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Abstract

The year 2020 represents a year of balance for both the economic and the social environment. Since March 2020,
when the World Health Organization declared a state of pandemic for COVID-19, everything has changed for
people's personal or professional lives. Information about the new virus is spread globally, through the authorities,
television, specialized websites, or even social networks. Given that social networks were heavily used even
before the COVID-19 pandemic, it is interesting to investigate how they were used during the pandemic by users.
The goal of this paper is to determine how young people used social networks during this period. In this sense,
quantitative research has been developed based on a questionnaire that was addressed to the 4th year students
specializing in Engineering and Business Management at the Polytechnic University of Bucharest. The pilot study
presented in this paper investigates a sample of young people from Bucharest, Romania, analyzing the reasons
why young people use social networks when it comes to the situation of the new virus, but also the reasons why
they now use social networks, following their new behavior on these platforms during this period. Also, the paper
analyses the time spent by respondents on social networks before the pandemic and after it started. According to
this study, Twitter, Skype, and Facebook are the most used social networks during the quarantine days. Young
people use the most of social networks for relaxation, while when they use Instagram, they often end up buying
things that they see posted there.

Keywords: COVID-19, social networks, young people’s behavior.

1. INTRODUCTION

From December 2019, everyone began to be affected by the effects of the COVID -19 virus, an infectious
disease caused by the most recently discovered coronavirus. Children, young people, adults, or the
elderly, are all affected to some extent by this virus, either directly or indirectly. Our lives, of all, have
undergone great changes with the appearance of this virus, and whether we like it or not, whether we
believe in its existence or not, we all need to inform ourselves, to protect ourselves to prevent the
appearance of this virus, for the sake of our health and those around us.

During this pandemic time, the media and social networks played a very important role in presenting the

situation generated by COVID-19 and transmitting the necessary information to successfully manage any
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positive cases tested around us. In the situations presented in the media but also in certain studies (World
Health Organization, 2020a), it was presented that the elderly population is the most affected by this virus,
which made the young population somehow divided into 2 parts: a part that is concemned about their
health, their parents’ and grandparents’ health, as well as older loved ones around them, and a part of
those young people who are more relaxed, as they are not directly part of a vulnerable group to the virus.
However, whether they are more relaxed or more cautious, more sceptical, or more credible, young people
continue to use social media, a favourite medium even before the pandemic situation.

Given the fact that a lot of information about COVID-19 is posted everywhere on the Internet, but also on
television, this study aims to determine the role of social networks in the lives of young people during this
period and what exactly are the reasons why young people use social networks in this context of the

evolution of the virus.

2. LITERATURE REVIEW

2.1. Social media and social networks

Social media is considered a tool (Michaelidou et al., 2011), that consists of Internet-based applications,
that allow people to communicate, create, or share content (Kaplan and Haenlein, 2010). Lately, these
networks have begun to be used even within companies, employees communicating, or exchanging
various files much more easily (Leonardi et al, 2013). Apart from these social media platforms, both people
and companies use social networks, those being networks that promote the exchange of information
between users (Cohen et al., 2018).

In July 2020, the most used social networks regarding the number of active users (in millions) were
Facebook with 2606 million monthly active users, WhatsApp and YouTube with 2 billion monthly active
users each of them, followed by Facebook Messenger, Weixin/ WeChat, Instagram, or TikTok (The
Statista Portal, 2020).
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Most popular social networks worldwide as of July 2020,
ranked by number of active users (in millions)

Facebook | 2603
WhatsApp I 2000
YouTube | 2000
Facebook Messenger IS 1300
Weixin/ WeChat I 1203
Instagram NS 1082
TikTok | 200
Q0 | 94
Sina Weibo | 550
Qzone NN 517
Reddit I 430
Kuaishou | 400
Snapchat [N 397
Pinterest M 367
Twitter N 326

Social networks

0 500 1000 1500 2000 2500 3000

Number of active users in millions

FIGURE 1.MOST POPULAR SOCIAL NETWORKS WORLDWIDE AS OF JULY 2020, RANKED BY NUMBER OF ACTIVE USERS (IN
MILLIONS)

Source: adapted from The Statista Portal, 2020 https://www.statista.com/statistics/272014/global-social-networks-
ranked-by-number-of-users/

2.2.COVID-19

In December 2019, in Wuhan, China, it was discovered a new coronavirus disease (COVID-19) which
started from the identification of more cases of atypical pneumonia (Al Hasan et al., 2020). Not long after,
this new virus was discovered in other parts of the world, its spread beginning to be worldwide. On 30 July
2020, there have been reported 16.812.755 confirmed cases of COVID-19 worldwide, including 662.095
deaths (World Health Organization, 2020b). The rapid spread, lack of treatment, and the deadly effects
have made this virus a general concern of all people, even if it has its origin in curiosity, fear, involvement,
or desire to change things.

With the appearance of this virus, researchers from all over the world have started to conduct studies to
determine either the epidemiology, causes, clinical manifestation and diagnosis or prevention and control.
In March 2020, the largest portion of the papers was related to causes (38%), followed by epidemiology
(29%) (Adhikari et al., 2020). Since then, a lot of academics and specialists from all fields have started to

study the new virus and everything related to its appearance and coexistence with it. It analyses the
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economic impact, the impact on the climate, or even the lifestyle, being organized in this sense special

issues in various specialized magazines or conferences that focus on COVID-19.

Research domains of published
research articles (%)

H Epidemiology
m Causes
m Clinical manifestation and

diagnosis

" Prevention and control

FIGURE 2. RESEARCH DOMAINS OF PUBLISHED RESEARCH ARTICLES IN MARCH 2020 (%)
Source: adapted from Adhikari, S., Meng, S., Wu, Y. et al. Epidemiology, causes, clinical manifestation and

diagnosis, prevention and control of coronavirus disease (COVID-19) during the early outbreak period: a scoping
review. Infect Dis Poverty 9, 29 (2020)

Even though there is an official site where people can read Coronavirus disease (COVID-2019) press
briefings (World Health Organization, 2020a), people around the world can see a lot of news, videos, and
information about the pandemic situation on any social network. The problem is that not all sources are
reliable, credible, or verified, which is why some people end up being misinformed or forming certain
misconceptions about the situation we are going through. In any case, they continue to use social

networks, both for personal reasons and for reasons related to the new coronavirus.

2.3. The research aim

The emergence of the COVID-19 virus has brought many changes in the lives of people and
companies. Since its inception, researchers in all fields have begun to study various direct aspects of
the virus on our lives. On the other hand, although there are many articles about social networks, very

few analyze the relationship between them and the effects that the virus has on our lives. Taking into
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account the fact that young people are especially those who mainly use social networks (Ballard et al.,
2019), this study aims to analyze their behavior on social networks with the onset of the pandemic.
Following the outbreak of the pandemic and the isolation situation at home, the level of stress in
people's lives has increased, as they feel vulnerable to the virus (Slovic et al., 2005). They need to find
the moral and physical support to get through this period but often they do not know how to do it. A
study by Pizzoli et al. (2020) shows that audio clips can help reduce people's perceived stress and
preoccupation with COVID-19 thoughts. Taking into account the fact that all kinds of audio clips
circulate on social networks or that audio conversations can be made; the author wants to test whether
social networks contribute to the relaxation of individuals.

During this period, many changes have appeared in the educational environment, the study hours being
conducted online. In one of the researches on how the use of the Internet helps the educational
environment, Daoud et al. (2020) show that socialization is a function of education that has the role of
preparing students to participate in society in the future. Its analysis indicated that Internet access at
home positively influences the social skills of students. Taking into account this information, this paper
aims to verify whether the use of social networks influences the socialization of young people in
isolation in their own homes.

Anastasiei and Dospinescu (2017) had analyzed the relationship between Facebook and buying
behavior. According to them, if a company or a person wants to sell a technical product via social
network, the message is very important, in this case, the rational message having more impact on
individuals than the emotional messages. On social networks, there are a lot of people and companies
that post their opinion, their experience with a product or a service, or their recommendations, these
messages reaching many of the internet users. It is interesting to test if, for the young ones, social
networks can influence shopping behavior.

A study by Khodabandeh and Lindh (2020) shows that brand image is very important when it comes to
buying intention on social networks, while the effect of the activities of influencers on these social
networks on the intention to buy is mediated by the brand. For this reason, companies should focus on
two main directions when it comes to activity on social networks: strengthening the brand and building
relationships with influencers to present their goods or services. Taking into account these important
activities in the online environment, one of the goals of this paper is to test the link between the buying
behavior of young people during the pandemic state and the use of social networks.

In China, a study on the level of boredom and mood of adults was conducted in the first weeks after the
declaration of the pandemic state (Chao et al., 2020), this study being applied to a sample of 917
people. The results of the study indicated that the effects of boredom on stress were mediated by the

use of social networks, boredom being a rather dangerous concept for people's health during this
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period. Moreover, another study that analyzed changes in behavior on social networks of young people
from adolescence to adulthood (Stockdale and Coyne, 2020) draws attention to the fact that, over time,
the use of social networks to alleviate boredom increased. This situation has been associated with
financial stress and anxiety. Taking into account these aspects, the author wants to see if, in Romania,
young people in isolation have started to use social networks more and more often because of
boredom, being also stressed by the new situation.

In terms of communication on social networks, they have long gone beyond the personal sphere and
began to be used for professional purposes. Thus, through social networks, people can collaborate
more easily, can find professional and personal support, and can even have academic discussions.
Although there are many advantages to use these networks to communicate with colleagues, research
points out that this form of online communication can be dangerous when personal and professional life
intertwine too much, which can affect the professional image of individuals. Taking into account these
aspects of communication between people who have a job, it is desired that through this paper to
determine how the use of social networks in the analyzed period influenced the communication with
colleagues among young people.

Taking into account all of the hypotheses mentioned above, the object of this paper is to analyse people’s
behaviour regarding the use of social networks before and after the COVID-19, focusing on young
people’s behaviour from Bucharest, Romania. To achieve this goal, daily use before and after COVID-19
was analysed. The focus was then on the situation after the outbreak of the pandemic, the paper analysing
both the personal reasons why young people continue to use social media during this period and the

reasons directly related to the new virus for which they use social media platforms.

3. METHODOLOGY

For this study, the author developed a questionnaire that was applied online in March and April 2020,
during the Romanian lockdown situation caused by COVID-19. This questionnaire was applied to the 4th
year students specializing in Engineering and Business Management at the Polytechnic University of
Bucharest. The sample targeted the final year of the bachelor's cycle within a faculty of the Polytechnic
University of Bucharest, this group capturing the activity of young people who have both an engineering
and an economic profile and have a certain maturity in thinking. The total number of targeted students was
123. Of the 123 questionnaires sent, 103 responses were received, the response rate being 83.73%. The
conceptual framework is presented in Figure 1, which shows the relationships between social networks

and the daily use of these social networks.
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Social networks
Reasons for daily use (related
Facebook
to COVID 19)
Information
on the COVID
Instagram situation
EE—— Posting

COovID
information

WhatsApp

Utility in
CoviD
conditions

Skype

TikTok

A4

Daily use
since COVID

Personal reasons for daily
use

11

ouTube

19
A

Socialization
Twitter

Relaxation

Hangouts

Boredom

Snapchat

Shopping

LinkedIn

Communicati
on with work
colleagues

Other

FIGURE 3. THE CONCEPTUAL FRAMEWORK
Source: Author's own contribution

The independent variable is represented by social networks, while the dependent variables are
represented by the daily use before COVID-19 and the daily use during COVID-19. In this study, the
author used the most known social networks, where a part of them was identified in a study made in 2015
by Ernst &Young Romania (2015) and also was analysed in another author’s research (Barbu & Militaru,
2018a; Barbu & Militaru, 2018b). Besides the daily use, the young people’s behaviour regarding the use of
social media before and after the COVID-19 situation was analysed. For this part, there were considered 2
types of reasons: reasons related to COVID-19 (information on COVID-19 situation, posting COVID-19
information, utility in COVID-19 conditions), and personal reasons (socialization, relaxation, boredom,
shopping, communication with work colleagues). The variable Social networks is measured on a nominal
scale, while the variables from the categories Changes in daily use of social networks, Reasons related to
COVID-19 for daily use of social networks, and Personal reasons for daily use of social networks are

measured using a 5-point Likert scale (table 1), these aspects being analyzed for each of the mentioned
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types of social networks. For this study, the following control variables were used: age, gender, and

degree of employability.

TABLE 1. VARIABLES USED IN THE STUDY

Main Social Changes in | Reasons related to | Personal reasons | Control variables
categories | networks daily use of | COVID-19 for daily use | for daily use of
of variable social networks | of social networks social networks
Variables | Social » The daily use | > Information on | > Socialization; Age Gender | Degree  of
networks before COVID- COVID-19 situation; > Relaxation; employability
19 » Posting  COVID-19 | > Boredom;
» The daily use information; » Shopping;
during COVID- Utility in COVID-19 | » Communication
19 conditions with work
colleagues
Values Facebook; Never; Not at all; Not at all; 18-21; Male; Employed;
Instagram,; Very rarely; To a small extent; To a small extent; 22-25; Female | Unemployed
WhatsApp; Rarely; To some extent; To some extent; 26-29;
Skype; Occasionally; To a large extent; To alarge extent; 30-35
TikTok; Frequently; To a very large extent To a very large
YouTube; Very frequently extent
Twitter;
Hangouts;
Snapchat;
Linkedln;
Other
Source: Author's own contribution
4. RESULTS

The author collected the respondents’ perceptions, the data being analysed using SPSS 20.0 software.
The sample consisted of 103 young people aged between 18 and 35 years old. The majority of the
respondents was represented by females (77%), while most of the respondents have between 22 and 25
years (59.2%), 33% have between 18 and 21 years old, 5.8% have between 26 and 29 years old, while
2.9% have between 30 and 35 years old. In the sample, 45.63% of the respondents were also employees,

their educational level being mentioned in table 2.

TABLE 2. EDUCATIONAL LEVEL AND DEGREE OF EMPLOYABILITY

Educational level and degree of employability Frequency Percent
Undergraduate student 55 534
Undergraduate student, employee 20 194
Master's degree student 1 1
Master's degree student, employee 15 14.6
Employee, with completed higher education 12 11.7
Total 103 100

Source: Author's own contribution

The first phase of the study was to analyse what are the most used social networks. To find the answer,

the respondents were asked if they were having social accounts for the following platforms: Facebook,
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Instagram, WhatsApp, Twitter, Snapchat, YouTube, TikTok, LinkedIn, Hangouts, Skype, and other
platforms. According to the results presented in Figure 4, it can be seen that the most used social media
platform is WhatsApp with 100 accounts out of 103. Facebook and Instagram are the next most used
social media platforms with 87 and 86 accounts. Also, YouTube is still used by young people, 82 of the
respondents having an account for this platform. On the other side, the most unused social networks are
Hangouts (3 accounts), Twitter (5 accounts), and LinkedIn (9 accounts).

Social networks accounts

o 120
- 100 100
c O 100 87 86 24 %8
O 82 79
e 74 77

& 80 66
()
o 2 60
g g 40 3

29

© O 16 17 21 24 26
= Z 20 5 I I I 9 5 < I
=N I
v o ey ,ﬁq & & §F & F Y ¢
o & 3 P R S ~ S & F o ©
c 2 7 &‘(\ \(\‘: L A} oY \2@
L3
FJ 6 ENo mYes
O o
X o
w o FIGURE 4. SOCIAL NETWORKS ACCOUNTS
8 8 Source: Author's own contribution
2 o
g § The next phase consisted is determining the frequency of daily usage of social networks before COVID-19.
m g As a confirmation of the results from above, comes the result presented in figure 5, where it can be

observed that the most used social network is WhatsApp (93.1% use this platform frequently and very
frequently). The next 2 positions are occupied by Instagram and YouTube, Facebook being on the 4th

place in this ranking daily usage.
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Source: Author's own contribution
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When it comes to the difference between daily use of social networks before COVID-19 and after the
declared pandemic, it can be seen that several platforms have increased their daily usage very frequently
(such as Facebook +10.7%, YouTube +9.7%, Instagram +8.7%). Also, it is interesting to see that after the
COVID-19 appearance, people have started to use other kinds of platforms (9.7% increase for people that

use other platforms very frequently)
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Difference in daily use since COVID 19

20

15

10

Percent

-15

-20

B Never MVeryrarely MRarely = Occasionally M Frequently B Veryfrequently

FIGURE 6. THE DIFFERENCE IN DAILY USE SINCE COVID 19
Source: Author's own contribution

To study the correlations between the variables from this paper, the author used the interpretation from
the Evans guide (1996), which mentioned that Pearson’s values between 0.8 and 1.0 indicate very
strong correlations. According to him, values between 0.6 and 0.8 indicate strong correlations, while
moderate correlations are indicated by values between 0.4 and 0.6.

In the pandemic time, there are several moderate direct correlations between the daily use of some social
networks and Information on the COVID-19 situation, Posting COVID-19 information, Utility of the social
networks in the COVID-19 pandemic. When it comes to reading news about the COVID-19 virus, young
people tend to use the Twitter platform to get information from all over the world (R=.590, p<0.01). Also,
they use Skype (R=.529, p<0.01) to find out information from other people or Facebook (R=.508, p<0.01),
but they also use LinkedIn (R=.411, p<0.01), TikTok (R=.489, p<0.01) or Snapchat (R=.514, p<0.01).
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TABLE 3. CORRELATIONS BETWEEN SOCIAL MEDIA VARIABLES AND REASONS FOR USING SOCIAL NETWORKS TO BE UP TO

DATE WITH THE NEW VIRUS
Dependent | Indepe | Facebo WhatsA Instagram YouTube | Skype Linkedin TikTok | Snapchat | Twitter | Hangouts
variables ndent ok pp
variabl
es

Information DuBC 470" 314 .399* .358** 498 448" AT .509** 623 -0.031

on the
CovID-19 DuC .508** 279* 367+ 373 529" A1 489" 514* 590" 0.079

situation

Posting DuBC 425" .316** 337+ .204* 310" 494+ 0.134 .355% 0.183 -0.031
COVID-19
information DuC .503** 287 .322** 0.186 .322** 469" 0.142 .334* 297 -0.033

Utility in DuBC .585** .303* AT6* A2+ 482+ 492+ .298** 436" 423 -0.066
COVID-19 Lid % ok Kk Kk Kk Kk Kk Kk

situation DuC 549 247 .500 AT3 498 493 344 454 446 0.014

Note: Du BC - Daily use before COVID-19; Du C- Daily use in COVID-19 pandemic time
Source: Author's own contribution

To post information about the virus, the respondents tend to use Facebook (R=.503, p<0.01) or LinkedIn
(R=.469, p<0.01). Young people consider that the following social media platforms have utility in this
pandemic time: Facebook (R=.549, p<0.01) Instagram (R=.500, p<0.01), YouTube (R=.473, p<0.01),
Skype (R=.498, p<0.01), LinkedIn (R=.493, p<0.01) and Twitter (R=.446, p<0.01).

When it comes to daily use (related to COVID-19), there are weak correlations between age and the utility
of the Instagram platform in pandemic time (-.260**), posting COVID-19 information (.223*) and
information of the COVID-19 situation on the LinkedIn platform (.224*) or Twitter platform (.206*). Those
correlations mean that as people get older, they find that Instagram has no utility in this pandemic time but
think that LinkedIn is a more appropriate platform to post or read news or articles about the virus, as well

as the Twitter platform.

TABLE 4. CORRELATIONS BETWEEN SOCIAL MEDIA VARIABLES AND REASONS FOR USING SOCIAL NETWORKS FOR
SOCIALIZATION IN A PANDEMIC SITUATION

LinkedIn | Instagram | Facebook | WhatsApp | Twitter | Snapchat | YouTube | TikTok | Hangouts | Skype

Daily use .290™ 123" .556™* 413 A48 .T46™ 0.167 0.159 .706™ 667
before
COVID-19

Daily use in .260** .704** 607+ 379 456** 729 0.19 0.145 739% 657
COVID-19
situation

Age 246" -.364* 0.013 0.015 -0.051 -0.081 -0.035 0.072 0.17 0.057

Source: Author's own contribution

Between the daily use of the analysed social networks before and in the COVID-19 pandemic and the use
of these social networks for socialization in this time, there are several strong, direct correlations. For
example, those strong correlations are between Instagram daily use and socialization (R=.704, p<0.01),
Facebook and socialization (R=.607, p<0.01), Snapchat and socialization (R=.729, p<0.01), Hangouts and
socialization (R=.739, p<0.01), Skype and socialization (R=.657, p<0.01). There is also a moderate
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correlation between Twitter and socialization (R=.456, p<0.01), the rest of the analysed social media
platforms having weak correlations or no correlations with socialization. Regarding the age of the
respondents, there is a negative, weak correlation between the age of the respondents and the use of
social networks for socialization in the pandemic period (R=-.364, p<0.01), which means that young people

are more likely to use Instagram platform for socialization than other platforms.

TABLE 5. CORRELATIONS BETWEEN SOCIAL MEDIA VARIABLES AND REASONS FOR USING SOCIAL NETWORKS FOR
COMMUNICATION WITH WORK COLLEAGUES IN THE PANDEMIC SITUATION

Communication | Linkedin | Instagram | Facebook | WhatsApp | Twitter | Snapchat | YouTube | TikTok | Hangouts | Skype
with work
colleagues

Daily use .605** 311+ 297 0.145 319* .388** 0.117 0.051 T A2+
before COVID-
19

Daily use in 541+ .339% 428" 0.139 .390* .359** 0.123 0.092 T74* 571+
COVID-19
situation

Age 231* -.223" -0.126 0.084 0.04 0.028 -0.036 -0.014 0.011 225

Source: Author's own contribution

When it comes to communication with work colleagues in the pandemic situation, it can be seen that the
most used platforms are Hangouts (R=.774, p<0.01), Skype (R=.571, p<0.01), and LinkedIn (R=.541,
p<0.01). There are some positive weak correlations between age and the use of LinkedIn (R=.231,
p<0.05), and Skype (R=.225, p<0.05), while there is a negative weak correlation between age and
Instagram utilization (R=-.223, p<0.05).

TABLE 6. CORRELATIONS BETWEEN SOCIAL MEDIA VARIABLES AND REASONS FOR USING SOCIAL NETWORKS FOR
RELAXATION IN THE PANDEMIC SITUATION

LinkedIn | Instagram | Facebook | WhatsApp | Twitter | Snapchat | YouTube | TikTok | Hangouts Skype
Daily use 591 297 664 .301* 634 751 .638* 194 -0.022 857
before
COVID-
19
Daily use 524* 277 676* .300* .700** 748" .615* .768* -0.023 638
in COVID-
19
situation
Age 0.17 -0.164 -0.128 017 0.006 -.194* -0.167 -0.133 0.03 0.021

Source: Author's own contribution

For the relaxing time, the respondents use social media platforms like TikTok (R=.768, p<0.01), Snapchat
(R=.748, p<0.01), Twitter (R=.700, p<0.01), Facebook (R=.676, p<0.01), Skype (R=.638, p<0.01), or
YouTube (R=.615, p<0.01). For relaxation, they do not use Hangouts, WhatsApp, or Instagram.
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TABLE 7. CORRELATIONS BETWEEN SOCIAL MEDIA VARIABLES AND REASONS FOR USING SOCIAL NETWORKS FOR
BOREDOM IN THE PANDEMIC SITUATION

LinkedIn | Instagram | Facebook | WhatsApp | Twitter | Snapchat | YouTube | TikTok | Hangouts | Skype
Dailyuse | .514* 653" .556™ .266™ 675 | 122" .384** 818" | -0.03 503"
before
COVID-
19
Daily use | .504** .658* .640** .318** 57| 793" 483+ 910 | 0.11 537+
in COVID-
19
situation
Age 0.097 -.229* -0.121 -0.117 0.091 | -0.141 -0.177 -220¢ | 0.04 -0.015

Source: Author's own contribution

One of the reasons that the respondents use social media platforms in the pandemic situation is because
they are bored. It seems that TikTok is the most used social media platforms by those that are bored
(R=.910, p<0.01), on the second place being Snapchat (R=.793, p<0.01) and on the third one being
Twitter (R=.757, p<0.01). Also, there are some direct moderate correlations between the use of social
media platforms for boredom and the use of Instagram (R=.658, p<0.01), Facebook (R=.640, p<0.01),
Skype (R=.537, p<0.01), or LinkedIn (R=.504, p<0.01).

TABLE 8. CORRELATIONS BETWEEN SOCIAL MEDIA VARIABLES AND REASONS FOR USING SOCIAL NETWORKS FOR
SHOPPING IN THE PANDEMIC SITUATION

LinkedIn | Instagram | Facebook | WhatsApp | Twitter | Snapchat | YouTube | TikTok | Hangouts Skype

Daily use 0.055 J71 0.116 0.063 243* .208* .230* 225* -0.031 0.099
before
COVID-19

Daily use in -0.003 763" 217 0.188 .298* 0.187 .206* 211 -0.033 0.135
COVID-19
situation

Age -0.062 -.367** 0.048 0.178 -0.062 -0.132 -0.104 -0.168 -0.062 -0.062

Source: Author's own contribution

Regarding the shopping behaviour of the respondents, the author discovered that in the pandemic
situation, Instagram was the most used social media platform for shopping (R=.763, p<0.01), the youngest
are those who buy more and more often from visiting Instagram platforms (R=-.367, p<0.01). This type of
behaviour has also been speculated by so-called influencers, who promote all kinds of things and have all
kinds of partnerships with various companies, their profiles offering direct links where you can buy various

products or even you can get various discount codes.

5. CONCLUSIONS

When it comes to reasons for daily use (related to COVID-19), the author found out that the most used

social networks for information on the COVID-19 situation are Twitter, Skype, and Facebook, where
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people can read or hear news from all over the world, from different types of people, experts in the medical
domain, politicians, stars, journalists, or the loved ones, those social media platforms being widely known
and used worldwide. Taking into account that the virus has affected all countries of the world, people are
very curious to know what is happening in other states, how the virus behaves, and how it affects people in
different parts of the globe. On one hand, the respondents use social networks to post news and their
opinion about COVID-19, using Facebook to openly express their opinions, beliefs, to react to other
people's posts. They also use LinkedIn, some of them trying to seem concemed about what is happening
to be able to "sell" a better image in the eyes of employers and potential employees, "playing" the role of
involved, informed people. Thus, they use this context to create a favourable image in front of others. On
the other hand, the respondents consider that many of the social media platforms have a certain utility in
this pandemic time, but the correlations identified in this regard are at most moderate, suggesting that
being active on such a platform, however, does not help much to overcome this difficult period we are in.
For the part regarding personal reasons for the daily use of social networks, the findings of this study show
that socialization is the most used reason in this period, being followed by reasons like relaxation and
boredom. The most used social networks for relaxation are Instagram, Snapchat, Hangouts, Skype,
Facebook, and even WhatsApp or Twitter, these platforms allow writing, oral, or video communication, as
well as posting or distributing various news, photos or videos. In this period, those who want to
communicate with work colleagues use Hangouts, Skype, or Linkedin platforms, these platforms being
agreed upon and implemented in most companies or even universities as official communication media.

If respondents wanted to use social networks to relax or simply because they were bored, they used
almost every kind of social media platform, except Hangouts. Surprising is that lately, the TikTok platform
began to become increasingly more interesting for users, this platform being one of the most used social
networks for relaxation in the analysed period. TikTok is also used most often when it comes to young
people's boredom, being followed by the Snapchat platform.

The most interesting aspect presented in this paper is related to the buying behaviour of the respondents
who use social networks. The results show that most people buy various things directly from Instagram,
either they buy the products directly from the official pages of the companies or they are redirected to them
from the pages of certain celebrities or influencers. Observing these trends, many young people try to
create a certain digital content on Instagram, to gather as many followers as possible to attract the
attention of companies with which to enter into partnerships, dreaming of becoming influencers and more
easily earn money from the various affiliations they make.

Considering these aspects, companies should be more and more present on social networks, being
always visible, active, posting various videos and messages to attract the Internet users’ attention. Also,

the virtual space is a space where people communicate a lot and share their opinions, which is why they
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should find the right people to represent their goods and services and collaborate with various influencers
in this regard. Because social network Instagram brings many visitors and potential customers to a
company, organizations should allocate a separate budget for online promotion, emphasizing its presence
on Instagram. Furthermore, their presence on Facebook is very important, this platform being that one that
also relies heavily on customer feedback and people's reactions to its posts.

Although the results presented provide important indications regarding how social networks are used
during this pandemic period, the study must be treated carefully, as it also has limitations. The number of
respondents is small compared to the young population in Romania, in Bucharest, which makes this study
a pilot one. Respondents included both people who work and people who do not work in some companies,
which is why it is possible that in some questions, young people have made the analogy with teamwork in
faculties where they are students or to have answered thinking about how they could help them if they
were in the position of employees. The answers collected target the perceptions of the respondents, which
is why some answers may be influenced by their age, gender, or status.

As future directions, the author intends to continue the study on the behaviour of the young population in
this period influenced by the presence of the COVID-19 virus, researching aspects related to how social
networks and educational platforms have influenced students' academic results between February and
June 2020.
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