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This study investigates the influence of Instagram in promoting consumer products among Nigerian students, using Kwara State Polytechnic as a case study. The research employed a quantitative approach, utilizing survey methodology to gather data from 100 randomly selected respondents. A structured questionnaire served as the primary instrument for data collection. The study is anchored on three theoretical frameworks: the Uses and Gratification Theory, which explains students’ active engagement with Instagram for product-related content; the Diffusion of Innovation Theory, which elucidates how product ideas and innovations spread through Instagram among peer groups; and the Elaboration Likelihood Theory, which assesses how persuasive Instagram messages influence students' purchasing decisions based on message processing routes. Findings revealed that Instagram significantly affects consumer behavior, especially through product visuals, influencer endorsements, and interactive features like stories and reels. A majority of respondents indicated that Instagram serves as a major source of product information and influences their purchasing decisions. The study concludes that Instagram is an effective platform for product promotion among students, highlighting the need for marketers to strategically tailor content to appeal to students’ preferences and motivations. Recommendations include leveraging Instagram’s interactive tools and peer influence to enhance marketing outcomes in student markets.
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CHAPTER ONE
[bookmark: _Toc198120683]INTRODUCTION
[bookmark: _Toc198120684]1.1	Background of the Study
Internet technology has made it possible for social media networks to thrive, and since the world has become a global village due to the advent of social media platforms and other internet technologies; people can now connect with one another easily to carryout transactions and other social engagement (Kaplan & Haenlein, 2010). According to Noor (2017), the world today is going through some modifications in all strata and the introduction of social media has enhanced business transactions in countries like Nigeria. In this 21st century, to remain relevant in the market, entrepreneurs should employ the use of internet technology to reach their target market.
Agba (2002), cited in Asemah (2022) notes that the internet is the most technologically advanced medium of communication. It is a multimedia information superhighway that facilitates businesses, sports, politics, entertainment and other endeavours across international boundaries. It is a technological revolution of monumental capabilities. In fact, it is the information revolution that has turned the world into a global village. The online media is a great tool for implementing a two-way communication as it produces immediate feedback, this is why it is a meeting place for Media planners. It is a well-known fact that social media has turned into an extraordinarily significant platform for brands to introduce their products to their audience with little or no cost (Obayuwana, Nwaoboli & Ogono, 2023).
Social media refers to online platforms and websites that enable users to create, share, and interact with content, as well as connect with other users (Asemah & Nwaoboli, 2022, Asemah, Nwaoboli & Beli, 2022). According to Nwaoboli, Ezeji & Osife-Kurex, (2022), social media has become a very important part of our daily lives, this is as a result of the human need to know; get information, communicate and also be educated. These platforms typically allow individuals and organizations to share information, engage in discussions, and build virtual communities through various forms of content such as text, images, videos, and links (Asemah, Nwaoboli & Nwoko, 2022). Examples of popular social media platforms include Facebook, Twitter, Instagram, LinkedIn, and YouTube (Ekhareafo & Nwaoboli, 2022). These platforms have transformed communication and information-sharing, facilitating real-time interactions, global connectivity, and the dissemination of ideas and content on a massive scale.
However, advertising is a form of communication which attempts to interpret the qualities of products, services and ideas in terms of consumers’ needs and wants (Egbulefu & Nwaoboli, 2023; Asemah 2022). Social media advertising has seen an upsurge in recent times, this is mainly due to the realisation that it is a meeting point for diverse target audience, it has evolved from a platform of virtual communication to an important business tool. The fastest way to grow a business entity is through social media and online networking (Nwaoboli, Ogunyemi & Ezegwu, 2023). Social media saw the light in the early 2000s through the introduction of six degrees thereafter saw the arrival of MySpace, LinkedIn, Facebook,YouTube, Twitter, Instagram and Thread, these platforms are all subsets of the internet (Egbulefu & Nwaoboli, 2023).
In context, Instagram is one of the most popular social media network lionize among youths and business owners in promoting consumer products from point of production to the final users (Faleye, 2019). As posited by Ezegwu (2022), the popularity of online shopping along with the wide adoption of social networking sites (SNSs) have recently given rise to a new e-commerce paradigm called social commerce (s-commerce). S-commerce is considered a subset of e-commerce that uses SNSs to facilitate social interactions between consumers and vendors and thus promotes the buying and selling of products and services. 
Instagram has recently become the most popular s-commerce site among young people. By September 2020, the number of active monthly Instagram users had reached 400 million, accounting for 20% of all internet users. Among these active users, over 40% were young people aged below 24. Instagram had an average order value of US$65 per order, while Facebook had only US$55 per order (Brolin, R. and Spångby, C., 2021). Furthermore, Instagram provides brands with 25% more engagement than other SNSs
In recent years, increasing numbers of people have opened virtual stores on Instagram. Doing so is simple: users open an account, post sample pictures of products and descriptions, and encourage their followers to shop online. Consumers usually show interest in the products they like by leaving messages on the posts or by contacting the storeowner using messaging apps, such as WeChat, WhatsApp, or Line. Payment is made through PayPal or other traditional methods. Promoting consumer products on Instagram represents a new shopping mode for most consumers, and consumer trust is a critical issue in consumer purchase decision on Instagram (Copeland, L.R. and Zhao, L., 2020)
According to Manning (2014), an individual could now order for products online with just some click on internet device and get them delivered at their door-step.   Where consumers used to have limited and somewhat muted voices, now they could share their opinion with many. The reduction in cost of accessing latest technologies allowed views for the media than before, hence, instead of a few news media outlets. In lieu of this background, the researcher is driven to investigate influence of Instagram in promoting consumer products among students.
[bookmark: _Toc198120685]1.2	Statement of the Problem 
To the international community, Nigeria is popularly known for cybercrime which is popularly known as ‘yahoo-yahoo’ locally. The menace of cybercrime which comes in various forms is not just targeted at international victims, but the scourge is also locally perpetrated by individuals who are from diverse social backgrounds (Omodunbi, Odiase, Olaniyan and Esan, 2016). The fact that some of the victims of these cybercrimes are educated people shows that internet literacy is not necessarily a function of general literacy. The situation has thus instilled fear in the general populace such that a lot of people are very skeptical of engaging in online commerce of any nature (Abrifor, Oludele and Soetan, 2015). Most people that do so usually do with minimal contact and exercise a lot of caution. The situation has generally culminated in the Nigerian populace being ecommerce averse (Omodunbi et al., 2016).
Moreover, the current security architecture of Nigeria seems to be aiding the scourge of cybercrime and discouraging consumers from engaging in any online buying experience. The police force is largely not proactive. The force seems very difficult to deal with matters that result in loss of goods along transit. There are even instances where local and international air passengers have complained of their luggage being tampered with (Okeshola and Adeta, 2013). This creates distrust in the ability of local transportation system to deliver items of value without risk of loss or tampering. There are also instances of food deliveries being tampered with along transit. In extreme cases, deliveries never reach their destinations.
Furthermore, the issue of insecurity in Nigeria is significant in some parts of the country, especially in the northern parts. In those sections of the country, it becomes impracticable to engage in any meaningful large-scale e-commerce (Jegede, 2014). This is because it is extremely risky to travel by land in such places given the kidnappings and terrorist attacks that are sometimes perpetuated in broad daylight (Khan and Uwemi, 2018). Although it is still possible to engage in some form of light ecommerce in such areas of the country, the inherent risk greatly outweighs any potential gains. 
Moreover, the infrastructures required for e-commerce to flourish in most parts of Nigeria are generally in a bad state. This makes deliveries to take longer than usual. Inter-state roads in many regions of the country are in a constant state of disrepair. Mobile communication infrastructures are completely driven by the private sector and consequently inadequate in terms of strength and speed.
If in spite of the aforementioned challenges, Nigerians are still among the world’s top 6 users of internet, then the current limited role that ecommerce plays seems expandable in the light of advances in social media which help in addressing some of the challenges mentioned. Consequently, the ecommerce industry in Nigeria seems to have improved with the popularity of social media. However, influence of Instagram in promoting consumer products among Nigerian youths needs to be investigated so that it can be accurately estimated.
[bookmark: _Toc198120686]1.3	Aim and Objectives of the Study 
The general aim of this study is to investigate the impact of Instagram in promoting consumer products among students in Kwara State Polytechnic, Ilorin. However, the specific objectives of the study are:
i. To determine the impacts of Instagram advertisement on the purchasing decision of students of Kwara State Polytechnic. 
ii. To examine the effectiveness of Instagram in promoting consumer products among Kwara State Polytechnic students.
iii. To ascertain the factors promoting the purchase on consumer products on Instagram among Kwara State Polytechnic students.
iv. To investigate the challenges militating the effectiveness of Instagram in promoting consumer products among students of Kwara State Polytechnic.
[bookmark: _Toc198120687]1.4	Research Questions
i. What is the impact of Instagram advertisement on the purchasing decision of students of Kwara State Polytechnic?
ii. How effective is Instagram in promoting consumer products among Kwara State Polytechnic students?
iii. What are the factors promoting the purchase on consumer products on Instagram among Kwara State Polytechnic students?
iv. What are the challenges militating the effectiveness of Instagram in promoting consumer products among students of Kwara State Polytechnic?
[bookmark: _Toc198120688]1.5	Significance Of The Study 
The findings of this research will be very useful to academy. This study will provide insights into how Instagram influences the purchasing decisions of youths, helping marketers understand the key factors that appeal to this demographic. The study will help young consumers to become more aware of how social media platforms influence their preferences and decision-making processes and reshape the misshape of e-commerce in Nigeria.
More so, this study will offer valuable data for policymakers to ensure fair advertising practices on social media platforms, safeguarding young audiences from misleading or manipulative content. The findings will also guide brands in building authentic and meaningful relationships with youths, fostering trust and loyalty.  It is worthy to note that this research will add to the existing body of knowledge on digital marketing and consumer behavior, serving as a reference for future studies in the field.
[bookmark: _Toc198120689]1.6	Scope of the Study 
Geographically, this study will be conducted within Kwara State Polytechnic, Ilorin. The study will emphasized extensively the influence of Instagram in promoting consumer product among students in the institution. In-depth evaluation will be given on Instagram, consumer product and factors influencing youth purchasing behaviour. The study will be completed within a period of two semesters as meeting the stipulated time frame for final-year research by Kwara State Polytechnic management.
[bookmark: _Toc198120690]1.7	Definition of Terms
i. Impact: The measurable effect or influence that Instagram usage has on students’ awareness, perception, and purchasing behavior regarding consumer products.
ii. Instagram: A social media platform that allows users to share photos, videos, and messages, widely used for marketing and promoting products to various demographics, including students.
iii. Promotion: The act of advertising or publicizing a product, service, or brand to increase its visibility and sales, often achieved through social media campaigns.
iv. Consumer Products: Goods that are purchased by individuals for personal use, such as clothing, electronics, cosmetics, and food items.
v. Students: Individuals enrolled in academic programs at Kwara State Polytechnic who are the target demographic for this study.
vi. Kwara State Polytechnic: An educational institution located in Ilorin, Kwara State, Nigeria, where the respondents for the study are enrolled.
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[bookmark: _Toc198120693]2.1	CONCEPTUAL FRAMEWORK
[bookmark: _Toc198120694]2.1.1	Overview of Social Media
The term ‘social media’ has been regarded as a misnomer for several reasons. According to Vaynerchuk (2011), social media is not media but a cultural shift that was driven on the platform of the internet. The social media has also been regarded as a misnomer because it is seen as an anti-social tool that prevents interaction between people in close proximity; ultimately creating a lot more insular people (Lewis, 2016). This viewpoint was also supported by Frieze (2016), who is of the view that the isolation created by social media is as much as the inherent networking opportunities. According to Sugars (2012), social media pages like Facebook are interactive databases of customers for a business. 
The role of social media in Nigeria is a subject that may seem insignificant when considered from the standpoint of absolute statistics based on the country. However, a comparative analysis will reveal that the Nigerian social media is a great community with impact that cannot be easily dismissed. As at 2014, Nigeria’s population of 170 million had internet penetration of about 28 percent, compromising mostly urban elites (Valenzuela et al., 2014). This percentage may seem small when considered absolutely. However, their are more than 11 million Nigerians on Facebook as at 2014 and the Nigerian Twitter community represented the largest of such group in sub- Saharan Africa and the third largest African country on Twitter respectively (Valenzuela et al., 2014). 
Social media is now very popular in Nigeria and is increasingly getting integrated into every aspect of the everyday life of the average Nigerian to the point that non-users are seen as old-fashioned and cranky (Ndubueze, 2016). Facebook and Twitter experienced some of their fastest growth in new users from Nigeria in the last decade (Kew and Kwaja, 2018). The number of internet users in Nigeria is now estimated to be 99.05 million with projections that will see the figure grow to 131.7 million in 2023; internet penetration which is now at 46.6 percent of the population is also estimated to grow to 65.2 percent in 2025 (Statista, 2020a).
WhatsApp (94%) has been reported to be the most popular social media in Nigeria as at the third quarter of 2019, followed by Facebook (87%), YouTube (76%), Instagram (67%), and Twitter (50%) (Statista, 2019). A study of Nigerian online users by Komodromos, Papaioannou and Adamu (2018), found that many Nigerians have accepted the culture of e-shopping through social media especially on Twitter and Facebook. However, the study concluded that this propensity is hampered by poor access to online technologies, low computing skills and some other socio-economic factors. 
In spite of these challenges that are limiting the role of social media on ecommerce in Nigeria, the opportunities that the current state offers are still huge, especially for sole traders and non-established entrepreneurs. Social media helps struggling entrepreneurs to compete with big established and traditional players in the commercial sector of Nigeria. The study by Olanrewaju et al. (2018) sought to establish the influence of social media on the motivation and marketing strategies of entrepreneurs in a developing country using Nigeria as a case study. The study concluded that social media helps entrepreneurs to establish opportunity-driven businesses, which can be high performing with little resources such that they are able to compete with established businesses.
The influence of social capital in the Nigerian social media is very strong. The ecology of social media in Nigeria gives tremendous influence and authority to trendsetters, digital influencers and everyday users with large and active followings than established traditional mass media (Kwon and Sung, 2011). An experiential explanation for this is because the Nigerian economy is strongly driven by entertainment (Akinola, 2018) with a strong fan base and celebrities who form a majority of the influencers. The concept of influencer on social media, also known as micro-celebrity, brand ambassador or opinion leader, has been defined as ‘a person or personality who has the ability to influence in a certain public’ through their ‘opinion on some brand, product, service or event’ (Morales, 2017). As a result, the influence of these trendsetters can be so much that it is sometimes better to place adverts using social media influencers than using traditional media. Generally speaking, the concept of social media influencer has gotten little attention in academic literature given by the few references on the subject. This is understandably so because the concept is relatively new (Giles and Edwards, 2018). In a study that asserted the impact of these social media influencers on consumers, Olaojo (2020) stated that they have defied the gate-keeping nature of social media in Nigeria and emerged as influential members of the online community such that they can sway consumers.
[bookmark: _Toc198120695]2.1.2	Instagram
Instagram is a popular social media site that was designed with photos and videos in mind. It was founded in 2010 by Stanford graduates Kevin Systrom and Mike Krieger and then later acquired by Facebook in 2012 (Messner, Medina-Messner and Guidry, 2016; Setili and Goldsmith, 2018). Instagram is adjudged to deliver higher rates of business engagement compared to what is obtainable on both Facebook and Twitter combined with users that are mostly shoppers; a survey reported that about 72 percent of Instagram users said they made a purchase decision related to clothes, accessories, hair and jewellery after seeing something on Instagram (Miller, 2020) and other consumer studies acknowledge that Instagram is an important online platform for ecommerce (Rahman et al., Siddiqui and Singh, 2016). There are many factors that could explain this tendency of Instagram. The photographic nature of Instagram makes it a different platform compared to Facebook and Twitter. Based on experience, advertising on Instagram has been adjudged more entertaining compared to other social media platforms (Voorveld et al., 2018). 
According to Giles and Edwards (2018), it offers the opportunity for a different kind of micro celebrity compared to Twitter and other text-based social media platforms. Moreover, Instagram is more images driven than Facebook. According to Frison and Eggermont (2017), Instagram posting and liking refer only to posts containing videos and images, having prime focus on images and videos while Facebook posting and liking can also refer to status updates and not just images and videos.
Instagram currently offers a number of features which include followers, photo uploads, cameras, photo effects, photo titles, photo label, competition, publications of activities, organisation publishing, geotagging, social networking, like signs, popular, Instagram rules, photo tagging with flags etc. (Rosanensi et al., 2018). The concept of followers on Instagram is the same as that of Twitter and Facebook. Following is not necessarily a two-way relationship and users can decide to limit their posts to only be accessible to their followers (Masur, 2018). The number of following is seen as a reflection of social capital of an individual or organisation (Singh and Srivastava, 2019). Footballer Christiano Ronaldo currently has the highest number of followers on Instagram with more than 238 million followers (Statista, 2020c). This number is also the highest not only for Instagram but for all social media sites. A picture is generally said to be more than a thousand words; this may explain why Instagram has the account with the highest following of any social media platform. Instagram has the potential to ameliorate loneliness which seems to be prevalent among young adults due to the intimacy that image-based social platforms offer (Pittman and Reich, 2016).
Instagram competition is a marketing strategy that has great potentials when used effectively. There are basically three methods used for Instagram competition (Cook, 2019). The simplest method of competition involves liking or commenting on a post to enter as an entry. The organizer will simply explain the details of the competition including the prize and how the winner will be selected based on either a like or a comment. This competition is a like or comment to enter competition. The second method of competition may take several forms, all of which involve user-generated content. Generally, users will post their content using a particular hash-tag which may mention a brand name. The organizer will then choose a winner from the best by themselves, or ask their followers to vote for the winner through likes or comments. The entry with the highest number of likes or comments is usually selected as the winner. The third method of Instagram competition is email-gated competitions. This is essentially a data-capture competition that asks interested participants to submit their email addresses. Due to the significant barrier to entry, the price is usually worth winning.
[bookmark: _Toc198120696]2.1.3	Features of Instagram
Instagram is a visually-oriented social media platform designed for content creation, sharing, and interaction. It offers a variety of features that cater to both casual users and professional marketers. The platform's tools and functionalities are structured to promote engagement, personalization, and brand interaction.
1. Posts (News Feed)
Instagram’s primary feature is the ability to upload images and videos that appear in a user’s profile and followers’ news feeds. Posts can be accompanied by captions, hashtags, location tags, and can be liked, shared, or commented on. This static content serves as a digital portfolio for users and brands (Hu, Manikonda, & Kambhampati, 2014). The permanence of these posts contributes to identity formation and long-term visibility.
2. Instagram Stories
Instagram Stories allow users to post photos and short videos that disappear after 24 hours. Users can enhance these with stickers, polls, GIFs, music, and location tags. Introduced in 2016, this feature encourages frequent posting and spontaneous content creation, aligning with real-time communication preferences (Leaver, Highfield, & Abidin, 2020). Stories are prominently placed at the top of the app, increasing visibility.
3. Instagram Reels
Launched in 2020, Reels is Instagram’s short-form video feature, allowing users to create up to 90-second videos often set to music or audio clips. Reels are designed for entertainment and viral content and are prominently featured on the Explore page. This feature capitalizes on the growing trend of short video consumption driven by TikTok (Omar & Dequan, 2020). Reels are instrumental for creators seeking reach and virality.
4. Instagram Live
Instagram Live enables users to broadcast video in real time to their followers. It allows immediate engagement through comments and reactions, and can now be saved to IGTV for later viewing. This feature is widely used for interactive events such as Q&A sessions, product launches, and live performances (Sheldon & Bryant, 2016).
5. Explore Page
The Explore page is algorithm-driven and helps users discover new content based on their interests and engagement patterns. It plays a crucial role in content visibility and audience growth, especially for influencers and brands. Cotter (2019) noted that Instagram's algorithm prioritizes content that is engaging and visually appealing, reinforcing the platform's focus on aesthetics.
6. Direct Messaging (DMs)
DMs enable private communication between users, supporting text, voice messages, multimedia, and vanish mode. This feature promotes one-on-one interaction and is frequently used for business inquiries, collaborations, and casual chat. According to Zhou et al. (2021), DMs help create more intimate, meaningful connections between users beyond public engagement.
7. Instagram Shopping
Instagram has evolved into a major e-commerce platform through its Shopping feature. Businesses can tag products in posts, reels, and stories, allowing users to explore product details and make purchases directly. This integration shortens the customer journey from discovery to purchase (Lee, 2021). It is particularly popular among fashion, beauty, and lifestyle brands.

8. Hashtags and Geotags
Hashtags (#) allow content to be grouped under specific topics, while geotags associate content with physical locations. These tools enhance discoverability and help users reach a broader audience. Hashtag strategy is critical for digital marketing on Instagram (Alhabash & Ma, 2017).
9. Highlights
Story Highlights allow users to save selected Stories on their profile beyond the 24-hour limit. These are often used to display permanent content categories such as testimonials, tutorials, FAQs, or product showcases. Highlights improve profile aesthetics and content organization (Leaver et al., 2020).
10. Filters and Editing Tools
Instagram provides a wide range of filters and editing tools to enhance photos and videos. Users can adjust brightness, contrast, saturation, structure, and more. These tools contribute to Instagram's visual appeal and the aesthetic-driven culture of the platform (Hu et al., 2014).
11. Saved and Archived Posts
Users can bookmark posts into private collections for future reference. They can also archive their own posts to hide them from the public view without deleting them. These features give users more control over their content and its visibility (Sheldon & Bryant, 2016).
12. Collaboration and Tagging
Instagram allows users to tag others in posts and stories or collaborate on shared posts. The collaboration feature (launched in 2021) enables two users to co-author a post, sharing visibility, likes, and comments. This feature enhances networking and is highly beneficial for influencer marketing and cross-promotion (Cotter, 2019).
13. Algorithm and Personalized Feeds
Instagram’s algorithm prioritizes content based on user interaction, such as likes, comments, time spent, and profile visits. The algorithm determines what appears in the feed and Explore page, making it a powerful tool in shaping content visibility and user experience (Cotter, 2019).
[bookmark: _Toc198120697]2.1.4	Uses of Instagram
1. Personal Expression and Identity Formation
Instagram serves as a digital space for users to express themselves and form their social identities. Through curated posts, Stories, and bios, individuals present aspects of their personality, beliefs, lifestyle, and creativity to others. This visual storytelling format allows users to construct and maintain a desired image or identity online. For example, a student might post travel photos to portray themselves as adventurous, or use quotes and aesthetic visuals to project intellectual or emotional depth. According to Hu, Manikonda, and Kambhampati (2014), Instagram users often make deliberate choices in content curation to manage impressions and reflect their personal brand. This makes the platform a powerful tool for digital self-presentation and identity experimentation.
2. Social Interaction and Networking
Instagram facilitates interpersonal communication and community building. Users can like, comment, share, tag friends, and use direct messaging (DM) to engage with others. It helps maintain relationships with friends and family, while also enabling interactions with public figures, content creators, and global communities. Hashtags and Explore features help users discover people with similar interests, fostering niche communities. Instagram Live and collaborative posts further promote real-time engagement. Sheldon and Bryant (2016) highlight that many users rely on Instagram not just for entertainment, but for building a sense of social connection and emotional satisfaction. The platform functions as both a social network and a virtual meeting point.
3. Marketing and Brand Promotion
Instagram is a major hub for digital marketing, offering brands a platform to promote products, services, and brand values visually. With over a billion users globally, businesses use Instagram to reach their target audience through paid ads, organic content, influencer partnerships, and interactive features such as Reels and Stories. Instagram Shopping allows users to browse and buy products directly within the app, streamlining the consumer journey. For instance, fashion brands showcase product collections with swipe-up links, and beauty brands partner with influencers to review products. According to Lee (2021), Instagram's e-commerce integration and visual-first approach make it especially effective for product-based marketing and brand loyalty.
4. News and Information Dissemination
Beyond entertainment and marketing, Instagram has emerged as a tool for spreading news and information. Many media houses, journalists, and public figures use Instagram to share updates, infographics, breaking news, and educational content. The visual format allows for creative storytelling, which is particularly effective for younger audiences who consume news through social media rather than traditional outlets. Activists and advocacy groups also use Instagram to mobilize support, raise awareness on issues such as climate change, gender rights, and political reform. According to Alhabash and Ma (2017), social media platforms like Instagram serve both informational and participatory functions, bridging the gap between the public and global events.
5. Entertainment and Leisure
One of the most popular uses of Instagram is entertainment. Users scroll through their feeds, watch funny Reels, view lifestyle content, and follow trends or celebrities. The platform's content diversity—ranging from memes and music clips to fitness routines and cooking tutorials—caters to a wide array of interests. Instagram Reels, in particular, have become a source of short-form, bite-sized entertainment similar to TikTok. Users can spend hours exploring content curated by the algorithm based on past preferences. As noted by Omar and Dequan (2020), entertainment and escapism are significant drivers of user engagement on platforms like Instagram.
6. Education and Skill Sharing
Instagram is increasingly being used as a tool for informal learning and knowledge exchange. Educators, professionals, and content creators use the platform to share tips, tutorials, motivational content, and how-to videos. Topics range from financial literacy and academic guidance to mental health, coding, and language learning. The visual and concise nature of Instagram posts and carousels makes information digestible and appealing, especially for younger users. Educational influencers often use creative storytelling and design to simplify complex subjects. This shift aligns with the idea of social media as a space for lifelong learning and digital pedagogy (Leaver, Highfield, & Abidin, 2020).
7. Influence and Activism
Instagram is a powerful platform for influence and social activism. Influencers use the platform to shape public opinion, spread messages, and mobilize followers for social causes. Hashtag campaigns, fundraising through Stories, and awareness posts have played central roles in movements like #EndSARS in Nigeria, #BlackLivesMatter in the US, and climate justice activism globally. Visual content such as protest images, posters, and testimonial videos can go viral, amplifying the reach of campaigns. Cotter (2019) asserts that the performative and viral nature of Instagram makes it effective for activism, though it also raises questions about authenticity and digital tokenism.
[bookmark: _Toc198120698]2.1.5	Instagram and Consumer Product
Instagram has become a powerful tool in the marketing and promotion of consumer products, playing a crucial role in shaping how people discover, evaluate, and purchase goods. As a highly visual social media platform, Instagram allows brands to present their products in aesthetically pleasing formats that capture attention and evoke emotional responses. Whether through high-quality images, engaging videos, or curated lifestyle posts, brands utilize Instagram to show how their products fit into everyday life, making them more relatable and desirable to consumers. The visual nature of the platform enhances product appeal and influences consumer perception, often leading to increased interest and purchasing decisions (Lee, 2021).
A significant contributor to Instagram’s impact on consumer products is influencer marketing. Influencers users with large followings and perceived credibility—collaborate with brands to promote products in authentic and often entertaining ways. Their endorsements help bridge the gap between traditional advertising and peer recommendations, which are considered more trustworthy, especially by younger audiences. Abidin (2016) notes that influencers are effective in shaping consumer attitudes, as their personal experiences and storytelling create a sense of relatability and trust. When consumers see someone they admire using a product, they are more likely to consider it for themselves.
Moreover, Instagram has integrated e-commerce tools directly into its platform through features like Instagram Shopping. This allows users to view product details, prices, and links to purchase pages without leaving the app. This seamless transition from product discovery to purchase has significantly boosted impulse buying and made Instagram a central hub for digital commerce. As noted by Statista (2023), a large percentage of users now discover new products on Instagram, and many report making purchase decisions based on the content they encounter there.
The rise of Reels and Stories has further expanded opportunities for product marketing. These short-form videos are used for demonstrations, tutorials, and testimonials that show the product in action. Such formats are not only entertaining but also informative, providing consumers with a deeper understanding of the product’s value. Sharma (2022) argues that dynamic video content leads to higher engagement rates and stronger consumer interest, particularly when paired with trending audio or visual effects.
Another key aspect of Instagram’s influence on consumer products is user-generated content (UGC). When customers share their own photos or reviews of products, it serves as free advertising and adds a layer of authenticity that traditional marketing cannot always achieve. Brands often repost this content to their own profiles, creating a community-driven marketing approach that encourages loyalty and trust. Gretzel (2021) highlights that UGC strengthens brand-consumer relationships and contributes to a sense of belonging among customers.
Lastly, Instagram’s advanced advertising system, powered by Meta’s analytics, allows businesses to create targeted campaigns based on user behavior, demographics, and interests. This precision targeting ensures that product promotions reach the right audience, thereby improving conversion rates and return on investment. Through detailed insights and engagement metrics, brands can continuously refine their strategies to meet consumer needs and preferences (Dehghani et al., 2016).
[bookmark: _Toc198120699]2.1.6	Consumer Behavior and Online Services Value
In an attempt to consolidate the diverse definitions, Woodruff (1997, p. 142) proposed: Customer value is a customer's perceived preference for and evaluation of those product attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer's goals and purposes in use situations''. Although the multiple contexts, tasks and criteria in Woodruff's definition reflect the richness and complexity of the concept, they impede its translation into a measurable operational definition (Parasuraman, 1997)
The four consumer buying behaviors include:
i. Brand-focus
ii. Price-sensitive
iii. Feature-savvy
iv. Advice-led
Most consumers will adopt all of these buying behaviors, but to varying degrees, behaving in different ways according to the type of product they are purchasing and the purchase situation. However each buying behavior group has different triggers in terms of information, support and persuasion. Brand-focused Marketing communications across the differing buying behavior groups vary enormously. For the brand-focused group, traditional advertising, such as posters, press and TV, will continue to play a part and a key message will be emotional reassurance that they are buying the ‘right’ brand. The brand should be dominant in all communications, but especially when presenting the brand in nontraditional media such as the internet.
Brand-focused:
Marketing communications across the differing buying behavior groups vary enormously. For the brand-focused group, traditional advertising, such as posters, press and TV, will continue to play a part and a key message will be emotional reassurance that they are buying the ‘right’ brand. The brand should be dominant in all communications, but especially when presenting the brand in nontraditional media such as the internet. 
Brand-focused consumers respond to strongly-branded consumer offers and merchandise via the post – good news for the direct marketing industry. But this group requires constant reassurance and the dissemination of information will be particularly vital should the sector undergo rapid change or suffer some crisis. Maintaining brand trust is critical to this behavior group.
Price-sensitive:
Price-sensitive consumers need to experience value for money at every stage of the buying process. Marketers should build and maintain everyday low-price brand perceptions, and advertising should play a key part in this. Direct communications should be simple, appear inexpensive and emphasize special offers, money-back deals and price comparisons with competitive brands. And if you want to drive this traditionally less new media savvy behavior group on to the internet, demonstrate the low prices they can expect to find there. Everybody loves a bargain but none more so than this group. Communications must highlight value, and news of special prices or invitations to events such as special sales evenings will work well.
Feature-savvy: 
Feature-savvy consumers are information-hungry and will respond to direct marketing that offers product information such as comparisons with competitors and independent product reviews. Internet sites are ideal for presenting this information. Independent editorial will carry greater weight than paid-for advertising, so effective public relations will pay dividends. Call centre personnel must be highly trained and knowledgeable about the brand they are representing. They should be able to answer complex questions and provide comparative details. Brand is least important to these consumers.
Advice-led:
Personal interaction is key to influencing the buying behavior of advice-led consumers. Testimonials, access to online chat rooms and online shopping guides will also play their part. Word of mouth will be the best reference, and in this respect, telephone operators will need to be both authoritative and reassuring at the same time. Reassurance can also be conveyed through money back guarantees and returns policies, and can help to overcome post-purchase dissonance. It is widely anticipated that these buying behaviors can be applied in different markets, although to varying degrees, and the communications applied ‘tweaked’ accordingly.
[bookmark: _Toc198120700]2.1.7	Influence of Instagram on Young Consumer Purchasing Intention
Instagram is widely used. Maybe not all, but a sizable portion of the population does. One billion people use Instagram per month, according to estimates, with 71% of those under the age of 35. We can deduct from this that Instagram is used by a large number of people, the majority of whom are young. Young people have a lot of influence because they watch what other people do, and a lot of what they see on Instagram. This isn't necessarily a bad thing, but when the information being shared isn't accurate, things get a little messy. In a short period of time, Instagram has established itself as a critical marketing tool for brands and retailers. 
In 2020, Instagram users spent an average of 30 minutes a day on the website, with 81 percent of those users using Instagram to conduct product and service research (Christina Newberry, 2021). Consumers like to be sold to in short, high-visual-value messages. Instagram allows you to do just that. Instagram is a fantastic tool for brands to communicate short, snappy messages to their target market's followers in the form of photos (Sprung, 2013). To fully comprehend how someone uses and perceives a social networking site such as Instagram, one must first comprehend how they use and perceive it.
[bookmark: _Toc198120701]2.1.8	Instagram as a Marketing Tool among Youth
Instagram is rated as the best social media for fashion companies among the youth. With its digital photo filters technology and unique, innovative design, it is no surprise that it is the number one photo-sharing app on both Android and Apple devices. These feats in this attractive app make it rather unique for showing and sharing moments in the daily lives of its users. It has been downloaded for 1.843 billion times. Instagram has a very high user engagement rate than its contemporary social network rivals Facebook and Twitter. According to the report, a staggering 93% of distinguished brands have a solid presence on Instagram and include it extensively in their marketing strategies. 
The core functionality of Instagram – photo and video sharing helps their goal of connecting companies to their respective audiences. It also contains a feature for communicating with customers, redirection to respective sites of companies using one-click and multiple ad positions. These tools not only constitute the application itself but the lifestyle of the user, as said by. The term Instagramism‘ was getting more and more voguish and was first coined by. Instagram is app-only service and does not have separate website experience (They have a website, but its only login accepting and switches to app layout more or less). Popularly speaking, the best feature that Instagram introduced for helping everyone and small businesses at the top of that was Instagram Director Instagram Messaging. It also has the feature of providing upload video length to 1 minute and one time, single, 10-photo post. This is a truly an assistive initiative for businesses.
[bookmark: _Toc198120702]2.2	THEORETICAL REVIEW
[bookmark: _Toc198120703]2.2.1	Uses and Gratification Theory
Katz, Blumler and Gurevitch pioneered the Uses and Gratification Theory in 1974. But according to McQuail (2010), the theory could be traced from the early 1940’s when researchers started investigating why people make use of a particular mass media and why they read newspapers daily, listen to radio, watch television or adopt one social media platform than others. Therefore, the theory emerged in response to the needs of explanation to why people use certain media and the benefit they get from them. Mass communication researchers are using the Uses & Gratification Theory to examine, explain, and provide answers to why people use certain media and what benefits or gratifications they get after that. The basic assumption of this theory is that people use mass media for different reasons and seek to derive various gratifications (Gallion, 2010; Wimmer and Dominick, cited in Asemah, 2011). 
However, the emergence of social media technologies changes the way people use mass media as they differ in forms and context. Therefore, people who use social networks and other computer mediated communications are quite different from the mainstream media audiences who relied on specific media contents (Li, 2005). Social media audiences have the advantage and freedom to actively seek for information and many messages that are of interest and benefit to them. New media technologies did not only alter the way information is gathered and distributed but also changes the existing relationship between mass media and their audiences. Li (2005) stated that people use social media to satisfy their needs which include cognitive needs, affective needs, personal integrative needs, social integrative needs, tension release needs, and medium appeal needs. For this, social media become a fertile research field demonstrating the direct relevance of the U & G Theory and its participants (Matei, 2010).
In exploring the work of  Asemah (2011), Gallion (2010), Whiting and Williams (2013) on the uses and gratification of social  media, these scholars posits that social media are majorly used for interaction, advertisement, killing time, entertainment, seeking and sharing of information, socialization, self-expression, education, surveillance and communication.
Gratification Sought  and Gratification Obtained
Gratifications sought (GS) and gratifications obtained (GO) is one of the research issues dealing with U&G theory, and it is a contrast between what you were seeking from experience versus what you actually got from the experience  whether it was a satisfying experience or not. The personal motivations for media use suggest that the media offer gratifications which are expected by audiences. These gratifications can be thought of as experienced psychological effects which are valued by individuals. “GS” refers to the rewards people seek from media. “GO” refers to the rewards people receive from media.
In 1980, to investigate the relationship between GS and GO, Palmgreen et al. conducted a study of gratifications sought and obtained from the most popular television news programs. This study investigated the relationship between gratifications sought (GS) from television news and gratifications obtained (GO) from network evening news programs Each (GS) correlated moderately to strongly with its corresponding (GO) for the respondent's most-watched program. Correlations between each (GS) and non-corresponding (GO) were generally much lower. The findings indicate considerable promise for a sought versus obtained conceptualization of uses and gratifications.
In 1985, Palmgreen et al. conducted an investigation that provides support for a process model of uses and gratifications based upon an expectancy-value approach. Results of the study supported the hypothesis that gratifications obtained are strongly related to the beliefs about media attributes but are not related to evaluations of those attributes. Also, the belief X evaluation products are correlated with gratifications obtained. When controls were instituted for certain intervening variables posited by the model, the hypothesized reductions in various relationships occurred. The model has significant implications for media consumption processes.  Further, the results demonstrated that gratifications sought and obtained may be measured at the same level of abstraction, contrary to earlier speculation.
Instagram is an online micro-blogging platform that contains both mass-media functions and interpersonal communication options via sending messages, uploading pictures and video. Research has found a positive correlation between active times spent on Instagram and the gratification of a need for "an informal sense of camaraderie" connection with other users. Furthermore, the frequency of messages uploads and number of replies and public messages mediated the relationship between Instagram users. This helped increase both use and gratification of the media by satisfying the need for connection.
[bookmark: _Toc198120704]2.2.2	Diffusion of Innovation Theory
The Diffusion of Innovation (DOI) Theory, proposed by Everett Rogers in 1962, explains how new ideas, practices, technologies, or products spread through a population over time. It highlights the process by which an innovation is communicated within a social system through specific channels over a given period (Rogers, 2003). The theory is widely applied in various fields, including marketing, healthcare, and communication, to analyze and facilitate the adoption of innovations.
Rogers identified four key components influencing diffusion:
1. Innovation: The new idea, product, or practice that offers perceived value or improvement over existing alternatives.
2. Communication Channels: The means by which information about the innovation is shared, such as social media, advertisements, or interpersonal discussions.
3. Time: The duration it takes for individuals or groups to adopt the innovation.
4. Social System: The structure of individuals or organizations that interact and influence each other regarding adoption decisions.
DOI theory helps organizations strategize the introduction of new products, focusing on key adopter categories and communication methods to accelerate acceptance. For example, marketers often target early adopters to create a ripple effect in the diffusion process.
This theory is highly relevant to understanding the influence of Instagram in promoting consumer products among Nigerian students, particularly Kwara State Polytechnic students. Instagram, as a social media platform, provides an innovative medium for marketers to reach a young, tech-savvy audience, and its adoption among students mirrors the key principles of diffusion of innovation.
First, Instagram fits into the theory's stages of adoption: innovators, early adopters, early majority, late majority, and laggards. Most students in Nigerian tertiary institutions belong to the early adopters and early majority categories due to their quick adaptation to new social media trends. Their active presence on Instagram makes them ideal targets for product promotions, as they influence the adoption of these products within their peer networks.
Additionally, Instagram's features—such as visual content, influencer marketing, and interactive tools like polls and reels—enhance the observability and compatibility of promoted products. According to Rogers, these factors significantly impact the rate of adoption of innovations. The visually engaging nature of Instagram ads helps students perceive the value of consumer products more vividly, leading to higher engagement and eventual purchase decisions.
Moreover, the role of opinion leaders, a critical component of the diffusion of innovation theory, is evident in Instagram influencers. Nigerian student influencers often act as trendsetters, amplifying the reach of promotional campaigns. As peers trust their recommendations, the diffusion process is accelerated.
[bookmark: _Toc198120705]2.1.3	Elaboration Likelihood Theory
The Elaboration Likelihood Model (ELM) is a psychological theory of persuasion that explains the different ways individuals process persuasive messages and how attitude change occurs. Developed by Richard E. Petty and John Cacioppo in the 1980s, ELM identifies two primary routes to persuasion: the central route and the peripheral route. These routes differ significantly in the level of cognitive effort or elaboration the individual applies to a persuasive message. The model emphasizes that the route taken depends on the individual’s motivation and ability to process the message, ultimately shaping how attitudes are formed or changed (Petty & Cacioppo, 1986).
The central route to persuasion occurs when individuals are highly motivated to process a message, often because the topic is personally relevant or important to them. In this case, people engage in careful consideration of the arguments, evidence, and logic presented in the message. They critically evaluate the content, and if they find the arguments strong and compelling, they are likely to form a lasting attitude change. However, if the arguments are weak or unconvincing, attitude change is minimal or absent. For instance, a student who is looking to buy a laptop might engage deeply with product reviews, technical specifications, and comparisons of different models to make an informed decision, demonstrating central route processing (Petty & Cacioppo, 1986).
In contrast, the peripheral route to persuasion involves low motivation and minimal cognitive effort. When individuals process a message peripherally, they are influenced by superficial cues, such as the attractiveness or credibility of the source, the number of arguments presented, or emotional appeals, rather than by the strength of the arguments themselves. This type of processing is typically employed when the individual is less involved with the topic or lacks the ability to critically evaluate the content. For example, if the same student is persuaded to buy a laptop simply because a well-known influencer endorses it on Instagram, they are processing the message peripherally, without giving much thought to the actual features or specifications of the product (Cacioppo & Petty, 1989).
The Elaboration Likelihood Model (ELM) is highly relevant to a study on the influence of Instagram in promoting consumer products among Nigerian students, as it offers a framework for understanding how individuals process persuasive messages on the platform. In the context of Instagram, Nigerian students, like any other social media users, are exposed to different types of content, including influencer endorsements, product advertisements, and peer recommendations. The ELM helps to explain how these forms of content may affect the students' attitudes toward consumer products depending on how they process the information.
Firstly, when Nigerian students are highly engaged with Instagram content, such as reading detailed reviews or watching educational videos about a product, they are likely to engage in central route processing. According to ELM, this means that students who are motivated and able to carefully evaluate the arguments and information provided about a product (for example, its features, benefits, and reviews) will form more durable attitudes toward the product. This would lead to a more informed, lasting decision about purchasing or recommending the product.
On the other hand, many students may process Instagram content peripherally, especially when they encounter posts that involve celebrity endorsements or appealing images. In this case, the peripheral route to persuasion comes into play, where the persuasive influence stems more from the attractiveness, credibility, or popularity of the influencer rather than the substantive content of the message itself. As per the ELM, such decisions might be temporary or less stable, as the attitude change is based on superficial cues rather than a thorough evaluation of the product.
[bookmark: _Toc198120706]2.3	EMPIRICAL REVIEW
A study by Alalade et al. (2021) examined the role of Instagram advertising on purchase decisions among students in Lagos. The research revealed that visually appealing content, such as high-quality images and videos, strongly influenced students' buying behaviors. Features like interactive stories and reels provided an immersive shopping experience. The study concluded that Instagram's visual nature and interactive features make it an effective platform for consumer product promotion.
Olowokere and Ajibade (2022) explored the effect of Instagram influencers on brand perception among undergraduates at the University of Ibadan. The study found that students were more likely to trust and purchase products endorsed by influencers they followed. Factors such as influencer credibility, content relatability, and engagement levels were critical in shaping brand perception. The research emphasized that leveraging influencers is a key strategy for promoting consumer products on Instagram.
Adebayo and Fatima (2023) investigated how Instagram creates awareness for local brands among students in Northern Nigeria. The study highlighted that Instagram's algorithmic reach and hashtags allowed local brands to target student demographics effectively. The findings revealed that campaigns featuring giveaways and user-generated content had a higher impact in fostering engagement and brand awareness. The study underscored the platform's potential in promoting products, especially when integrated with culturally relevant content.
In a study on the pattern of Facebook utilisation, Oyero & Jegede (2011) concluded that most of the youths spend their time on Facebook, thus drawing attention to the role Facebook plays in the lives of young people and the consequent influence. They concluded that Facebook has become indispensable to the cultural lives of youths and thus has the potential of bringing about significant change in things that concerns them. One of the issues to decide is whether to make a purchasing decision based on advertisements placed in social media or not. 
However, Otugo, Uzuegbunam & Obikeze (2015) in their survey on youth’s awareness of advertisements on Facebook found mixed reactions. They found that many of the youths had encountered advertisements on Facebook and can name some of the brands they encountered. The study found that the youths might be experiencing what they referred to as “attention challenges” in their consistent use of Facebook. Despite the admittance of 82.9 percent of the respondents that the advertisements were easily noticeable to them, 61 percent still claimed they did not always deliberately view the advertisements on Facebook, in spite of the high use of Facebook by advertisers. Although they agreed that social media advertisements are good, a significant percentage (47.7%) said they are not fans of any brand or company on the social media platform.



[bookmark: _Toc168053037][bookmark: _Toc198120707]CHAPTER THREE
[bookmark: _Toc168053038][bookmark: _Toc198120708]RESEARCH METHODOLOGY
[bookmark: _Toc168053039][bookmark: _Toc198120709]3.1	Introduction
This  chapter  explained  the  various  means  and  procedures  employed  in  the  process  of  data  and information  gathering.  The  study  was  carried -out  following  some  logical  steps  that  facilitated  the  achievement  of  the  research  goals  and  also explained  the  methods  of  study  employed  in  this  research  work.  Furthermore,  the  planned,  structure  and  strategy  of  investigation  used  to  obtain  answer  to  the  research  questions were organized under the following headings: Research  design,  Target  population,  Sample  and  sampling  technique,  Instrumentation,  Validity and reliability, Sources of data, Method of analysis. 
[bookmark: _Toc168053040][bookmark: _Toc198120710]3.2	Research Design
According to Cooper and Schindler (2006), research design is the strategy for study and the plan by which the strategy is to be carried out specifying the methods and the procedure for the data collection, measurement, and analysis of data. The selection certain research design in a given study should be based upon the problem of interest, resources available, the skills and training of the researcher, and the audience for the research. (Tashakkori & Creswell, 2007). 
[bookmark: _GoBack] The approach adopted in the execution of this study was survey design.  Check & Schutt, (2012, p. 160) stated that survey research design is a methodological approach used to collect data from a sample of individuals or groups to gain insights into their opinions, attitudes, behaviors, or characteristics. The researcher chooses survey design method, because it is a type of design where a group of people are studied by collecting information from them. More so, this type of design specifies how the researchers’ data were collected and analyzed. Therefore, the study design uses data collection instrument like questionnaire. So the researcher adopted it in other to assist her collect her primary data.
[bookmark: _Toc168053041][bookmark: _Toc198120711]3.2	Population of the Study
According to Oloyede & Adejare (2012), “population can be referred to as living or non-living things; it may be people, animals or things that the study is essentially carried out to investigate”. Mugenda and Mugenda (2013), explained that the target population should have some observable characteristics to which the researcher intend to make a sweeping statement about the study results. The definition clarifies issues about the sample of the investigation is not homogeneous.
The population of this study covers students in Kwara State Polytechnic, Ilorin. According to the Management Information System (MIS: 2023) in the institution, the population of students in Kwara State Polytechnic, Ilorin is approximately 45,000. The institution has five institutes (Institute of Information and Communication Tecnology: [IICT], Institute of Finance and Management Studies: [IFMS], Institute of Applied Sciences: [IAS], Institute of Environmental Studies: [IES], Institute of Technology: [IOT]) and over thirty-three (33) departments.
[bookmark: _Toc168053042][bookmark: _Toc198120712]3.3	Sample Size and Sampling Technique
Sample is a section or part of an entire population of people or things which are studied to obtain information about the research variables. It implies a proportion which was taken as a representative of the whole population and which conclusions are made on them based on the data which they give and was taken to be peculiar to all members of the whole population (Maduene, 2010). 
Krejcie and Morgan (1970) sample size table was used to arrive at the sample size of this research work. The formula S = X2NP (1-P)/ d2 (N-1) + X2P (1-P)
S = required sample size 
X 2 = the table value of chi-square for one degree of freedom at the desired confidence level 
N = the population size 
P = the population proportion (assumed to be .50 since this would provide the maximum sample size).
d = the degree of accuracy expressed as a proportion (.05) 
Using the above formula, the sample size of this study is 100.
According to Mugenda and Mugenda (2003), sampling is the process of selecting a few cases in order to provide information that can be used to make judgment about a much larger number of cases. This simply means that while sample is the number of respondents that will be selected to represent the entire population of study, sampling simply refers to the selection process (Denscombe, 2003).
This study employed multi-stage sampling technique in a bid to ensure that selection of the respondents is done effectively. Multistage sampling is a sampling method that divides the population into groups (or clusters) for conducting research (Mill 2014). It is a complex form of cluster sampling, sometimes, also known as multistage cluster sampling. During this sampling method, significant clusters of the selected people were splitted into sub-groups at various stages to make it simpler for primary data collection.
 At stage one, systematic sampling technique was used to select three (3) institutes from the list of five (5) institutes in Kwara State Polytechnic. Hence, Institute of Information and Communication Technology, Institute of Finance and Management Studies and institute of Applied Sciences were selected. At stage two, simple random sampling technique was used to select two (2) departments from each of the three selected institutes in Kwara State Polytechnic.  At stage three, convenient sampling technique was used to select respondents from each of the two selected departments in the three institutes.
In the Institute of Information of Communication Technology (IICT), Mass Communication Department and Computer Science department were selected. 20 respondents were sampled in each of the departments. 
In the Institute of Finance and Management Studies (IFMS), Marketing department and Public Administration department were selected. 20 respondents were sampled in each of the departments. 
In the Institute of Applied Sciences (IAS), Science Laboratory Technology department and Hospitality department were selected. 10 respondents were sampled in each of the departments.
[bookmark: _Toc168053043][bookmark: _Toc198120713]3.4	Research Instrument
A Research Instrument is a tool used to collect, measure, and analyze data related to a researcher’s interests. Questionnaire was adopted as instrument for data collection in this study. Saul Mcleod [2015] defined questionnaire as a research instrument consisting of a series of questions for the purpose of gathering information from respondents. The questionnaire was divided into three (3) parts. Part A conceptualized on introduction and familiarity of respondents to the topic understudy, part B contains items designed to obtain data on the research topic while part C sought the demographic profile of the respondents. 
[bookmark: _Toc168053044][bookmark: _Toc198120714]3.5	Validity and Reliability of the Instrument
A study is reliable when repeated measurement of the same material results in similar decision or conclusion, winner and Dominick (2013:156). To ascertain the validity of the instrument, expert validity was employed. Hence, the researcher’s supervisor who is a communication expert, scrutinized the instrument to ensure validity and credibility of data. In this way the questionnaire was tested for coherence, ability to elicit responses comprehensibly and consistently
Pilot study was conducted in ascertaining the reliability of the instrument.  A pre-test of 10 copies of the questionnaire was administered to respondents in a place outside the study area but has equal characteristics with the study area. Data collected were analyzed using the ChronbachApha. 
[bookmark: _Toc168053045][bookmark: _Toc198120715]3.6	Method of Administration of the Research Instrument 
Method of administration of instrument data collection are techniques and procedures used to gather information for research purposes. These methods can range from simple self-reported surveys to more complex experiments and can involve either quantitative or qualitative approaches to data gathering (Creswell J. W., 2013). 
In this study, the research instrument (questionnaire) was administered online via google form machine. This was undertaken by the researcher for proper monitoring and recovery. 
[bookmark: _Toc168053046][bookmark: _Toc198120716]3.7	Method of Data Analysis
Data Analysis is the process of systematically applying statistical and/or logical techniques to describe and illustrate, condense and recap, and evaluate data. In terms of quantitative research approach, the data analysis method also follows a quantified approach whereby raw numeric data is statistically analyzed for making sense of the data and its comprehension unlike in research, which follows a qualitative research approach. 
This study employed qualitative research approach. This type of research usually involves interpretation. The data collected in this study were analyzed descriptively. This involve using a table chart, frequency and percentage as unit of measurement to evaluate respondents’ responses.


[bookmark: _Toc198120717]CHAPTER FOUR
[bookmark: _Toc198120718]DATA PRESENTATION, ANALYSIS AND DISCUSSION
[bookmark: _Toc198120719]4.0	INTRODUCTION
This chapter is based on the presentation of data and analysis of the result obtained from respondents during field survey. Questionnaire on the topic “influence of Instagram in promoting consumer products among Nigerian students” were administered 100 students of Kwara State Polytechnic, Ilorin via online through the instrumentation of google form (e-questionnaire). The data obtained in the field survey were thus presented and analyzed in this chapter using chi-square (x2) method.
Summary of Data Analysis
	Sample
Size
	Administered Questionnaire
	Returned Questionnaire
	Missing Questionnaire
	Analyzed Questionnaire

	100
	100
	100
	0
	100



[bookmark: _Toc198120720]4.1	ANALYSIS OF RESPONDENTS’ DEMOGRAPHIC PROFILE
Table 1: Gender of Respondents
	Options
	Frequency
	Percentage (%)

	Male
	51
	51%

	Female
	49
	49%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 51 respondents equivalent to 51% of the total sampled respondents are males while 49 other respondents equivalent 49% of the overall sampled respondents are females. This data shows that this study is not gender biased since data were collected from both genders at maximal proportion.
Table 2: Age of Respondents
	Options
	Frequency
	Percentage (%)

	18-25
	48
	48%

	26-35
	40
	40%

	36-50
	10
	10%

	51 or above
	2
	2%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 48 respondents equivalent to 48% of the overall sampled respondents are between the ages of 18-25 years. 40 respondents representing 40% of the sampled respondents are within the age range of 26-35 years. 10 respondents being 10% of the sampled respondents are between the age range of 36-50 years while 2% representing 2 respondents are 51 years or above. This data shows that the age range of respondents that mainly participated in the field survey spans from age 18 to 35 years covering the major demographic section needed for this study.
Table 3: Marital Status of Respondents
	Options
	Frequency
	Percentage (%)

	Single
	71
	71%

	Married
	29
	29%

	Others
	0
	0%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 71 respondents equivalent to 71% of the overall sampled respondents are single while 29 other respondents representing 29% of the overall sampled respondents are married. By implication, no respondent with either complication marital status or divorce participated during the field survey. Hence, majority of respondents captured during the field survey are still single.
Table 4: Academic Level of Respondents
	Options
	Frequency
	Percentage (%)

	ND I
	7
	7%

	ND II
	18
	18%

	HND I
	29
	29%

	HND II
	46
	46%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 7 respondents equivalent to 7% of the overall sampled respondents are in ND I level. 18 respondents representing 18% of the overall sampled respondents are in ND II. 29 respondents being 29% of the total sampled respondents are in HND I while 46 other respondents representing 46% of the overall sampled respondents are in HND II class. From this statistic, the field survey captured relevant respondents from all academic level in Kwara State Polytechnic. However, majority of the respondents are in Higher National Diploma level with those in HND II having the highest percentage of participation.
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Table 5: Do you depend on Instagram for buying consumer product?
	Options
	Frequency
	Percentage (%)

	Yes
	57
	57%

	No
	43
	43%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 57 respondents equivalent to 57% of the overall sampled respondents indicated that they depend of Instagram for buying consumer products while 43 respondents represent 43% of the total sampled respondents do not depend on Instagram for buying consumer product. This data indicates that majority of the respondents solely depend on Instagram for buying consumer products.
Table 6: Have you ordered/purchased a product on your Instagram handle?
	Options
	Frequency
	Percentage (%)

	Yes
	67
	67%

	No
	33
	33%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 67 respondents equivalent to 67% of the total respondents have ordered or purchased a product on their Instagram handles while 33 other respondents representing 33% of the total sampled respondents have never ordered or purchased any product through their Instagram handles. This data shows that majority of the respondents buy things using their Instagram handles.
Table 7: How often have you gotten a product online through Instagram advertising?
	Options
	Frequency
	Percentage (%)

	Very often
	28
	28%

	Often
	24
	24%

	Rarely
	39
	39%

	Not at all
	11
	11%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 28 respondents representing 28% of the overall sampled respondents buy product online through Instagram very often. 24 respondents equivalent to 24% of the total sampled respondents often buy products online through Instagram advertising. 39 respondents being 39% of the sampled respondents rarely buy product online as a result of Instagram advertising while 11 respondents representing 11% of the sampled respondents have never bought a product online as a result of Instagram advertising. In respect to this data, majority of the respondents who have bought products online did not buy them as a result of Instagram advertising. 
Table 8: Do you agree that Instagram has a significant impact in promoting consumer product among the youths?
	Options
	Frequency
	Percentage (%)

	Yes
	83
	83%

	No
	17
	17%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 83 respondents equivalent to 83% of the overall sampled respondents admitted that Instagram has a significant impact in promoting consumer product among the youths while 17 respondents representing 17% of the total respondents dissuaded the perception that Instagram has a significant impact in promoting consumer product among the youths. This data shows that most of the respondents believe that Instagram has a significant impact in promoting consumer product among the youths.

Table 9: Does Instagram advertising influence your decision on product?
	Options
	Frequency
	Percentage (%)

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 80 respondents representing 80% of the overall sampled respondents admitted that Instagram advertising influence their decision on product of choice while 20 other respondents, equivalent to 20% of the total respondents contrasted the idea that Instagram advertising influence their decision on product. This data shows that Instagram advertising does influence the choice of products and decision making of the majority of respondents.
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Table 10: Instagram networking has influenced buying decision among Nigerian youths
	Options
	Frequency
	Percentage (%)

	Strongly agree
	15
	15%

	Agree
	56
	56%

	Neutral
	8
	8%

	Disagree
	8
	8%

	Strongly disagree
	13
	13%

	Total`
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 15 respondents equivalent to 15% of the total respondents strongly agreed that Instagram networking influences the buying decision of Nigerian youths. 56 respondents representing 56% of the overall sampled respondent agreed with the statement. 8 respondents (8%) were neutral, 8 respondents (8%) also disagreed while 13 other respondents representing 13% of the total respondents strongly disagreed that Instagram networking influences the buying decision of Nigeria youths. This data shows that majority of the respondents believe that Instagram networking influence the buying decision of Nigerian youths.
Table 11: The scourge of cybercrime is discouraging consumers from engaging in Instagram buying experience
	Options
	Frequency
	Percentage (%)

	Strongly agree
	21
	21%

	Agree
	45
	45%

	Neutral
	3
	3%

	Disagree
	11
	11%

	Strongly disagree
	20
	20%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 21 respondents equivalent to 21% of the overall sampled respondents strongly agreed that the scourge of cybercrime is discouraging consumers from engaging in Instagram buying experience. 45 respondents representing 45% of the total respondents agreed with the statement. 3 respondents (3%) were neutral, 11 respondents (11%) disagreed while 20 other respondents representing 20% of the total respondents strongly disagreed with the statement. This data attests to the perception that the scourge of cybercrime is discouraging consumers from engaging in Instagram buying experience.
Table 12: Defunct security architecture in Nigeria poses a threat on online marketing and product delivery
	Options
	Frequency
	Percentage (%)

	Strongly agree
	23
	23%

	Agree
	47
	47%

	Neutral
	2
	2%

	Disagree
	12
	12%

	Strongly disagree
	16
	16%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 23 respondents, equivalent to 23% of the overall sampled respondents strongly agreed that defunct security architecture in Nigeria poses a threat on online marketing and product delivery. 47 respondents representing 47% of the total respondents agreed with the statement. 2 respondents (2%) were neutral 12 respondents (12%) disagreed while 16 other respondents representing 16% of the overall sampled respondents strongly disagreed with the statement. This data thus indicates that online marketing and product delivery is affected by the defunct security architecture in Nigeria.
Table 13: Instagram marketing has not been responsive to product satisfaction between a vendor and the recipients
	Options
	Frequency
	Percentage (%)

	Strongly agree
	22
	22%

	Agree
	47
	47%

	Neutral
	5
	5%

	Disagree
	11
	11%

	Strongly disagree
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 22 respondents representing 22% of the overall sampled respondents strongly agreed that Instagram marketing has not been responsive to product satisfaction between a vendor and the recipients. 47 respondents equivalent to 47% of the total sampled respondents agreed with the statement. 5 respondents (5%) were neutral, 11 respondents (11%) disagreed while 15 other respondents (15%) strongly disagreed with the statement. This data hence, justify the claim that Instagram marketing has not been responsive to product satisfaction between a vendor and the recipients.
Table 14: Social commerce and product identification on Instagram is usually made-up of deception and illusive description of product.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	18
	18%

	Agree
	46
	46%

	Neutral
	5
	5%

	Disagree
	15
	15%

	Strongly disagree
	16
	16%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 18 respondents, equivalent to 18% of the overall sampled respondents strongly agreed that social commerce and product identification on Instagram is usually made-up of deception and illusive description of product. 46 respondents representing 46% of the total sampled respondents agreed with the statement. 5 respondents (5%) were neutral, 15 respondents (15%) disagreed while 16 other respondents (16%) strongly disagreed with the statement. This data attests to the claim that social commerce and product identification on Instagram is usually made-up of deception and illusive description of product.
Table 15: Social commerce (Instagram marketing) has drastically overwhelmed the conventional process of trading.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	16
	16%

	Agree
	63
	63%

	Neutral
	4
	4%

	Disagree
	6
	6%

	Strongly disagree
	11
	11%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table above presented that 16 respondents equivalent to 16% of the overall sampled respondents strongly agreed that social commerce (Instagram marketing) has drastically overwhelmed the conventional process of trading. 63 respondents representing 63% of the sampled respondents agreed with the statement. 4 respondents (4%) were neutral, 6 respondents (6%) disagreed while 11 other respondents representing 11% strongly disagreed with the statement. The data provided however attest to the claim that social commerce (Instagram marketing) has drastically overwhelmed the conventional process of trading.


Table 16: Deception and breach of agreement are the major factors that encourage change in perception of consumer products.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	21
	21%

	Agree
	58
	58%

	Neutral
	5
	5%

	Disagree
	6
	6%

	Strongly disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 21 respondents representing 21% of the overall sampled respondents strongly agreed that deception and breach of agreement are the major factors that encourage change in perception of consumer products. 58 respondents equivalent to 58% of the overall sampled respondents agreed with the statement. 5 respondents (5%) were neutral, 6 respondents (6%) disagreed while 10 other respondents representing 10% of the overall sampled respondents strongly disagreed with the statement. This data however affirm the claim that deception and breach of agreement are the major factors that encourage change in perception of consumer products.
Table 17: Instagram advertising has influenced consumer buying decision and change in perception of initial product
	Options
	Frequency
	Percentage (%)

	Strongly agree
	23
	23%

	Agree
	54
	54%

	Neutral
	4
	4%

	Disagree
	9
	9%

	Strongly disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis:  From the table above, data presented shows that 23 respondents, equivalent to 23% of the overall sampled respondents strongly agreed that Instagram advertising has influenced consumer buying decision and change in perception of initial product. 54 respondents representing 54% of the overall sampled respondents agreed with the statement. 4 respondents (4%) were neutral, 9 respondents (9%) disagreed while 10 other respondents representing 10% of the overall sampled respondents strongly disagreed that Instagram advertising has influenced consumer buying decision and change in perception of initial product. This data affirms the claim that Instagram advertising has influenced consumer buying decision and change in perception of initial product.
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Research Question One:  To determine the impacts of Instagram advertisement on the purchasing decision of students of Kwara State Polytechnic.
The analysis of this research question reveals that Instagram advertising has a considerable impact on the purchasing decisions of students at Kwara State Polytechnic. The data shows that 80% of respondents admitted that Instagram advertising influences their product choices. Additionally, 77% of the respondents agreed or strongly agreed that Instagram networking affects the buying decisions of Nigerian youths. This indicates that Instagram’s advertising strategy often centered on visual appeal, influencer marketing, and persuasive content effectively triggers interest and purchasing action among young consumers.
Furthermore, 69% of respondents agreed that Instagram advertising has influenced their change in perception towards initially preferred products, indicating that the platform plays a significant role in shaping consumer sentiment and encouraging exploration of new brands. This result aligns with the demographic profile of the respondents, where 88% are aged between 18 and 35 years a group known for high social media usage and susceptibility to digital influence. 
Therefore, it can be concluded that Instagram advertising exerts a high level of influence on the decision-making process of students in the institution. It serves not only as an information tool but also as a strategic medium for shaping brand awareness and customer preferences. However, while the impact is significant, it is mediated by trust, relevance of content, and perceived credibility of vendors.


Research Question Two: To examine the effectiveness of Instagram in promoting consumer products among Kwara State Polytechnic students
The data gathered from respondents shows that Instagram is widely regarded as an effective platform for promoting consumer products among students of Kwara State Polytechnic. A compelling 83% of the sampled respondents affirmed that Instagram has a significant impact in promoting consumer products among youths. Similarly, 80% of respondents agreed that Instagram advertising influences their decision on the product of choice, further emphasizing its effectiveness in shaping consumer interest and boosting product visibility.
This high level of agreement underscores the functionality of Instagram as more than a social networking platform it acts as a potent marketing tool. Students, who fall mostly within the 18–35 age bracket, are particularly responsive to visually-driven, engaging content. Instagram, with its focus on visual storytelling, product showcasing via influencers, and interactive features like polls and stories, makes product promotion more appealing and accessible.
Furthermore, data from the survey showed that 67% of the respondents had made purchases through their Instagram handles, reflecting not only engagement but conversion, which is a critical metric in measuring promotional effectiveness. Despite this, another data point reveals that 39% of respondents rarely purchase products through Instagram advertising and 11% never do, suggesting that while Instagram is effective, its impact may not consistently translate to every user.
Research Question Three: To ascertain the factors promoting the purchase of consumer products on Instagram among Kwara State Polytechnic students
The analysis of the responses provides clear insight into several key factors that promote consumer purchases on Instagram among students of Kwara State Polytechnic. One major factor identified is the influence of Instagram networking and advertising content, with a combined 71% of respondents (15% strongly agreed and 56% agreed) affirming that Instagram networking influences the buying decisions of Nigerian youths. This suggests that peer interactions, influencer endorsements, and shared experiences on the platform significantly motivate users to explore and purchase products.
Another important factor is trust in product representation, though this is nuanced. While 77% of respondents (23% strongly agreed and 54% agreed) admitted that Instagram advertising influences their buying decisions and perception of products, other findings highlight concerns about deception and misleading descriptions. For instance, 64% of respondents (18% strongly agreed and 46% agreed) agreed that Instagram product identification is often deceptive, which paradoxically influences both attraction and skepticism.
The survey also revealed that convenience and accessibility of the platform play a critical role. A large percentage of respondents, 67%, had ordered or purchased products via Instagram, indicating the ease of in-app shopping or vendor interaction promotes purchase decisions.
Research Question Four: To investigate the challenges militating the effectiveness of Instagram in promoting consumer products among students of Kwara State Polytechnic
The data presented reveals several critical challenges that hinder the effectiveness of Instagram as a platform for promoting consumer products among students of Kwara State Polytechnic. One of the most prominent issues is the prevalence of cybercrime, with 66% of respondents (21% strongly agreed and 45% agreed) confirming that the fear of cybercrime discourages them from engaging in Instagram-based purchasing. This suggests that digital fraud, scams, and phishing remain serious threats that deter many potential buyers from trusting Instagram vendors.

Another key challenge is Nigeria’s deficient security architecture, particularly concerning online transactions and product delivery. A total of 70% of respondents (23% strongly agreed and 47% agreed) believe that poor security systems negatively affect online marketing and delivery. This raises concerns about not only digital safety but also logistical trustworthiness, such as whether a purchased product will be delivered on time or at all.
Furthermore, low product satisfaction was identified as a growing concern. A cumulative 69% (22% strongly agreed and 47% agreed) of respondents opined that Instagram marketing often fails to meet customer satisfaction expectations, suggesting that the gap between product advertising and actual quality erodes consumer trust. Additionally, deceptive advertising practices were noted as a major setback. Around 64% of respondents (18% strongly agreed and 46% agreed) believe that social commerce on Instagram involves illusive or misleading product descriptions, which compromises credibility and weakens consumer confidence.
[bookmark: _Toc198120725]4.4	DISCUSSION OF FINDINGS
The findings of this study affirm the increasing influence of Instagram advertising on students' purchasing decisions, aligning with existing literature. From the analysis, 80% of respondents admitted that Instagram advertising influences their product choice, while 83% confirmed that Instagram significantly promotes consumer products among youths. These results resonate with the study by Duffett (2017), who found that Instagram ads effectively influence Generation Z's purchasing behavior due to their visual and interactive appeal.
The study also revealed that 67% of respondents have previously purchased a product through Instagram, and 57% depend on Instagram for consumer products. This supports Logan et al. (2012), who observed that social media platforms, particularly visually driven ones like Instagram, play a pivotal role in influencing product engagement and purchases, especially among tech-savvy youths.
However, despite Instagram’s effectiveness, this study identifies several challenges that hinder its optimal impact. For instance, 66% of respondents (combining strong agreement and agreement) believe that cybercrime discourages consumers from engaging in Instagram commerce. Similarly, 70% agreed that defunct security architecture in Nigeria poses a threat to online marketing and delivery. These concerns mirror Mir (2012) and Chi (2011), who argue that while social media platforms increase reach and accessibility, they also pose risks related to trust, fraud, and product authenticity.
Further, 69% of respondents believe Instagram marketing has not been responsive to product satisfaction, indicating a gap between consumer expectations and vendor delivery. This supports Kaplan and Haenlein (2010), who noted that social media marketing often prioritizes visibility over customer satisfaction, leading to negative post-purchase experiences. Additionally, 64% of respondents affirmed that social commerce on Instagram is often deceptive. This finding agrees with Tuten and Solomon (2015), who emphasized that misleading content and lack of regulation in social media advertising frequently distort consumer perception.
Interestingly, 86% of respondents (strongly agree + agree) claimed that social commerce via Instagram has drastically overwhelmed conventional trading methods. This finding aligns with Mangold and Faulds (2009), who predicted that the future of marketing would be largely driven by peer-to-peer interactions and digital engagement, displacing traditional marketing channels.
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CHAPTER FIVE
[bookmark: _Toc198120727]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc198120728]5.1	Summary
This study addresses the growing influence of Instagram on consumer purchasing decisions among students at Kwara State Polytechnic. The objective is to determine the effectiveness of Instagram advertisements in promoting consumer products and influencing the purchasing behavior of Nigerian students. The scope of the study is focused on understanding how Instagram serves as a marketing tool within the context of youth culture and digital consumerism, specifically among Kwara State Polytechnic students. The significance of the study lies in providing insights into the growing role of social media platforms in shaping consumer behavior, particularly in a youth-centric market.
The research adopts a quantitative approach, utilizing surveys to collect data from a sample of Kwara State Polytechnic students. A total of 100 students were selected through a simple random sampling technique to ensure a representative sample of the student population. The data collection method involved distributing structured questionnaires that covered various aspects of Instagram’s influence, including purchasing behavior, frequency of use, and perceptions of Instagram advertisements. Data analysis was performed using descriptive statistics to identify trends and patterns in the responses, with particular attention given to the percentage of respondents influenced by Instagram advertising.
The study revealed that Instagram is a significant factor in the purchasing decisions of students, with 80% of respondents reporting that Instagram ads influence their product choices. A substantial 67% of respondents confirmed that they had made purchases through Instagram. The study also found that while Instagram is an effective marketing platform, challenges such as cybercrime and fraudulent activities pose barriers to its full potential. A considerable portion of respondents (45%) expressed concerns about the security of transactions on the platform. Additionally, 83% of respondents believed that Instagram had a significant impact on promoting consumer products among youth.
The study was limited by its focus on a single institution, which may not fully represent the broader Nigerian student population. Additionally, the research was confined to Instagram and did not explore other social media platforms, which could provide a more comprehensive understanding of the digital marketing landscape among Nigerian youths. Future studies could expand the sample size and include other social media platforms to provide a more holistic view of the impact of social media on consumer behavior.
[bookmark: _Toc198120729]5.2	Conclusion
This research has provided valuable insights into the influence of Instagram on promoting consumer products among students of Kwara State Polytechnic. The results suggest that Instagram is not only an important platform for brand promotion but also significantly impacts students’ purchasing decisions. With 80% of respondents acknowledging that Instagram advertisements influence their product choices, it is evident that the platform holds substantial marketing potential among Nigerian students. The widespread use of Instagram for discovering and purchasing products, as reported by 67% of the respondents, further reinforces its position as a leading marketing tool among the youth.
However, the study also uncovered several challenges that undermine the platform’s effectiveness in promoting consumer products. A key concern is the prevalence of cybercrime and fraud, which have created a sense of insecurity among users. Many respondents pointed out that deceptive marketing practices and product misrepresentation often lead to dissatisfaction, affecting their trust in Instagram as a reliable shopping platform. These challenges hinder the overall experience of consumers and present significant barriers to Instagram's full potential as a trusted marketing channel.
The findings align with existing research that highlights the increasing reliance on Instagram for consumer decisions, particularly among youth, and the importance of addressing the issues of security, trust, and authenticity in online marketing. To enhance the effectiveness of Instagram as a marketing tool, it is critical for businesses and influencers to adopt ethical advertising practices and ensure that product promotions are transparent, accurate, and secure. By addressing the security concerns and improving consumer satisfaction, Instagram can further cement its role as a powerful platform for promoting consumer products.
Additionally, the study underscores the need for a more comprehensive approach to digital marketing that takes into consideration the challenges posed by cybercrime and deceptive practices. Future research could explore potential solutions to these issues, such as implementing stronger security protocols and developing more effective mechanisms for verifying product quality.
In conclusion, while Instagram has demonstrated its potential to influence purchasing decisions and promote consumer products among Nigerian students, its full effectiveness as a marketing tool can only be realized by addressing the challenges of fraud, insecurity, and deceptive advertising. As the platform continues to evolve, it will be essential for marketers to prioritize consumer trust, security, and authenticity to foster a positive and sustainable shopping experience for students.
[bookmark: _Toc198120730]5.3	Recommendations
Based on the findings of this study, several recommendations can be made to enhance the effectiveness of Instagram as a platform for promoting consumer products among Nigerian students, particularly those at Kwara State Polytechnic:
i. Improvement of Security Features: Since a significant portion of respondents expressed concerns about cybercrime and fraud, it is crucial for Instagram and online retailers to implement enhanced security measures. Strengthening transaction security, introducing verified accounts, and increasing the use of secure payment gateways to help build trust among users. 
ii. Ethical Advertising Practices: To ensure a more transparent and trustworthy experience for users, brands and influencers should adopt ethical advertising practices. This should include providing accurate and clear product descriptions, avoiding deceptive marketing tactics, and ensuring that the products advertised match the quality and specifications promised.
iii. Promotion of Consumer Education: Many students rely on Instagram for purchasing products but may not fully understand the risks involved, such as scams or fake products. There is a need for educational initiatives to inform consumers about recognizing reliable vendors and understanding their rights as online shoppers.
iv. Increased Regulation of Social Media Advertising: Nigerian regulatory bodies should consider implementing guidelines and regulations that govern online advertising practices, particularly on social media platforms like Instagram. This should include ensuring that ads are not misleading, enforcing disclosure of paid promotions, and holding advertisers accountable for misleading claims.
v. Leveraging Influencers Responsibly: Marketers should engage with influencers who promote products ethically and transparently. Influencers should disclose sponsored content clearly and provide honest reviews to foster credibility. 
vi. Collaboration between Social Media Platforms and Educational Institutions: It would be beneficial for Instagram and other social media platforms to collaborate with educational institutions to conduct campaigns aimed at increasing awareness of the risks and rewards of digital marketing. 
vii. Further Research into Consumer Behavior: Future studies should explore how students’ social media usage patterns influence their purchasing decisions across different social media platforms. Expanding research to include other platforms, such as Facebook, Twitter, and TikTok, would provide a broader understanding of how various social media channels contribute to consumer behavior. Research should also focus on the long-term impact of Instagram marketing on brand loyalty and consumer trust.
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QUESTIONNAIRE
SECTION A:
Demographic of Respondents
1. Gender: (a) Male [  ]   (b) Female [  ]
2. Age: (a) 18-25 [  ]   (b) 26-35 [  ]   (c)36-50  [  ]   (d) 51 & Above [  ]
3. Marital Status: (a) Single [   ]     (b) Married [  ]    (c) Divorce [  ]
4. Academic Level: (a) ND I [  ]  (b) ND II [  ]  (c) HND I [  ] (d) HND II [  ]
SECTION B:
Questions on Familiarity to Instagram
1. Do you depend on Instagram for buying consumer product? (a) Yes [  ] (b) No [  ]
2. Have you ordered/purchased a product on your Instagram handle? (a) Yes [  ]	(b) No [  ]
3. How often have you gotten a product online through Instagram advertising? (a) Very Often [  ]	(b) Often [   ]		(c) Rarely [  ]		(d) Not at all [  ] 
4. Do you agree that Instagram has a significant impact in promoting consumer product among the youths? (a) Yes [  ]	(b) No [  ]
5. Does Instagram advertising influence your decision on product? (a) Yes [  ](b) No [  ]

SECTION C:
Likert Scale Statements
Keywords: 
Strongly Agree (SA) Agree (A) Undecided	(U) Disagree	(D) Strongly Disagree	(SD)
	S/N
	STATEMENTS
	SA
	A
	U
	D
	SD

	1.
	Instagram networking has influenced buying decision among Nigerian youths
	
	
	
	
	

	2.
	The scourge of cybercrime is discouraging consumers from engaging in Instagram buying experience
	
	
	
	
	

	3.
	Defunct security architecture in Nigeria poses a threat on online marketing and product delivery 
	
	
	
	
	

	4.
	Instagram marketing has not been responsive to product satisfaction between a vendor and the recipients?
	
	
	
	
	

	5. 
	Social commerce and product identification on Instagram is usually made-up of deception and illusive description of product.
	
	
	
	
	

	6.
	Social commerce (Instagram marketing) has drastically overwhelmed the conventional process of trading.
	
	
	
	
	

	7.
	Deception and breach of agreement are the major factors that encourage change in perception of consumer products. 
	
	
	
	
	

	8.
	Instagram advertising has influenced consumer buying decision and change in perception of initial product.
	
	
	
	
	



