at a rapid speed in polarizing the youthbetween the ages 

of 15-30years(Uhlmann et al., 2015). Networks such as WhatsApp, Facebook, tweeter, 

Instagram are changing the face of technology inmass communication that affects the privacy 

of others in the satisfying outcome(Senthil Kumar et al., 2016). The system has become 

character assassination, cyberbullying, harassment, viral violation of human rights, the 

internet is not principle governed (Espelage, Basile, De La Rue, & Hamburger, 2015). Now! 

Why do people sharepictures, videos,and information onsocial media? 

In addition, increasing user population of WhatsApp and Facebook is understandable 

due to the passion and motivation attached and driven, Facebook isthe most successful visited 

website globally, with a report indicating that majority of its users are teenagers or 

youth(Waterloo, Baumgartner, Peter, & Valkenburg, 2017). WhatsApp is the next in line 

with the increasing trend of youthful usage of the medium up to 1 million rates per day 

reaching 800 million users in 2016 with expectations more than the industry estimates 

(Kumar & Sharma, 2017). Facebook and WhatsApp are not competing for user-friendliness, 

however, their impact depends on social practices, functionality,and experiences upon the 

choice of the user, up-trending is „WeChat‟(Ibrahim Alsanie, 2015) the study focus on these. 

The generation of the 1990s in the field of social media education, comparatively 

uninteresting and argumentative, lengthy or boring without little patience, which within a 

twinkle of an eye can gather or disseminate information efficiently and freely without 

considering other factors (Camanho, 2016) due high trust leveled on such media. 

The purpose of this study is to explore the ethical attitudinal interest of sharing 

pictures/videos in its relationship in social media to age, gender, and individualsatisfaction. 

The study will also investigate the motives individuals attached to the pictographic 
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communication in the social media. 

RQ: Do social media gratification affects other users‟ „esteem‟ in terms of individual, family, 

groups, society and cultural norms. 

 

 Literature Review 

The plethora of literature categorizing the 10 needs of human endeavor by Sheldon‟s (2001) 

come in congruence with the social media pictograph in this study(Sheldon, Elliot, Kim, & 

Kasser, 2001). The human unobserved needs and desire that satisfy the tendency to share 

videos and pictures could fall within(Chen & Donmez, 2016); autonomy, competence, 

relatedness, physical thriving, security, self-esteem, self-satisfaction, pleasure stimulation, 

money luxury, and popularity influence(Sheldon et al., 2001). The individual motive could be 

appreciated or drive on the grounds of sharing pictures for the informative crisis.  

In recent times, the use of social media has grown high, without any shrug of doubt on 

whatever is communicated across the spectrum, on WhatsApp, Facebook, WeChat,IMO, 

Viber (Karapanos, Teixeira, & Gouveia, 2016a), due to the trustworthiness,  majority of users 

of social media gratifiedshared videos or pictures, affects some individuals and 

personalities(Whiting et al., 2013). The gap left to fill is the impact of the online pictographs 

and videos effects negative or positive, on individual, groups, society,and relation to human 

satisfaction (Hasan, 2016).  

In addition, the ethical-cultural ideology portrayed human moral values in conformity 

with societal norms, which are the vital integrity of human build-up, to determining right or 

wrong, in the social ideal environment (Eriksson, Strimling, & Coultas, 2015). Historically, 

cultural ethics are dynamic tendencies in life, that shapes individual, group or societal 

behavioral way of life (Keiser, Modlmeier, Singh, Jones, & Pruitt, 2014), the phenomenon is 

applicable in the social media sharing of pictures/ videos with the ethical principle of online 

guidance(Eriksson et al., 2015).  

 

Theoretical framework 

Psychologically needs theory in understanding human tendencies and experiences with 

technology originated inthe 1970s as a reaction to traditional mass communication. The 

active audience and user, in this case, is the human needs onsocial media. The motive, 

motivation,and gratifications of media users as the main point of the research.The core Uses 

& Gratification theory (UGT) to explain the uses and functions of social media for 

individuals, groups, and society(Katz, Blumler, & Gurevitch, 1974). Three main objectives in 
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the theoryuse and gratifications in this study: 1) to explain how individuals use social media 

to gratify their needs. “Why do individuals interact with social media”? 2)Explore the 

underlying motives by individuals‟ sharing pictures and videos in the social media. 3)Identify 

the positive and the negative consequences of the individualuse of social media pictographs. 

The core uses and gratifications theory lies the assumption that audience members actively 

seek out the human social media needs to satisfy the following; self-esteem, self-

actualization, popularity influence, motivation, relatedness, competency, needs and 

gratification Rosengren-1974(Katz et al., 1974) 

 

Methodology 
Design Instrument 

The study employs exploratory and descriptive observations among individual users 

of WhatsApp, Facebook,and WeChat in the Ghanaian community and the Foreign Students 

of the University of Science and Technology of China (USTC). The qualitative descriptive 

relate the social media use in relation to age, gender, motives, individual satisfaction. The 

selected applications are due to the majority in use of such in Social Media Pictographs 

(SMP), which this research designed an empirical study with theory-driven. The research is 

to explore the phenomenon to provide insight and comprehensive investigations on viral 

sharing pictographs in the social media. By using a pattern of interviews, observation to 

investigate the conceptualized findings of the participants. The study will outdoor the 

researcher‟s ideasand logic. Other sampling participants randomly selected in the social 

media network to ensure the reliability of data without compromise.   

The approach interview critically coded as itemized in these themes; popularity, 

prestige, sentiment, deceit, communication. 

An empirical analysis was done to assess users‟ satisfaction in posting or sharing 

pictures and video on Facebook and WhatsApp. Data collected from Ghanaand students of 

the University of Science and Technology of China-USTC, through a questionnaire online 

link. After a carefully coded theme, on the five thematic areas; popularity, prestige, 

sentiment, deceit, and communication. The researcher identified how satisfactory many 

users‟ of the social network could gratify the coded items. In other to investigate, to ascertain 

how Ghanaiansand students within the university community, use pictures, video,and 

messages to gratify their needs in life. For all constructs in the questionnaire, the questions 

coded data analyzed through descriptively using SPSS.  

 Data Analysis and Management 
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The findings categorized using the inductive process of data analysis to orderly 

ascertain the research themes. Interviews and observations transcribed using an open coding 

system. For systematic transparency in data collections, an online link randomlysent out and 

for participants via WeChat system. These led to the overall naming of research themes, in 

congruence with the research questions. Initially, individual experience on uses of social 

media questions openly, their intensity and consistency verified. In figure 1 below, the 

demographic data of 155 participants from the university community and Ghanaians indicates 

a high percentage of male (55.7%) and female (44.3%), even though the highest in education 

shows postgraduates response. The age responses are in line with previous studies, youthful 

exuberance in the middle ages of 26-35years (24.3%) and 36-45years (40.3%). This is 

because of such age group at the postgraduate level. However, the researcher's personal 

observation indicates that age limit with ≤18 years and above in Ghana are very vulnerable to 

the social media gratification in recent times. All the participants are social media users 

without any doubt, mostly Facebook, WhatsApp,andWeChat. 

Table 1.Demographic Analysis on Social Media Pictography (SMP) IBM-SPSS 

Demographic 

variables 

 N 

M 

 

F 

 

Total (%) 

Median Mean SD 

gender M(male) 

F(female) 

64  

51 

155(55.7) 

155(44.3) 

1.00 1.44 .499 

Age (years 

old) 

≤18 

19-25 

26-35 

36-45 

20 

20 

 

 

28 

47 

17.4 

17.4 

24.3 

40.3 

3.00 2.89 1.130 

Education; 

High school 

Bachelor 

postgraduates 

 

19 

35 

61 

   

16.5 

30.4 

53.0 

3.00 2.37 .753 

Are you a 

social media 

user? 

Yes 

No 

  155 

0 

   

Note: N=number, F=female, M=male, SD=standard deviation 

What has often shared and the frequency in use of it.A device used most and motivation of sharing pictures and 

videos, the most used social media 
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Figure 1Observation on participants experience in the use of social media.

This research has observed smartphones mostusefulin social media and its frequency 

is every day as far as wireless data is available. Activities most often shared are pictures, 

messages, and videos to express inner feelings of incidents of bother. Facebook is highly 

used than WhatsApp due to global recognition and widespread information. This is because

WhatsApp is limited to people in phone contacts within a geographic location. The research 

found personal issues motivates the use of social media to settle scores and self-satisfaction. 

Most users of social media either react or comment on issues that bother on their lives. Most 

user experience has contributed greatly to users gratifications of pictures and videos in the 

social media.  

In an interview with a teenager at a high school in Ghana has this to say; 

“I’ve come to realize the use of Facebook relieve me pains, inner worries and to express 

personal feelings on matters that affect me most”.  

According to comScore, 2011, the social media is entrenched in the lives of the so-called 

Generation Y, within the age bracket of 15+, as 82% of internet reach out the world. 

Thisarranged represent the largest users of internet accounting for nearly 1 every 15seconds 

time online (Karapanos, Teixeira, & Gouveia, 2016b).  
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 Results and Discussions 

Table 2. Variables Descriptions 

Variables in 

Use 

Mean 

N 

Median Mode Standard 

Deviation 

Experience 115       11.8142 11.33333 11.33 2.18124 

Prestige 115       15.1386 15.4000 19.00 3.63728 

Sentiments 115       16.0298 16.8000 16.80 3.35754 

Deceitfulness 115       16.7684 16.9000 16.80 3.15326 

Communication 115        9.1829 9.3333 10.67 1.76888 

Popularity 115        27.5691 28.6250 33.63 5.77974 

A table of comparative study trends on the descriptions of the themes in the research. 

 

 Social Media on Prestige 

The uses of gratification theory express objectives on “why sharing pictures/videos on 

social media”.The most response indicates are done for recognition and achievement of 

personal worries and self-expression of ideas. Users of WhatsApp often shared pictures of 

themselves for recognition, admiration and to arouse widespread reactions from friends, 

family and the public. The researcher has come to terms that, among the coded themes, 

prestige as a social media gratified. It is less accepted a measure of human needs. Majority of 

users on recognition mostly female than male.  

In an interview with a student of the University of Science and Technology of China 

has this to say; “I always want to show off my modest newly dress outfit to the public, 

especially the wide world population in the social media. This will spark positive reactions 

from all works of lives”. 

Social Media on Sentiments 

The researcher‟s interaction with some section of Ghanaians on the sharing of 

accidents scenes at any least opportunity. It has alluded that, most shared videos or pictures 

are done for sympathy, seeking reactions and to solicit the attention of the public. Feelings 

attached to accidents shared social media photography as per the motive. Higher section of 

some family response bemoans most of their family and friend‟s accidents communicated to 

them via social media, which is a bad omen. The information and communication ethics are 

broken beyond measure, for that matter, it is a recipe for disaster for a generation yet unborn.  

 A response from a friend says; “Oh!  I thought am just given out my feelings or 
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emotions by sharing a passing on a friend, after that the entire person is gone forever”. 

The very social fabric that holds the instantaneous spread of information in social media is 

yet to come to a realization. This is because; the generation of the 21
st
 century has no respect 

for rules and regulations in the social media. Do such governed rules exist at all? Can 

suchaspread of information be monitored? Let us deliberate on them for future research. 

Sometimes such pictures or videos affect viewer‟s discretion, due to the horrific or distasteful 

nature of them. The National Communication Authority (NCA) has the mandate to monitor 

such activities in collaboration with the Ghana Police Service (GPS) but yet to observe.   

Social Media on Deception 

The issue of deception of most followers of Facebook is responsive to the fact that, it is 

entertaining and relief boredom sometimes. Some didactic stuffis shared with the motive of 

enlightening the public. Even though some shared, videos can be provocative and misleading. 

The drama surrounding such videos are mere entertainment for most social media users 

according to this research finding. In an interview with a postgraduate student has this to say; 

“Sometimes after a hard day’s work, I only revert to Facebook to entertain or educate myself 

on some shared pictures or videos of friends” 

 Social Media on Communication 

 

 
Figure 4. Communication on dimension social media photography (SMP) 

 

The research has unraveled communication as the key significant ingredient in the general 
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uses and gratification of social media pictographs (SMP). Even though, the bad and the good 

interwoven in the media landscape. About 33% of information shared merely on speculations 

and hearsay. No sources of reliability, as such, from figure 4, experience and crosschecks on 

facts are highest; this has be-devil the social media information, creating doubt on shared 

pictures and videos. The research found that many users of social media are stressful on 

communication rather than personal sentiments.  

An IT expect from Clinton Computer School has this to say; “Many users of social media 

like Facebook, don’t cross-check their facts on pictures, videos and messages before 

sharing”. “Many users these days see it as a source of gambling; as such deception and 

inaccurate information channels”. An entertaining post on Facebook dated 2018/09/06 says; 

“Can a pregnancy drink beer if 9 months does not arrive’? The post had about 617 likes and 

272 comments among which says; “Forget about the beer…...this type of English can cause 

miscarriage…...” 

Majority of the social media users especially on WhatsApp status, by this research, found that 

they upload many pictures or videos to sell out information to family and friends in their 

contact. Those information channels can be either educative, entertaining or dramatic.  

 Social Media on Popularity.  

 
Figure 5.  Popularity height measure in the degree of social media 

 

The research found many pictures and videos uploads attract friendship and build more 

network relationships in the social media. Based on the uses and gratification theory, found 

many social media users affirms and testified in figure 5 above. Many are those who shared 
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everyday activity and profile pictures for cheap popularity. The frequency of those who 

shared or spread their pictures or videos for fun are moderate, but high celebrities try to test 

their famous life in the social media. Among the coded themes, the research found that 

communication and popularity surpass the other variables in the effect of this social media 

pictograph (SMP).  

(Kaya & Bicen, 2016) this study proved a significant level Facebook could serve the digital 

native in the performance of academics rather than unnecessary chats. There is a supportive 

good environmental atmosphere for the medium to be used for discussions. (Ahad & Lim, 

2014) provided the tool WhatsApp platform has made communication easier and convenient 

for students in the same coursework. The platform kept families, friends,and classmates in 

constant information and communication at the appropriate time. These technologies are in 

for expansion for that matter an innovative use of them is useful.  

 

Conclusion and Recommendations 

The advent of Social Media Pictography (SMP) has been educative, entertaining and joyful to 

many users. The so-called generation Y, thus the millennial 21
st
-century youth has no 

patience for the governing rules, regulations,and etiquettes of social rubrics of life in the 

information and communication spectrum. The current environment has allowed fast and 

straightforward technology shared of pictures and videos in the social network without fear or 

favor. The research has found that, among all the five coded themes, popularity is highly 

rated as user expectations and communication of expressing issues to relieve pains and 

boredom. Even though most of the pictures and videos often shared also meant to deceive, 

show sentiment, prestige,and communication of personal issues to the public. Among the 

social networks, Facebook rated the highest in terms of public trust in communicating 

information that can reach out to the masses in no time. The researcher aims to express user 

satisfaction in sharing such pictures and videos, many agreed they only want to achieve 

popularity, prestige, express sentiments, deception or virtual communication of information 

to the public. Many societies frown on the social effect social media has on the youth due to 

its breach of cultural norms and disregard of rules and regulations in the use of social media. 

The researcher concludes that the use of social media photography (SMP) it‟s an inevitable 

technology, the user should not affect other people fundamental human rights nor society. 

The authority of the media landscape; the communication hub should control the waves by 

crosschecking on every uploaded picture or video to ensure sanity in the media spectrum, 

especially on Facebook. The author also recommends that authorities in charge of media 
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commissions in the respective countries should monitor, the youth in their use of Facebook 

and WhatsApp. The current study has proven that the millennial youth are misled by the trend 

of social media instead aiding their academic performance. Future study can look at the 

factors that affect the use of social pictograph didactic role on the youth.  
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