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DIGITAL PLATFORM ENGAGEMENT AND BEHAVIOURAL ATTITUDES OF YOUNG ADULTS: AN ANALYTICAL STUDY




ABSTRACT
Background: The rapid integration of digital platforms into the daily lives of Indian young adults has transformed their behavioural orientations, yet research on the convergence of usage purposes, platform preferences, and psychological attitudes remains fragmented.
Objective: The study aims to identify the primary purposes of digital device usage as well as the most preferred digital platforms of young adults. The study also examines the behavioural attitudes of young adults by underlying attitudinal dimensions. 
Methods: A descriptive cross-sectional survey was carried out on 500 young adults, aged 18- 30 years, residing in Coimbatore, who were chosen using stratified random sampling. A structured questionnaire was used to gather data. Henry Garrett Ranking, Weighted mean analysis, and exploratory factor analysis were used to analyse the data. Reliability was confirmed with Cronbach's α = 0.84. 
Results: Gaming ranked first with a Mean Score of 54.32 as the primary purpose of using digital device by young adults, followed by Social Networking (53.55). With regard to the most frequently used digital platform WhatsApp/Telegram (3.86) and Instagram (3.85) ranked top, whereas Facebook (2.08) and X/Twitter (1.92) showed declining preference. Factor analysis extracted four attitudinal dimensions: Perceived Usefulness (17.11% variance), Emotional Reliance (15.08%), Compulsive Engagement (14.83%), and Job-Driven (11.84%), which cumulatively accounted 58.86% of total variance. 
Conclusion: Digital gadgets are used mainly by young adults for recreational purposes, with gaming and social networking being the most common. Four distinct behavioural attitudes characterize their engagement. The study recommends digital literacy interventions addressing compulsive usage patterns and emotional reliance.
Keywords: Digital platform engagement, behavioural attitudes, young adults, perceived usefulness, emotional reliance, compulsive engagement, job-driven attitude.





1. INTRODUCTION AND BACKGROUND OF THE STUDY 
The introduction of digital platforms in the lives of Indian young adults has completely changed their behavioural orientations. Although the platforms allow expressing creativity and connecting, accumulating evidence can harm a person mentally, in the case of intense use. Recent reports have reported strong correlations between excess screen time and anxiety, depression, stress, and sleep disorders of Indian youth (Saleem & Jan, 2024; Verma et al., 2024). Video-based social media platforms like YouTube and Instagram Reels dominate the consumption landscape, and users spend around ten hours a week on social media. It is worth noting that digital access has become democratic, and more than two-thirds of the interactive-media users are no longer in the metropolitan cities (Lumikai, 2025). Digital adoption is further influenced by infrastructural, socio-economic, and gender-related factors (Anand & Pandey, 2025; Meena et al., 2025). Kumar and Kumar, (2025) have investigated that the digital engagement provides opportunities for creative expression and connectivity, there is increasing evidence to support the claim that intensive use can cause negative mental health effects, such as anxiety, depression, and sleep disorders among Indian young adults.
2. REVIEW OF LITERATURE 
According to Sharma and Gupta (2020), gaming and social networking are the most common reasons behind using digital devices among Indian college students, and recreational activities have a higher position in comparison to educational ones.  Joseph and George (2020) reported that most young adults were emotionally uncomfortable being out of their smartphones, which confirmed the presence of an emotional dimension of dependence. Andreassen et al. (2021) found compulsive engagement characteristics of spending more time than intended and a sense of pressure to post content, confirming the compulsive engagement attitude derived in factor analysis. Das and Banerjee (2022) also stated that WhatsApp, Instagram, and YouTube are most commonly used by urban youth in India, with Facebook and Twitter experiencing a downward trend, which also corresponds to the weighted mean ranking in the present study. Saleem and Jan (2024) reported a prevalence of 37.9 percent depressive symptoms, 33.3 percent anxiety, and 43.7 percent high stress among Indian young adults with significant positive correlations between screen time and the symptoms. Verma et al. (2024) studied the case of smartphone dependency in Indian undergraduates and found that excessive use of this device is associated with increased stress, anxiety, depression, lack of life satisfaction, and social isolation. Meena et al. (2025) examined the early adolescent population in Rajasthan, where non-academic internet use was the most common, and addiction scores were greater with increased depression, anxiety, decreased attention span, and poor academic results. Sharma and Srivastava (2025) note that the impact of digital transformation is crucial, and the overall well-being of adolescents was significantly correlated with the internet addiction, and mental health. Chatterjee et al. (2025) explored the acceptance of OTT services by consumers of young age in India, paying special attention to the tendency of Indian viewers to subscribe to several OTT applications, with the focus on investing in the vernacular language. Shreenath and Varghese (2025) have examined social media addiction among 250 adolescents in Telangana with the results that 9.2% were found to have social media addiction, where trust in father and alienation by the mother were independent predictors of problematic use. The synthetization of the evidence on internet use in children and adolescents by Tadpatrikar et al. (2025) indicated that the use of social media excessively increases the susceptibility to depression, anxiety, and low self-esteem. Anand and Pandey (2025) found that the digital training experience, operational ability, and ease of social media presence are the determinants that influence the digital uptake among the teenagers in semi-urban India with teenage girls being the less fortunate. The study by Joseph et al. (2025) has used structural equation modelling to investigate re-subscriptions intentions among Gen Z OTT users, and found out that perceived benefits play a significant part in increasing behavioural intentions, whereas psychological ownership has an offsetting effect on the perceived drawbacks. Jain and Aggarwal (2026) investigated the quality of e-services among young Indian consumers and discovered that quality of service and perceived value produced a positive impact on customer satisfaction and behavioural intentions. The study of Bansal et al. (2026) indicated the moderate to severe cases of internet addiction of 23.8 percent among the Indian adolescents aged between 14-19 years, with internet use over 4.5 hours a day and use of social media platforms as the key risk factors.
3. RESEARCH GAP 
Previous studies have considered such factors individually, e.g. gaming and education, applications such as WhatsApp and Instagram, and attitudes such as emotional dependence or compulsive use but never combined. A critical gap in analysis that is not many studies have been carried out to study the interaction between the purpose of using platforms and platform preferences to establish behavioural attitudes (cognitive, affective and behavioural levels) among young adults in the Indian context. The current research fills this gap through the undertaking of an analytical exploration of the interaction between the use of digital platforms and behavioural attitudes.
4. STATEMENT OF THE PROBLEM
Although the use of digital devices by young adults has increased, there is little empirical research that has simultaneously studied the intent of use, the number of times the platform was used and the attitudes of the behavioural multi-dimensions. In particular, it is not clear how recreational (gaming, social networking) activities prevail over educational or professional, which platforms are most used, and what attitudes (perceived benefit, emotional dependency, compulsive use, job-oriented) are underlying digital behaviour. The question of this study is the following: Which are the main functions, favourite platforms, and behavioural intentions that define young adults digital platform interactions?
5. OBJECTIVES OF THE STUDY
· To examine the use of digital platforms among young adults.
· To identify the most preferred digital platforms. 
· To study the behavioural attitudes towards the usage of digital devices.  
6. RESEARCH METHODOLOGY
6.1 Research Design
The research design used was descriptive and analytical survey.
6.2 Sample
A stratified random sampling method was used to select 500 young adults (18-29 years old) in coimbatore district was selected to represent the population in terms of gender, education, and urban/rural location.
6.3 Ethical Considerations
The research involved an anonymous, self-administered survey of young adults (aged 18-30 years) on their digital platform usage. No sensitive personal data were collected
6.4 Data Collection 
The researchers developed a structured questionnaire to gather relevant data from respondents of coimbatore district. The questionnaire was broken down into four different sections. 
The first part captured demographic characteristics of respondents. 
The second section discussed the main use of digital devices, which included five uses: Gaming, Social Networking, Work/Profession, Education and Entertainment 
The third section focused on the frequency of use among eight digital platforms, i.e., WhatsApp/Telegram, Instagram, YouTube, E-learning apps (Google Classroom, Swayam, NPTEL, Coursera), Snapchat, OTT platforms, Facebook, and X (Twitter), and the answers were documented on a five-point scale, including Very Often, Often, Sometimes, Rarely, and Never. 
The fourth section comprised of sixteen statements regarding the behavioural attitudes to digital devices and these were answered using a five-point Likert scale, Strongly Agree to Strongly Disagree. 
6.5 Statistical Techniques used 
· Henry Garrett's ranking technique was used to determine the primary purpose of digital device usage by calculating percent scores and mean scores. The respondents were asked to rank the uses on a scale of 75,60,50,40 and 25. This technique assigns weights to each rank position based on normal distribution, reducing bias associated with subjective ranking (Garrett & Woodworth, 1969).
· Weighted mean analysis was employed to compute mean scores for platform usage frequency, with weights assigned to response categories (5, 4, 3, 2, 1). It accounts for both intensity and distribution of responses across Likert scales, providing a single composite score that enables clear ranking of platforms from most to least frequently used. (Pallant, 2020). 
· Exploratory Factor Analysis (EFA) using Principal Component Analysis with Varimax rotation was conducted to identify underlying dimensions of behavioural attitudes. Reliability was assessed using Cronbach's alpha, where the overall value of 0.84, which indicates good internal consistency. The Kaiser-Meyer-Olkin (KMO) measure (0.806) and Bartlett's Test of Sphericity (χ² = 2642.478, df = 120, p < 0.001) confirmed sampling adequacy and variable correlation.
7 RESULT 
7.1 PRIMARY PURPOSE OF DIGITAL DEVICE USAGE
To understand the primary purpose of digital device usage of respondents, Henry Garrett ranking technique was used.
Table 1. Primary Purpose of Digital Device Usage
	Purpose of Using Digital Device 
	Rank & Percent Score
	Total
Score
	Mean
Score
	Rank

	
	1
(75)
	2
(60)
	3
(50)
	4
(40)
	5
(25)
	
	
	

	Gaming
	12225
	5220
	5100
	2440
	2175
	27160
	54.32
	1

	
	163
	87
	102
	61
	87
	500
	
	

	Social Networking
	7575
	7740
	7200
	2960
	1300
	26775
	53.55
	2

	
	101
	129
	144
	74
	52
	500
	
	

	Work/Profession
	8550
	5520
	7350
	3120
	1725
	26265
	52.53
	3

	
	114
	92
	147
	78
	69
	500
	
	

	Education
	7650
	5940
	6150
	3680
	2100
	25520
	51.04
	4

	
	102
	99
	123
	92
	84
	500
	
	

	Entertainment
	6300
	7020
	6050
	3600
	2200
	25170
	50.34
	5

	
	84
	117
	121
	90
	88
	500
	
	


Source: Computed data
Table 1 highlights that Henry Garrett ranking was conducted to identify the primary purpose for which respondents use digital devices. The findings show that Gaming ranked first and had the highest mean score of 54.32, which implies that it is the most desirable use of digital devices by the respondents. Social Networking (Mean Score = 53.55) comes next with the second rank. Work/Profession ranked third with a mean score of 52.53, while Education secured the fourth position (Mean Score = 51.04). Entertainment received the lowest mean score of 50.34 and was ranked fifth. 
The results show that young adults use digital usage more often as recreational and social activities (gaming and social networking) than educational and entertainment. 
7.2 TYPE OF DIGITAL PLATFORM USED
To examine the frequency of usage of various digital platforms among respondents, a weighted mean score analysis was employed. 
Table 2. Type of Digital Platform Used
	Platform
	Very Often
	Often
	Sometimes
	Rarely
	Never
	Total
Score
	Mean Score
	Rank

	WhatsApp/Telegram
	830
	620
	417
	48
	16
	1931
	3.86
	1

	
	(166)
	(155)
	(139)
	(24)
	(16)
	
	
	

	Instagram
	785
	768
	291
	54
	27
	1925
	3.85
	2

	
	(157)
	(192)
	(97)
	(27)
	(27)
	
	
	

	YouTube
	485
	668
	486
	100
	24
	1763
	3.53
	3

	
	(97)
	(167)
	(162)
	(50)
	(24)
	
	
	

	E-learning Apps 
	465
	672
	315
	138
	65
	1655
	3.31
	4

	
	(93)
	(168)
	(105)
	(69)
	(65)
	
	
	

	Snapchat
	245
	476
	333
	168
	137
	1359
	2.72
	5

	
	(49)
	(119)
	(111)
	(84)
	(137)
	
	
	

	OTT platforms
	290
	352
	267
	94
	218
	1221
	2.44
	6

	
	(58)
	(88)
	(89)
	(47)
	(218)
	
	
	

	Facebook
	180
	236
	234
	126
	264
	1040
	2.08
	7

	
	(36)
	(59)
	(78)
	(63)
	(264)
	
	
	

	X (Twitter)
	235
	(172
	177
	52
	325
	961
	1.92
	8

	
	(47)
	43)
	(59)
	(26)
	(325)
	
	
	


Source: Computed data
Table 2 indicates that a weighted mean analysis was conducted to determine the frequency of usage of various digital platforms among respondents. Based on the calculated mean scores, the platforms were ranked from highest to lowest usage.
The results indicate that WhatsApp/Telegram secured the first rank with the highest mean score of 3.86, suggesting that it is the most frequently used digital platform among respondents. Instagram was ranked next with a mean score of 3.85, which serves as a sign of the equally high usage.YouTube ranked third with a mean score of 3.53, reflecting moderate to high usage among the participants. E-learning applications (Google Classroom, Swayam, NPTEL, Coursera) took the fourth place with a mean mark of 3.31, which indicates that educational programs are fairly used but not as often as social networking platforms. Conversely, Snapchat (Mean = 2.72) and OTT platforms (Mean = 2.44) had relatively lower usage levels and were ranked at position five and six respectively. Facebook (Mean = 2.08) and X (Twitter) (Mean = 1.92) had the lowest usage levels and were placed at the seventh and eighth positions respectively. This implies that the respondents are shifting away in favor of the traditional social networking sites.
7.3 DIGITAL ATTITUDES OF YOUNG ADULTS 
To study the behavioural attitudes towards the usage of digital devices , factor analysis was used.
Table 3. Digital Attitudes of Young Adults
	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.806

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	2642.478

	
	df
	120

	
	Sig.
	.000


Total Variance Explained
	Component
	Rotation Sums of Squared Loadings

	
	Eigen Value
	% of Variance
	Cumulative %

	Factor 1
	2.738
	17.111
	17.111

	Factor 2
	2.413
	15.080
	32.191

	Factor 3
	2.372
	14.825
	47.016

	Factor 4
	1.895
	11.842
	58.858


Table 4. Attitudes of Young Adults toward Digital media
	Digital Attitudes of Young Adults
	1
	2
	3
	4

	I use digital devices to stay updated on current events.
	.722
	
	
	

	Digital devices enable me to acquire new skills and knowledge
	.707
	
	
	

	Digital devices entertain me when I am bored.
	.705
	
	
	

	Digital platforms help me feel relaxed.
	.636
	
	
	

	I use digital devices to manage tasks efficiently.
	.551
	
	
	

	I use digital devices to cope with anxiety or stress.
	
	.850
	
	

	I feel uncomfortable without long-term access to digital devices.
	
	.688
	
	

	I use social media to stay updated on my peers.
	
	.601
	
	

	I start my day by engaging with digital devices.
	
	.515
	
	

	I immediately respond to alerts and notifications on my digital devices.
	
	
	.778
	

	I feel compelled to post content to maintain social connections.
	
	
	.702
	

	I often exceed my intended time on digital devices.
	
	
	.679
	

	I use digital devices often during idle or brief moments.
	
	
	.500
	

	I rely on digital devices for completing academic and professional work.
	
	
	
	.861

	I choose digital platforms over others for staying connected and informed.
	
	
	
	.718

	Limited access to digital devices disrupts my routine activities.
	
	
	
	.450

	Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization
a. Rotation converged in 6 iterations.


Table 3 indicates that an Exploratory Factor Analysis (EFA) using Principal Component Analysis with Varimax rotation was done to determine the underlying dimensions of the attitudes of digital device usage.
The Kaiser-Meyer-Olkin (KMO) value was 0.806, which indicates that the sample size was adequate and the variables were appropriate to perform factor analysis.
The Test of Sphericity by Bartlett was significant ( χ² = 2642.478, df = 120, p < 0.001), which indicated that the variables were significantly interrelated. Thus, this data was suitable to factor analysis. Four factors were extracted in the rotated factor solution. Factor 1 explains 17.111% of the variance (eigenvalue = 2.738), followed by Factor 2 (15.080%; eigenvalue = 2.413), Factor 3 (14.825%; eigenvalue = 2.372), and Factor 4 (11.842%; eigenvalue = 1.895). These four variables described 58.858 percent of the overall variance.
Factor 1: Perceived Usefulness
This factor encompasses items like keeping up with the latest, acquiring new skills, entertainment, relaxation, and effective task management. This indicates that digital devices are perceived by the respondents as helpful and productive. They rely on digital platforms primarily to acquire knowledge, entertainment and enhance efficiency.
Factor 2: Emotional Reliance Attitude
Things that are encompassed in this factor are the use of digital devices when stressed, feeling uncomfortable without it, monitoring the activities of peers, and interacting with devices at the beginning of the day. This means that they are emotionally attached to digital devices. Digital platforms provide emotional relief and alleviate stress to respondents.
Factor 3: Compulsive Engagement Attitude
This aspect encompasses the aspects of checking notifications immediately, pressure to post, taking more time than intended, and checking devices frequently. This is compulsive or addictive behavior. The respondents tend to overuse digital devices and cannot regulate their use.
Factor 4: Job-Driven Attitude
This factor comprises such items as the use of digital devices in academic or working activities, the preference of digital platforms to communicate, and disruption of the routine when access is not available. This indicates that a great number of respondents rely on digital devices in their work or in their studies.
8 DISCUSSION
8.1 Primary Purpose of Digital Device Usage
The most preferred purpose was Gaming (Mean Score = 54.32) and then Social Networking (53.55). This proves that young adults are more focused on recreational and social purposes than educational (51.04) and passive entertainment (50.34) purposes. The results are consistent with Sharma and Gupta (2020), and Das and Banerjee (2022).
8.2 Type of Digital Platform Used
The most popular platforms are WhatsApp/Telegram (3.86) and Instagram (3.85) which indicates their prevalence in everyday communication and social interaction. YouTube was ranked third (3.53), with Facebook (2.08) and X/Twitter (1.92) reporting a decreasing use, which suggests that the generation shift is to social networking sites of the past (Verma et al., 2024; Das and Banerjee, 2022).
8.2 Digital Attitudes of Young Adults 
The factor analysis identified four different attitudinal dimensions in young adults with regards to using digital devices that accounted 58.858% of the overall variance. 
The first factor, Perceived Usefulness (17.111% variance), aligns with the findings of Chatterjee et al. (2025) and Joseph et al. (2025). 
The second factor, Emotional Reliance Attitude (15.080% variance), aligns with findings of Joseph and George (2020), Saleem and Jan (2024), Verma et al. (2024), and Sharma and Srivastava (2025). 
The third factor, Compulsive Engagement Attitude (14.825% variance), supports Andreassen et al. (2017), Shreenath and Varghese (2025), reported 9.2% addiction rate among adolescents, Bansal et al. (2026) documented 23.8% prevalence of moderate to severe internet addiction, and Meena et al. (2025). 
The fourth factor, Job-Driven Attitude (11.842% variance) consistent with Anand and Pandey (2025), Reddy and Lakshmi (2019), and Tadpatrikar et al. (2025). 
On the whole, the digital devices have their positive (usefulness, job-driven) and negative (emotional dependence, compulsive use) functions, and the latter two, combined, explained the 29.905 percentage of variance, which means that young adults in India are highly susceptible to habits of problematic use of digital devices.
9 LIMITATIONS OF THE STUDY
· The findings may not generalize to rural populations or other states in India where digital access and usage patterns differ
· The study does not explore gender or rural-urban differences in purpose preferences or attitudinal dimensions. 
Future research may employ qualitative methods to explore underlying motivations and examine whether attitudinal profiles vary by demographic characteristics.
10 CONCLUSION
This research paper concludes that the use of digital platforms by young adults is mainly recreational in nature with gaming and social networking being the top choices compared to educational, professional and entertainment purposes. WhatsApp and Instagram become the most active used platforms, and Facebook and X (Twitter) demonstrate the obvious lack of preference by the generation. Factor analysis indicates that there are four different behavioural attitudes namely Perceived Benefit, Emotional Reliance, Compulsive Engagement, and Job-Driven that account almost 58.858% of the variance in digital attitudes. The fact that emotional dependence and obsessive involvement are important variables and factors poses some concerns regarding problematic patterns of usage, but the perceived benefit and job-driven attitudes indicate functional dependency. Therefore, policymakers, educators, and technology companies must adopt integrated interventions including gamified learning, platform well-being audits, mental health recognition of digital behavioural risks, and institutional oversight through a National Digital Wellness Commission to promote balanced and healthy digital engagement among young adults.
11 RECOMMENDATIONS 
· Gamified learning in education policy are required to redirect gaming tendencies toward academic outcomes.
· Young adults should be encouraged to adopt daily or weekly digital detox routines, such as no-phone hours during meals, study time, or before sleep.
· Practical technical measures like enabling grayscale mode, turning off non-essential notifications, using app timers, and removing social media apps from the home screen. 
· Introducing well-being auditing on Instagram and WhatsApp, such as notification controls and compulsive feature tests.
· Institutional counselling services should screen for problematic digital engagement alongside other mental health concerns.
· Parents and guardians should establish clear family norms around device use during meals, family time, and late evenings, while modelling healthy digital habits themselves. 
· Establish a National Digital Wellness Commission under MeitY, Ministry of Health, and Ministry of Education to coordinate policy implementation.
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