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Abstract

Observing the latest practices on social mediaieguns, role of hashtags have become a majorerario talk
about. The emergence of social media has put hmpeadt on people of different age groups; thus kringing

a change in the pattern of communication and iotema (Kamran and Mansoor, 2017). Social media
applications allow interaction while following nefeatures and trends; for example, the use of hgshta
Emerging trend of hashtags is considerable andwsitdying the perception of social media usetBakistan.
The study aims to analyze the popularity of sociatlia application in Pakistan, and to what exteniad media
users are aware about the usage of hashtags. é@at media applications i.e. Facebook, Twittestégram and
Snapchat were considered in the study depending tipeir accessibility in Pakistan. Data was codédct
guantitatively and qualitatively. Quantitative datas collected through questionnaire where 55 Rakisocial
media users participated. Results of the survegalethat Pakistani users are more inclined towasiag
Facebook and Instagram than Twitter or Snapcha.stidy further collected qualitative data froma&&&book
users in an interview. Findings of the study shbat thashtags are used on Facebook as fashionahbk ttw
catch attention.
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Introduction
Technological advancement has made people connalitatbund the globe (Wooley, 2013). They are able
support interpersonal communication and collaboratwith the help of Internet supported social media
applications (Kane et al. 2012); also, they areem@igaged and connected (Poell and van, 2015)lSoetia
in modern world has showed great dominance oveetses and people; it has become a place wherelgpeop
share their thoughts and ideas (Tsur and Rappo6dt?). It has put great impact upon interactionl an
communication among people of different countrieghie world. There are endless uses of social m@diker
et al. 2012) as mentioned by Zemmels, (2012) thatiiself a common method of communication beeaafsts
ability to constantly generate new information. frthe act of updating a status to posting photas\éaeos,
social media has made a digital footprint in ouwisty and within the last decade and hundreds cfbkmedia
applications have been created for Internet sawople. (lke, 2017). Applications such as Facebdotitter,
Instagram and Snapchat are now free and easilyssibée to every person who has access of Intemét a
technological devices, laptops, computers, tabreigebooks or mobiles phones etc. It further ersapéople to
follow or to add each other; and to share posttheir personal accounts once they are createdypediup by
following easy and quick steps. These applicatanesdifferent from traditional social setting ofnemunication
and sharing as they represent relationships aedaictions. Such platforms quantify and formalizatienships
after interactions beyond the boundaries. Accordimghe research made by (Gilbert and Karahaliad39R0
people can attribute to labels such as friend bovi@r. Whereas Boyd and Ellison, (2007) mentiotteat users
of social media applications establish new so@ahections while maintaining existing ones whichlda them
to communicate and interact.

Social media applications have further developedttend of hashtags in which word or phrase is used
right after the # sign and that is called as haghtdhang (2010) defined hashtags as “prefixed byr#bol with
a keyword”. Whereas Caleffi, (2015) added to thlafirdtion by calling hashtags “topic markers”; alsavord or
string of words preceeding by the # sign. It is mag of two different words hash and tag, offigiadded in
the year of 2010, to Oxford English Dictionary. Shdags convey information under the specified lagwrFor
example, if user wants information on Internet,dneshe can simple take advantage of sign # follgwitre
keyword Internet, without any space. After searghhrough this sign, all categorized informatiotl wppear in
the search engine. Lakarnchua and Wasanasom&itii4) stated that social networking helps to predistiort
and spontaneous communication” which further helpddmska (2015) to state that hashtag is a new hudde
communication, which can serve various purposescanccontribute to “fast and easy communicationiedon
the social media applications. Lomicka and Lord)1@) stated that one must remember the fact thabaeial
media applications have one purpose and thatirgt@oact. Social interaction develop connection agipeople
of all communities. Hashtags are considered asi“na@rratives” and “searchable talk”. Shapp (2014)ex that
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hashtags were used for tagging “concrete entiaes!’ further claimed tweets and hashtags as “mimatiees”.
According to Vasquez (2007), functions of such a@wes include: entertainment, expression of saliga
establishment of social relationships, highlightiagd resolving tensions and building social anducal
identity. Shapp’s 2014 discussed in her researahat such functions can be accomplished withhakp of
hashtags. Furthermore Zappavigna, (2015) linkedakanedia discourse to the “searchable talk” beeaus
hashtags can be clicked and searched to know wimatiiation they convey. Also, this hashtagging picachas
made conversations easily searchable for the peaslpte show interest in it. Murtagh, 2013 also stateat
hashtags make conversations searchable with jestlick; also this click will enable users to reamldience
with similar interests. Caleffi, (2015) mentiondtht usage of hashtag is a “social media generatslidn”
which is spreading online and offline.

On every application, role of hashtags is differdoe to various reasons. It is different on Fac&boo
because hashtags are used beyond their rules sbé lexperts (Borgini, 2014); also, settings of plosts are
usually limited to friends only, which restrictsdidags to appear in “searchable talk” (Zappavi@@d5). One
of the social media agency named RadiumOne condlacgtudy and found that almost 75% of people @mako
media use hashtags. It further raises a questianhtbw many of them know the usage of correct lagsht
According to the mentioned study, a small numbepeaxdple actually know how to gain the maximum bisef
after using hashtags correctly. Kietzmann et a1{3 mentioned that social media has become a source to
develop company’s reputation and publicity of pradu In Pakistan, there is a need to find out peepl
inclination towards four major social media apgiicas which have emerging users of hashtags. Theoge of
the study is to explore the popularity among foarial media applications (Facebook, Twitter, Inssag and
Snapchat) in Pakistan. Also, it will analyse us@ex'ception regarding the usage of hashtags. Tésept study
is an initial attempt to find answers to the follogy questions: a) Which social media applicatiofai®ious in
Pakistan? B) To what extent social media users rstafed hashtags? C) What is the perception of eateb
users about hashtagging?

Background: Definitions of Ter minologies

During recent years, four major social media appilims Facebook, twitter Instagram and Snapcha¢ Iyt
immense popularity all around the world. The présstudy will provide a brief introduction of users’
hashtagging behavior while reviewing the previoudhne research on Facebook, Twitter, Instagram and
Snapchat. According to Kolowich (2017), hashtagsTaeritter, Instagram and Facebook link discussiohs o
various users into one stream. If they are not eoted with each other but using the same hasHtai, gosts
(containing that hashtag) will appear in the satneasn.

Facebook, a major social networking site, was laadcin 2004. Here, users register and create their
profiles to interact with other users. It allow®rsto join and follow groups and page also theyalao interact
and take benefits from other applications sucloasasgames and Instagram. Noticing the worldwielgch and
total active users, Facebook is the major socialowking application which has 2.07 billion monthdgtive
users, till the 2017. (Statista, 2017). On Facebgwhctice of hashtagging was started in the yeHr32
According to the report of Stelzner (2016), Facdbimothe most important social network for marksteand
around 55% of marketers chose it and create hashtagse for the growth of their businesses.

Another one is Twitter, it must be noticeable thashtags were first used by twitter users. Twikser
significant to mention here because, hashtags wgaated here. The first hashtag was posted beriaan
social technology expert, Christopher Reaves Massiien he used hashtag on his twitter accoun00v 2
According to the Statista 2017, Twitter has 330lianl monthly active users. Twitter is a social neting
platform which enables registered users to readpast short messages, called as tweets, with statacter
limit of 140. One or multiple word hashtags maintéad have context behind them. Here on Twitteersis
follow each other and get able to receive all tlessages (called tweets. On twitter, user can rétavee known
as RT, to spread the information unlike Faceboak #tlows users to “share”. Common practice witherels to
reacting to a tweet has multiple ways, either fyrer retweet. The tag'@’ followed by a user idéeat address
the user, and '# followed by a word representashiiag are common observable features in tweetaKotval
2010).On Twitter, hashtags are powerful enough and thayrithed to other social networking sites such as
Facebook, Instagram, Pinterest and Snapchat. hastabas become popular in using hashtags with image
Whereas, Twitter, Facebook have set this praatidmth ways.

Instagram is a social media application which afioiis users to share photos or videos publicly or
privately. Users can add location with “geotagstl @escriptions with hashtags while posting theitysies and
videos. They use hashtags to describe picturespsiénd location too. According to Statista 20hgtdgram
has 800 million monthly users. It shows the pojtyjasf this photo and video sharing application dinel usage
of hashtags with images. It has gained rapid popylgust like Twitter and Facebook. In United Stsit
Instagram users mostly belong to 24 years or ewemger in age (Statista, 2017). According to HuAdt
(2014), Instagram is a popular video and photowap and sharing application which offers its’ tss&6 filters
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to transform the appearance of an image. Sharirmgigi Instagram further makes its’ users able tvestheir
posts instantly on other social accounts such aslimk and Twitter.

Hashtags were added to Instagram in January 2@tHa@aptions and to describe pictures and videws; a
from 27" April 2015 users are able to use emoji as hashi@gsnoulakis & Tsapatsoulis, 2015). Along with
this, Hu et al (2014), mentioned that there is &dnéo explore hashtags on the Instagram. Researcher
highlighted that Instagram has showed rapid gromiiere people communicate, share photos, videosused
hashtags to reach wider audience. But, still thjgiaation is neglected by the researchers. Thpgag of using
hashtags is fully achieved by the public figurefiowpromote their latest shoots and also use hashtade
uploading them. This way, hashtags help their Vipoats to reach wider audiences. Instagram ispatication
which is successfully managing both and gettingt @1 popularity in different countries.

Snapchat is “image chatting application”, which wasnched in 2011. Now, it is constantly gaining
popularity among younger generation and accordingnte blog, 86% of Snapchat users are between338 —
years old. Billings et al (2017) mentioned that |great has ascended rapidly, and quickly becomieghird
most utilized platform of millennials. Whereas,caing to Statista 2017, daily active Snapchat had
million users. It also mentioned that Snapchahés most important network for U.S. teenagers bexanfsits
exciting features. Also, it is giving tough compiet to Instagram and other networks such as Twvitte
Facebook. This is another photo sharing applicatitnich supported the use of hashtags for limitedeti
Currently, this application has stopped them. Haghtwere used to catch the attention on the imsgesers
were conscious enough to pick their hashtags effibi. The connection between hashtags and “snas w
exciting for the users; they took selfies, appli¢tdrs and effects available on Snapchat, put Shaphashtags
and sent it to their story board. According to thport of Stelzner (2016), Snapchat is on a grgveth and
can be beneficial if users properly strategize. tbm other side, lke (2017) mentioned that Snapbhat
prevailed as a power force among social media egtjin which holds vital creative components.

M ethodology

Survey and Data Collection

In the study, data was collected quantitatively quodlitatively. A survey questionnaire was admarist by the
researcher consisting ten questions about thelsueidia and hashtags. After that, interview wasdemted only
for the Facebook users to know more about theintagging experience. In the survey questionnabesdgtial
media users participated. In structured interviemly 8 conveniently available Facebook users wasmined.
They were asked questions regarding their peraeptimut hashtagging.

Results and Findings
Survey Results: Results of the study show that P4.Bakistani social media users frequently use beaale
whereas Instagram is at second place with 44.1sUitse Second question showed that 82.6 % usenslspere
than one hour a day on these sites (Figure: 1Hgsd two results answer first research questioheo$tudy and
indicate that users in Pakistan are spending seffificime on their favorite social media applicaipand those
are Facebook and Instagram. These results funtidésate the users’ likeability for the easily acibke social
networking sites in Pakistan which allow them tteract and communicate. Here, the interesting fastthe
connection between Instagram and Facebook. Instagrathorities are smart enough to link their users’
accounts with Facebook which is widely acceptedPhkistani users. Another question was relatedaaifage
of hashtags by Pakistani users and 85.29 % ofemonses show that users like using hashtagsiiptsts and
only 53.8 % responses show that they understandy evashtag (Figure: 1.2). 35.9 responses show that
Instagram is good social networking site for udmaghtags, while twitter stands second with 32.3%%re, the
perception of Pakistani users reveal that althotingly like Facebook but, presence of hashtags isl gwo
Instagram and Twitter. 41.18 % show that they refaalt hashtags quite often (Figure: 1.3). 67.6%amrses
show that social media users feel that many peargeusing hashtags unnecessarily. 55.88 % respshses
that people use hashtags to reach wider audienee8%esponses show that users get confused whgireéhd
hashtags without the awareness of background kuigeleof those hashtags. The last response direets th
attention towards describing photos with the helpnaltiple hashtags. According to the results of giudy,
87.29% responses show that using hashtags witheisnisgbetter than using hashtags without imagegi(€i
1.4).

All these results have paved the way to study @rttbout the role of hashtags in different socielia
applications. The present study further exploredpérception of Facebook users about hashtagging.
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FIGURE1l.1
Q.1 WHICH SOCIAL NETWORKING SITEDO YOU USE FREQUENTLY?
Q.2 HOW MUCH TIME DO YOU SPEND ON SOCIAL NETWORKING
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FIGURE 1.4
Q.6WHICH SOCIAL NETWORKING SITEIS GOOD FOR HASHTAGS?
Q.7WHICH TYPE OF HASHTAGS DO YOU READ QUITE OFTEN?

FACEBOOK TWITTER INSTAGRAM SNAPCHAT LONG SHORT TOO MANY

Interview Findings Findings of the study confirmed that Facebookhs tnost popular social media
application according to the 90% users who werenixed. Also, the same percentage of users showthbst
are aware of hashtags and use it as fashionable toecatch attention to their posts. FacebooksusePakistan
are enjoying it as latest style of writing. In intiew, when asked why they use hashtags? Fourcjatits
answered that it is a latest trend on Faceboolk, fitiends use hashtags so they also do the saddé.tbat they
use hashtags because they want to get attentiasimg hashtags make their posts accessible to raagdi®ho
use the same hashtag. One participant answerechéisaitags allow him to share his opinion with agher
Another question about the Facebook as platforastohashtags was asked. Three participants stated is a
good platform that is still improving the hashtagless as compared to Twitter. One of them furttaatead that
“Twitter is much organized and clear in the usafj@ashtags whereas Facebook shows lack of clairityhe
meaning conveyed through hashtags. Two participsaits that Facebook with hashtags is getting amgpgs
mostly people are using it commercially to promibieir brands. One of them further added that fantwaads
create hashtags and also ask their customers teame hashtags so that their brand get accessder wi
audience. When asked about clicking on hashtagstbrde agreed that yes they click on hashtagsdavknore
information about the topic. Other participantsighiat they do not click on hashtags. One of thiated that on
Facebook clicking on hashtag does not provide atnaénformation as it does on Twitter. So, he doesclick
hashtags on Facebook anymore. Participants weveasked about their understanding of every hashiag.of
them answered that to understand every hashtagni®ssible because of their limited vocabulary and
knowledge. Two participants stated that people different language words which makes them unable to
understand hashtags completely. One participamédstdnat abbreviations and lower casing is horriuhel
creates misunderstanding most of the times. Onécimant said that one word hashtags without proper
background information or any picture are difficidtunderstand. Because, they leave him clueless twhhink
and understand about single word. 80 % of the resg® show that there is confusion among the uders o
Facebook about hashtags.

Discussion

Born as “topic marker”, hashtags have become auymtodf social media applications and writing preesi
(Caleffi, 2015). Increasing popularity of social diee applications and usage of hashtags shows tkxgical
advancement in Pakistani context. The study exglé@enous social media application and perceptionsefs
about hashtagging in Pakistani context. The sthdyvs that Pakistani users have started using tgsfdaastyle
and interaction on social media applications. Hemnsideration about the several purposes of tishtags’
usage is necessary because, social media useagistd? are using hashtags without complete uratedstg. It
will help users to understand and to take full axage of the hashtags. Several purposes such garfiaing
information” is neglecting. Chang, (2010) statedtthashtags “pertain to information organizatiosksaand
serve as a bottom-up user-proposed tagging commventihile Zappavigna's purpose to make talk sedstshés
also ignored by Facebook users in Pakistani confexdther purpose to reach wider audience for paityland
interaction was discussed by Lomicka and Lord ih&@@hich is justifiable by the users of Facebookénever
the hashtags are used on the Internet, one badiur ftnat is linked with them is “searchable talkdnline
hashtags should always be able to serve or fun@®searchable talk. Otherwise it would not justlfe
capacity or capability of online hashtags which a®veloped as Computer Mediated Communication.
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Considering particularly the practice of hashtagsFacebook, it is still developing from various esfs. On
Facebook, hashtagging is more of a matter of styte content often limited to “friends only” whicheaprivate
posts. People use content hashtags while taggiegwmrd to add style and capture the audience which
specifically interests in that word. On Faceboobsts not restricted to 140 characters like twit@verall, in
Pakistan, role of hashtags is still struggling taimtain its usage on Facebook. According to thersise
perception, the purpose of using hashtags is ldmite Pakistani context. The study supports Shapgpisly
(2014) about twitter hashtags and observing théairetance in Pakistani context, it is stronglgammended
to explore pragmatic function and writing style Békistani users. It will definitely help to develsprong
understanding and to achieve multiple purposesutiirohashtags. If purposes are not fully achievenfr
various aspects then there is a risk of the extinatf such trends. According to the findings of gtudy, users
responded confusion while asking about understandashtags. Also, the conventional purpose of kaaie
talk is also being neglected and ignored by thesuseFacebook. The findings show Facebook useniguity
with regards to their understanding of pre-defindds set by Messina and twitter authorities. Usafgaultiple
and longer hashtags was warned by the authoritiéspgople are using it. Overall, the study comfs that
usage of hashtags is definitely a “social-mediaegated fashion” and users in Pakistan are followtimg
fashionable trend.

Implications and Future Work Suggestions

In Pakistan, the nation is developing craze forhtess but to the best of researcher’'s knowledgle, ob
hashtags in Pakistani context still needs to béoegg from various aspects. The present studyrigdd to the
perception of 50 active social media users of Rafislt cannot be generalized and needs to be edlor
more comprehensive analysis. Facebook has mainglalged three types of hashtags short, long aneanix
each of them creates misunderstanding and confusitong users depending upon the way they are dreate
Thus, there is a need to explore pragmatic funstimisinterpretation of Facebook hashtags.

Conclusion

Users are multiplying on Facebook and Instagrandaily basis which has made Facebook and Instagrast m
popular social media application in Pakistan. THe§ow latest trends on these sites and hashtaggng
definitely one of them. The present study shows thare is a lack of understanding about hashtalgshw
requires thorough investigation from multiple perstives. The purpose of using hashtags should entitriited
because it can cause ambiguity. Users of socialaniedPakistan should be alert about the hashtdting/rules
for the improvement in their hashtags and socialimeommunication.
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Table 1. The capitals, assets and revenue in lise#s

Total capital stock| Income of main business  [Tassets
Pudong Development Bank  39.2 214.7 5730.7
Bank of China 459.4 3345.7 59876.9
Description for the above table.
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