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Abstract

New era of media unintentionally brings a new habit, especially among young age community. This research was designed to bring an insight of the social habits for people in age between 18[image: image2.png]th
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 years old based on their favorites items. Using descriptive qualitative approach, this research was conduct by involving 98 young men and women, chosen randomly from University of Bina Darma students. Data collected by using open-ended questions type of survey treated with simple statistical tool and then analyzed using qualitative approach. The data collection was collected from October to November 2012; data processing itself takes one month after. Of the result can be determined as follows: first, the gadget becomes of the most important and favorite items for young people, especially in Palembang. Ownership of the objects is even more importance than their other favorite items. More over the choices of this item as their most important things in their lives is also influencing their natural habits as a youth in their community, especially in their communication and interaction habits. 
Key words: Youth, Choice, Social habits, Palembang; Indonesia.

Background

The growth of the technology especially in media unintentionally brings new habits to the young age community. These phenomena’s appears in every developing country as well as in Indonesia. As a country with 250 million residents in 2013, it’s almost impossible for Indonesia to avoiding the impact of technology, as unlikely to prevent the young people of Indonesia from the influence of what people called: new media. Because along with the growth of technology, the media also emerging rapidly in every kind of form. 

Most of the new media’s are based on internet application. The device for these media is not only a computer but also merge with telecommunication hardware such as hand phone, tablet computer, television, game, and music players. In fact most of the users for these kinds of devices are youth people. Some of people call this group by using the phrase “gen Y” and “gen Z”. 

This research was designed to bring an insight of how the favorite items can represent the social habits for people in age between 18th to 23th years old. With this limitation, this research was conducted to focus to “gen Y”. As we know the bold characteristic from “gen Y” and “gen Z” is period of years when they was born. “Gen Y” was born in 1977 until 1994, when their coming of age: 1998 until 2006. This generation is the best representation from the majority new media’s users and now they are available in college level.
Conceptual framework
Media and Their Influence

Marshall McLuhan (1999) said a medium is massage. He thinks that the "medium" is the expansion of humans needs. Different media represents different messages and also creates some “new” form of human relationship. Moreover, medium also affects the activities of man in every kind of type’s relationship. The media influence has grown from the individual to the community. With the media, every part of the world can be connected into a global village.

Thus the influence of the media deliver the McLuhan’s thought to convey the theory of Determinisms Technology. At that period, what McLuhan said about the impact of the media seems so exaggerating. But today, who cannot deny the influence of the media. Along with the advances innovation in technology of mass communications, the media is already "well" advanced. Currently, the media affect our lives faster than ever before. Media do what people long time ago is impossible to do; shorten the distance between the nations.

Gen Y

Based on William J. Schroer (2004:3) the similarity between “gen Y” and “gen Z” are these generations much more are racially and ethnically diverse. They also are much more segmented as an audience aided by the rapid expansion in Cable TV channels, satellite radio, the Internet, e-zines and est. The difference between gen Y and gen Z, is gen Z kids grow up with a highly sophisticated media and computer environment than gen “Y”. This “gen Z also more Internet savvy and expert than the “gen Y” forerunners. In a world dominated by “gen Y” and “gen Z”, elderly people who born 1966-1976 who also known as “gen X” are become foreigners.

The other reason why this kind of group is the best sample for this research is based on their characters: “gen Y” is so influenced by the speed of the Internet. Most of them call their community as a “netizen”. Edi Taslim a Vice Director of Kompas.com said that nowadays, “netizen” is not only the elite internet users. They already mass. Almost every young people involved as “netizen” (2013: 65). Moreover, 1990s generation more and more use the internet service in their life. The power of the internet is start to influence society culture and commerce not only cyberspace.

Youth social habits in communication and interaction
The identified patterns of language and communication brought us to the notion of behavior. Youth people or “gen Y” and “gen Z” are identical to creativity, energy and reform movement. Connected by internet, this generation shared the same interest. It has led them to the cohort to be similarly flexible with each other, and it’s also changing life, such as: their fashion style, the way they choose their consciousness and where and how they communicated with. Most of the youth from this age are less loyal to the brand. Their buying decisions are more likely influenced by their peer group than the brand itself.

Nowadays, 90% of youth communication is passive (Brown, 2013). It’s common for adults to misunderstand how young people communicate. Adults see a young person “hanging out” nowadays is not doing “much” as much as what they do in their era. According to oblivious adults, young people should be skateboarding and “poke” but thanks to the social media, most of these activities can be done without doing the “real” skateboarding or “poke” such as in the real life.
Recently, teens interact from their bedrooms or loitering in public spaces by using their gadget. Wherever they go to places to hang out, these young people, doing very little. They listen to music, smoke cigarettes and drink soda, but still do only the passive communication (Brown, 2013). Social interaction in this kind of “hangouts” is passive, often coded to prevent adults (parents) joining them. But we cannot deny how young people style of hanging out reinforces social dynamics, defining who’s in and who’s out on their communities.

Along with all the changes, we still need to be connected to our environment. Technology makes the distance for one generation to another. There is a wide range between parents and kids cause by the technology. On the other hand, the internet is also causing delusional intimacy among young peoples who does not know each other before. This condition shows us how internet changes our communication habit with introduced the instant communication “way” such as email, world web wide and text based forum (Apriyani, 2012). People are getting used to the instant communication channels as a part of their communication life.

Methodology

Designing the Research

Researcher categorizes this research into the theme of trend studies. Basically, the trend study only focuses on a particular issues and population which is sampled and scrutinized. Since the trend studies may conducted over a long period of time and do not have to be conducted by just one researcher or research project, it allows researcher to combine data from many kind of studies alike. Refers to Babbie (1973), a researcher may combine data from several studies of the same population in order to show a trend. 

Talking about trend in media is absolutely talked about human and their behavior. For sure, surveys are an important technique used in human-technology interaction research. Survey provides feedback from the point of view of the users. The survey is can be a non-experimental, a descriptive research method. Open-ended questions kind of survey is those that allow respondents to answer in their own words. In addition, It’s lead this research into the qualitative descriptive research. Surveys can be useful when a researcher wants to collect data on phenomena that cannot be directly observed. Research surveys can use qualitative when they use open-ended questions (Babbie, 1973).
For some researcher, an open-ended question is the tool for seeking a free response and helps them to determine what is at the tip of the respondent's mind. These are good to use when asking for attitude or feelings, likes and dislikes, memory recall, opinions, or additional comments. But on the other hand, the analysis of open-ended questions can be difficult to automate, and may require extra time or resources to review. Researchers who utilize open-ended questions must be skilled interviewers since they need to record all information to avoid loss of important information, and the analysis is time-consuming. That is why, open-ended questions result can be difficult to analyze statistically because the data is not uniform and must be coded in some manner.

Initial research questions

What is youth favorite objects and how it’s items affect their social habits?
Objectives

The aims of the research are:

First, is to have an insight about youth favorite objects. Second, based on the findings, the researcher analyzed the young age social habits in communication and interaction in their community.
Population and Sample
According to Sugiyono Kriyantono (2010) population is a region consisting of the generalization objects or subjects that have certain characteristics, and the quantity, which is determined by the researcher for the study. The population of this study is defined individuals: the students Bina Darma University Palembang. This research was conducted in 2012, by the time the active students of Bina Darma University are: 7000 students. 
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Samples referring to Abdurrahman and Muhidin (2011: 119) is a small part of the members of the population are taken according to specific procedures so as to represent the population. This research is using random sampling technique and in determining the sample size is using Slovin formula as follows:

Description:

n = Sample Size

N = Size of Population

e = error tolerance level, say 10% (0.1), 5% (0.05) or 1% (0.01)

1 = Constant Numbers

From thus the sample in this study is:
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N = 98 students
On this research all the respondents will be questioned by two questions which is the open-ended questions type as they represent of the main questions from this research. Data were collected in September and October of 2012. Data processing takes about a month later. All the answers are treated with simple statistics accompanied by a qualitative analysis to deepen the results, which is in the form of numbers and words. 
Result and Analysis 

Regarding the young’s favorite items

The study shows that young age of University of Bina Darma has four major of favorite items. The first item is dominated by a gadget which is about 70%. The second item is the fashion category with the number 17%. Then followed in the next percentage is 10% vehicle. The last items are items that are categorized by the researcher as the others that only got 3%. 
More in pie chart bellows:
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Picture 1. Pie chart of Favorite Items
Let’s start by discussing an item that has the smallest percentage. We dismiss the category of "miscellaneous" and just start with vehicles category. 
For this category, respondents’ noted that on the category of vehicle, their favorite is motorcycle. The young man assumes that the motorcycle more represent their youthful soul than a car. After all, having a motorcycle for them is affordable; especially in maintenance and modifications.
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Picture 2. Pie chart of Vehicles

For the next category is Fashion. This category is the second major category of all results. Fashion itself is a fairly extensive term that embraces many more specific items. Studies show that youth categorize the things they are wearing from head to toe as a fashion item their preferred. More about what is included in this category are as follows:
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Picture 3. Pie chart of Fashion

These young claim that there is a necessity of their environment to remain updated, especially in issues related to their appearance. Fashion is a big issue that will determine the environment where they are accepted and mingle. In this case, the study also showed that their knowledge about the brand and style ideas is influenced by the flow of information in cyberspace.
The fairly interesting phenomenon actually found in this categorized questions regarding to fashion. It was found that most of this young age spends their pocket money to buy branded items. Supposedly this fashion brands are not their consumption. In fact, we can see it clearly that young age is not the target market of this branded brands. Especially, if considering the price and the ability purchasing from youth.
The last category and also the highest percentage in the answers to the first category (in open-ended question) is gadget. This category has a percentage of 70% with a gadget option details are as follows:
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Picture 3. Pie chart of Gadget

As can see from the pie chart, Blackberry is still a very attractive brand choice. By gaining the 25% of respondents’ choices, Blackberry becomes the most favorite platform for gadget. The next come up answer from the respondents is a smart phone with a variety of brands that are currently available in the market. 
The reason for selecting a smart phone as their communication device is based on characters of the respective brand. According to them, each brand represents the hallmark of a particular character, and thus the characters at the end representing these youth personal characteristics.

The next big percentage is the possesion of personal computers. Researcher recorded more than 10 brands that dominate the market share of these young people in term of personal computers. This kind of personal computers also come along with some type of devices. Tab, Pad, e-reader, notebook, netbook, laptop, and so on.
The use of this kind of telecommunications equipment is also stimulating consumer desire to have the accessories. Some personal and customize accessories are intentionally designed to meet the desires of this young market. The way the young people use it are the represent of their habit of “use” for the technology.
By the increase of the use gadget, the growth of online communities is also increasingly becoming an accepted part of the lives of internet users. These communities are present to fulfils the desires to interact with and help others. These communities can take many forms, from websites that provide facilities to discuss particular subjects or interests to groups of people communicating using instant messaging tools (Bishop, 2007).

Interestingly (as had been previously thought), the study shows all applications on youth gadgets and the online community was not force an active culture of communication. In fact, this phenomenon increases the percentage of passive communication among the younger generation. 

For example, most of the respondents in this research said that they use their gadget for seeking “some” particular videos in cyberspace. Uniquely, for video chat apps like Google Hangouts, Vine and Instagram and Skype are mostly use by teens as their passive video chat. They do not do video chatting. Instead of it, they record their self and publish it trough their social media and interacting by text on their comment column or blog column. 
The trend in Video chat use by young people shows growth passive, not active use. Young people use video chat in the same way they hang out. The passive interaction is certainly also reflected the low oral culture and the growing culture of writing among young people. Emoticons like smiley faces and acronyms like LOL provide a social context to text messages in the cyberspace interaction. 
When technology contains more social meaning than the alternatives, technology becomes more useful (Brown, 2013). Young people use unique text to convey emotions like sarcasm which cannot be exchanged using plain text messages in communication. Much of it is symbolic interaction, defining the social dynamics of the group. 

Conclusion

From the study can be concluded that nowadays, gadget becomes of the most important and favorite items for young people, especially in Palembang. All the devices both the main devices and also the accessories at the end is personalized by the “use” habits of their consumers. In this case the consumers are young people. Ownership of the objects is even come out on top the scale of importance than other items. More over the choices of this item as their most important things in their lives is influencing their natural habits as a youth in their community, especially in their communication and interaction habits. Technology and its growth are leading the youth more and more into the passive communication activities.
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