CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
In recent years, social media platforms have gained tremendous influence over various aspects of everyday life, especially among young people. TikTok, a video-sharing platform, has emerged as one of the most popular social media apps, primarily among the youth (Smith, 2023). TikTok's rapid growth, with its focus on short-form videos, creative content, and viral trends, has made it a major player in shaping entertainment, culture, and consumer choices. One of the most notable areas where TikTok has exerted influence is in the music industry (Jones & Liu, 2022). Music tracks that trend on TikTok often gain massive exposure, leading to viral moments and even chart success (Brown, 2021). The platform's ability to introduce new songs, revitalize old ones, and influence youth music preferences raises critical questions about how TikTok affects young people's musical choices and the broader cultural implications of these shifts (Harrison, 2022).
Social media has transformed the way people interact, communicate, and consume content, with platforms like TikTok becoming central to contemporary digital culture. TikTok, launched in 2016, is a short-video-sharing app that allows users to create and share content ranging from lip-syncs to dance routines, comedy skits, and educational videos. Over the years, TikTok has gained significant traction, particularly among younger audiences, including students (Statista, 2023).
One notable trend on TikTok is the influence of its content creators—referred to as influencers—on music preferences. Many artists now release snippets of their songs on TikTok to go viral, which subsequently impacts music charts and streaming numbers globally (Forbes, 2022). Kwara State Polytechnic students, like many young people, are immersed in TikTok culture, consuming content that influences their tastes, choices, and perceptions of music.
This study aims to explore how TikTok influencers shape the music preferences of students, providing insights into the intersection of social media and cultural consumption in Nigeria.


1.2	Statement of the Problem
With the increasing popularity of TikTok, there is growing concern over its impact on young people's decision-making, including their music choices. Influencers wield considerable power on the platform, often dictating trends that shape users' listening habits. However, limited research exists on the extent to which TikTok influencers affect music preferences in a Nigerian context, particularly among students.
This study seeks to address the gap by investigating the perceptions of Kwara State Polytechnic students regarding TikTok influencers and their influence on music choices. Understanding this dynamic is essential for artists, marketers, and educators to navigate the challenges and opportunities presented by TikTok's growing influence.
1.3	Aim and Objectives of the Study
The aim of this study is to examine the perception of Kwara State Polytechnic students regarding the influence of TikTok influencers on their music choices.
The specific objectives are to:
1. Assess students' exposure to TikTok content and influencers.
2. Identify the types of music promoted by TikTok influencers that appeal to students.
3. Examine the extent to which TikTok influences students' music preferences.
1.4	Research Questions
1. How often do Kwara State Polytechnic students interact with TikTok content and influencers?
2. What genres or types of music promoted by TikTok influencers appeal to the students?
3. To what extent do TikTok influencers shape the music preferences of these students?
1.5 Significance of the Study
This study is significant for several reasons. First, it provides insights into the growing relationship between social media platforms and youth culture, particularly in the context of music (Smith, 2023). As TikTok becomes a central force in the entertainment industry, understanding its role in shaping musical preferences can inform marketing strategies for artists, record labels, and brands targeting the youth demographic (Nguyen & Lee, 2023). Additionally, this research contributes to the broader field of media studies, social media influence, and cultural consumption, offering a deeper understanding of how platforms like TikTok impact societal trends (Tan, 2023). It contributes to the growing body of knowledge on social media's impact on cultural consumption, particularly in Nigeria.
The findings will provide valuable insights for musicians and marketers seeking to leverage TikTok for audience engagement. Educators and policymakers can use the insights to address any potential negative impacts of social media on students.
1.6	Scope of the Study
This study focuses on Kwara State Polytechnic students' perceptions of TikTok influencers and their impact on music choices. The scope is limited to TikTok's role as a social media platform and does not cover other digital or offline music influences. Data collection will center on students currently enrolled in various programs at Kwara State Polytechnic.
1.7	Definition of Terms
TikTok: A social media platform for creating and sharing short videos, often accompanied by music or audio clips (Statista, 2023).
Influencers: Individuals with a significant following on social media platforms who can affect the opinions or behaviors of their audience (Forbes, 2022).
Music Choice: The selection or preference for specific genres, songs, or artists based on personal taste or external influence.
Perception: The way individuals interpret and form opinions about certain phenomena based on exposure and personal experiences.
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CHAPTER TWO
LITERATURE REVIEW

2.1	Conceptual Framework
This chapter presents an extensive review of relevant literature on the topic, "Audience Perception of TikTok Influencers on Music Choice: A Study of Kwara State Polytechnic, Ilorin." The review is structured into the following sections: conceptual framework, theoretical framework, and empirical review. The aim is to provide a comprehensive understanding of the subject by exploring existing studies, identifying knowledge gaps, and establishing the basis for the current research.
Influencers play a pivotal role in shaping the purchasing behaviour of TikTok's consumer user base. The paper explores the mechanisms through which influencers leverage their authenticity, relatability, and reach to endorse products (Pandiangan,Tumbuan & Saerang,2024). Understanding how influencers contribute to building trust and credibility within the consumer demographic is crucial for unravelling the complexities of TikTok's impact on consumerism. Influencers add authenticity and relatability to TikTok Live Shopping. Viewers perceive influencers as trusted sources for product recommendations. The real-time nature of live shopping allows influencers to connect authentically with their audience. This authentic connection fosters trust and positively influences purchasing decisions (Bray, 2024). 
Influencers engage in content creation on social media platforms, attracting diverse audiences transcending age, gender, and profession. TikTok influencers, known for their expertise and creativity, use their persuasive abilities to promote products or services. Influencer marketing leverages the influencer's social media following to drive specific purchases. TikTok, with 689 million users in 2021, is a significant platform for influencer marketing (Nguyen & Nguyen, 2024).
Trust in sellers during live streaming sessions may lead to higher purchase intention as consumers perceive the seller as credible and reliable, increasing their confidence in the quality of products and the overall shopping experience (Chan & Asni, 2023). Positive or negative statements made by potential, actual, or former customers about a product or company, which are available to many people and institutions via the Internet includes informal communication from consumers about product characteristics and features (Saputra, & Purwaamijaya, 2023). Influencers with a smaller but highly engaged following, typically ranging from 10,000 to 500,000 followers. They cater to specific niche audiences and can create authentic connections with their followers, often leading to higher engagement rates (Mussa, 2023).
2.1.1 TikTok and Its Influencers
TikTok is a social media platform that allows users to create, share, and interact with short videos, often featuring music, dance, and creative content. TikTok influencers are individuals who have amassed significant followings on the platform, leveraging their content to shape opinions, behaviors, and preferences of their audience (Xu et al., 2021). These influencers often promote music by incorporating it into their videos, creating trends that their followers emulate.
TikTok has become a dominant force in social media, driven largely by its short-form video format, algorithmic recommendations, and a vast community of creators. The platform thrives on trends, creativity, and accessibility, enabling both everyday users and influencers to gain visibility quickly.
TikTok perception refers to how users view and interpret content shared on the platform, including brand-related content, influencer promotions, and user-generated videos. Consumers’ perceptions of TikTok are shaped by factors such as the platform's entertainment value, user-generated authenticity, and the trustworthiness of influencers. These perceptions influence how consumers respond to brand messaging and product promotions. Positive perceptions of TikTok can increase user engagement, brand awareness, and purchasing intent, making it a powerful tool for marketers (Smith & Lee, 2023).
TikTok influencers tend to favor music that is already popular or has the potential to go viral. Viral sounds and songs are often tied to specific challenges, dances, or memes that capture the platform’s zeitgeist. By leveraging these trending tracks, influencers can increase the visibility of their content due to TikTok’s algorithm, which prioritizes trending hashtags and audio clips. This strategic use of music allows influencers to participate in larger cultural conversations, ensuring their content is discoverable and relatable (Abidin, 2021).
2.1.2 Music Choice
Music choice refers to the selection of musical genres, artists, or tracks by individuals, influenced by various factors, including personal preferences, social contexts, and external influences such as media and peers (North & Hargreaves, 2018). In the context of TikTok, influencers play a pivotal role in shaping music trends, introducing audiences to new songs, and reviving older tracks.
The music choice of TikTok influencers is a critical element of their content creation strategy, directly shaping their audience engagement and the virality of their posts. TikTok, being a platform heavily reliant on short-form video content, has cultivated an ecosystem where music plays an integral role, often serving as the backbone of trends, challenges, and storytelling. Influencers meticulously select songs that align with their personal brand, resonate with their target audience, and capitalize on trending sounds within the platform.
TikTok influencers tend to favor music that is already popular or has the potential to go viral. Viral sounds and songs are often tied to specific challenges, dances, or memes that capture the platform’s zeitgeist. By leveraging these trending tracks, influencers can increase the visibility of their content due to TikTok’s algorithm, which prioritizes trending hashtags and audio clips. This strategic use of music allows influencers to participate in larger cultural conversations, ensuring their content is discoverable and relatable.
Another key consideration in music selection is the emotional or thematic tone of the song. Influencers often choose music that amplifies the mood or message of their video, whether it’s comedic, dramatic, inspirational, or nostalgic. For example, an influencer creating a humorous skit might opt for upbeat, quirky tracks, while one sharing a heartfelt story might lean toward slower, emotive ballads. The alignment between the song’s tone and the video’s content enhances the viewer's emotional connection and makes the content more memorable.
Additionally, influencers frequently use music to reinforce their personal branding. For instance, a fitness influencer might gravitate toward high-energy tracks that inspire motivation, while a beauty influencer might prefer elegant, contemporary tunes that evoke sophistication. The choice of music helps influencers establish a consistent aesthetic and identity, making their content recognizable and appealing to their audience.
Emerging and independent artists also play a significant role in the music landscape of TikTok influencers. Many influencers collaborate with lesser-known artists or experiment with new tracks, leveraging TikTok’s platform to introduce fresh music to their followers. In turn, this symbiotic relationship helps influencers diversify their content and artists gain exposure, often leading to the virality of previously obscure songs.
Furthermore, TikTok’s sound library, which includes an extensive collection of licensed music, enables influencers to access a wide range of genres and styles. This accessibility encourages creativity, allowing influencers to experiment with different types of music to see what resonates most with their audience. The platform’s algorithmic suggestions, which recommend songs based on user preferences and trends, also guide influencers in discovering and selecting impactful tracks.
Ultimately, the music choice of TikTok influencers reflects a blend of personal preference, strategic alignment with platform trends, and audience engagement considerations. By carefully curating their music selections, influencers can amplify their content’s appeal, participate in viral movements, and reinforce their personal brand identity, thereby maintaining their relevance and influence in the fast-paced and dynamic TikTok ecosystem
2.1.3 Audience Perception
Audience perception involves how individuals interpret and react to the content they consume. It includes aspects such as trust in the influencer, perceived authenticity, and the relevance of the promoted content (Huang, 2020). Understanding audience perception is crucial in determining the effectiveness of TikTok influencers in influencing music choices.
2.2	Theoretical Framework
This section examines theories that provide a foundation for understanding the influence of TikTok influencers on music choice.


2.2.1	Social Influence Theory
Social Influence Theory posits that individuals’ attitudes, beliefs, and behaviors are shaped by their interactions with others (Kelman, 1953). TikTok influencers serve as opinion leaders, whose music preferences and content can significantly impact their followers’ choices. The theory explains how individuals' attitudes, beliefs, and behaviors are modified by the presence or actions of others. It encompasses various processes, including conformity, compliance, and obedience. The theory considers the conditions necessary for these processes to occur and how people influence one another.
Social Influence Theory (SIT) was originally formulated by Herbert Kelman (1953) in the early 1950s as the framework explaining the conditions under which social influence induces attitude or behaviour change. The theory was developed against the backdrop of significant social and political upheavals, exemplified by civil rights movements and anti-war protests. The socio-political climate change brought to the fore the contradictory phenomena in which people could conform to social norms and rules whether or not they believed in their legitimacy (Kelman, 1953). However, prior research on social influence was inadequate to explain the underlying processes of collective persuasion and the translation of social compliance into attitude and behaviour change. Although evidence existed about the predictors of conformity (Kelman, 1953; Sherif, 1935), the intricate nature of attitude changes stimulated by a particulate type of communication lacked a theoretical explanation. Dissatisfied with the ability of the preceding theories to explain contradictory responses to social pressures and social norms, in Social Influence Theory, Kelman (1953; 1958;1974) analysed different types of influence situations and associated responses.
2.2.2 Uses and Gratifications Theory
The Uses and Gratifications Theory suggests that audiences actively select media to satisfy specific needs, such as entertainment, information, or social connection (Katz et al., 1974). TikTok users may engage with influencer content to discover new music, follow trends, or connect with like-minded individuals.
Uses and gratifications theory is a communication theory that describes the reasons and means by which people seek out media to meet specific needs. The theory postulates that media is a highly available product, that audiences are the consumers of the product, and that audiences choose media to satisfy given needs as well as social and psychological uses, such as knowledge, relaxation, social relationships, and diversion.
Uses and gratifications theory was developed from a number of prior communication theories and research conducted by fellow theorists. The theory has a heuristic value because it gives communication scholars a "perspective through which a number of ideas and theories about media choice, consumption, and even impact can be viewed".
2.3	Empirical Review
Recent studies highlight the role of TikTok influencers in shaping music trends. According to Smith et al. (2022), TikTok has become a significant platform for music promotion, with influencers driving the popularity of specific tracks through viral challenges and creative content. For instance, songs like "Savage Love" by Jawsh 685 and Jason Derulo gained global recognition after becoming trends on TikTok.
Huang (2020) found that the perceived authenticity of influencers significantly impacts audience engagement. TikTok users are more likely to adopt music promoted by influencers they trust and relate to. Similarly, Garcia et al. (2021) noted that interactive features such as duets and challenges enhance user participation and increase the likelihood of music adoption.
Several studies emphasize TikTok’s role in reviving older songs. Bentley et al. (2022) observed that tracks from the 1980s and 1990s experienced a resurgence after being featured in TikTok trends. For example, Fleetwood Mac’s "Dreams" re-entered music charts following a viral TikTok video.
Research focusing on African contexts has begun to emerge. Adeniyi (2021) explored how Nigerian TikTok influencers promote local music, enhancing its visibility both nationally and internationally. 
According to Nkosi and Dlamini (2022) with research titles “Student Perspectives on TikTok Influencers”. In a study conducted at a South African university, found that students frequently use TikTok as a source of music discovery. They noted that peer influence and the popularity of specific influencers significantly shaped students’ music choices.
2.4	Gap in Literature
The reviewed literature underscores the significant influence of TikTok influencers on music trends and audience preferences. However, there is limited research focusing specifically on the perceptions of students in tertiary institutions, particularly in the Nigerian context. This study aims to fill this gap by examining how students at Kwara State Polytechnic, Ilorin, perceive the role of TikTok influencers in shaping their music choices (Siregar, Pristiyono, & Al Ihsan, 2023).
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2.2	Conceptual FrameworkTop of Form
The Conceptual Framework for this study on the uses and perceptions of TikTok in brand influencing and consumer purchase behavior is designed to visually represent the key concepts and their interrelationships. It outlines how TikTok functions as a platform for brand marketing, how consumer engagement with TikTok content influences perceptions of brands, and how these perceptions ultimately affect purchase behavior.


2.2.1	Concept of Tik-Tok perception 
TikTok perception refers to how users view and interpret content shared on the platform, including brand-related content, influencer promotions, and user-generated videos. Consumers’ perceptions of TikTok are shaped by factors such as the platform's entertainment value, user-generated authenticity, and the trustworthiness of influencers. These perceptions influence how consumers respond to brand messaging and product promotions. Positive perceptions of TikTok can increase user engagement, brand awareness, and purchasing intent, making it a powerful tool for marketers (Smith & Lee, 2023).
TikTok perception refers to the way users interpret and form opinions about the platform's content, including brand-related and influencer-driven posts. This perception is influenced by the platform’s unique characteristics, such as short-form video content, viral trends, and user-generated interactions Positive perceptions of TikTok’s content, especially when linked to influencers, can enhance brand credibility, increase consumer engagement, and ultimately drive purchase decisions (Abidin, 2021).
2.3.2	Concept of Consumer Purchase
Consumer purchase refers to the process by which individuals decide to buy a product or service after evaluating their needs, preferences, and available options. It is influenced by various factors, including personal motivations, social influences, marketing stimuli, and past experiences. The decision-making process often involves stages such as recognizing a need, searching for information, evaluating alternatives, making the purchase decision, and post-purchase evaluation. In the context of digital marketing, consumer purchase behavior can also be impacted by social media platforms, influencers, and online reviews, which can influence perceptions and encourage buying decisions (Solomon, 2020).
Consumer purchase refers to the act of acquiring goods or services for personal use or consumption. It involves a decision-making process that includes recognizing a need, searching for information, evaluating alternatives, and ultimately making the purchase. Several factors influence this process, such as psychological, social, cultural, and personal influences, as well as external factors like marketing and advertising. In today's digital age, online reviews, social media, and influencer marketing play significant roles in shaping consumer perceptions and driving purchase decisions. Consumer purchase behavior is often viewed as a reflection of preferences, motivations, and individual values (Kotler & Keller, 2016). Such as: 
Need Recognition: The process begins when a consumer identifies a need or desire, which could be triggered by internal factors (like hunger or necessity) or external factors (such as advertising or social influence).
Information Search: After recognizing the need, consumers seek information to find potential solutions, which could include browsing online, consulting reviews, or asking for recommendations from peers or influencers.
Evaluation of Alternatives: Consumers compare different options based on factors like price, quality, features, brand reputation, and personal preferences. This helps in narrowing down the choices to the most suitable options.
Purchase Decision: Based on the evaluation, consumers make a final decision on which product or service to purchase. At this stage, factors like promotions, discounts, or peer influence may further affect the decision.
Social Influences: Family, friends, or influencers can strongly affect consumer choices, especially in the context of social media marketing where influencers play a crucial role in shaping perceptions.
Cultural and Societal Factors: Cultural norms, societal trends, and values shape the way consumers make purchasing decisions. For instance, eco-conscious consumers might prefer sustainable products.
2.3	Theoretical Framework
A theoretical framework for understanding the use of TikTok in brand influencing and consumer purchase decisions can be built using the Uses and Gratifications Theory, which suggests users actively seek content for entertainment, social interaction, and information. Social Influence Theory highlights how influencers and peer recommendations shape consumer attitudes. The Elaboration Likelihood Model (ELM) explains how persuasive messages are processed, with TikTok's short-form content primarily engaging consumers via the peripheral route. Lastly, the Theory of Planned Behavior (TPB) indicates that consumer intentions, shaped by attitudes, social norms, and perceived control, drive purchase decisions influenced by TikTok content.
To understand the role TikTok plays in brand influencing and consumer purchasing decisions, we can integrate several theoretical frameworks that explore the interplay between social media usage, perceptions of content, and consumer behavior. Here are some relevant theories that can guide this framework:
2.3.1	Uses and Gratifications Theory (UGT)
UGT focuses on how individuals actively seek out media to fulfill specific needs or desires. In the context of TikTok, consumers use the platform for entertainment, social interaction, and information. This theory can help explain why users are drawn to brand content on TikTok, as they may seek different gratifications, such as:
· Entertainment and Enjoyment: Users might consume content purely for fun, leading to organic engagement with entertaining brand videos.
· Social Interaction and Connection: TikTok's collaborative features (e.g., duets, challenges) may lead users to interact with brands in a more personal and participatory way.
· Information Seeking: Users may follow brands to gather information about products, trends, or new launches.
Thus, brand influence can be understood by examining how these gratifications align with the content consumers engage with on TikTok, which may ultimately affect purchase behaviors.
2.3.2	Social Influence Theory
This theory suggests that individuals' attitudes, behaviors, and purchase decisions are influenced by others within their social networks. TikTok's unique algorithm promotes content based on interactions, meaning that user engagement with specific content (e.g., liking, sharing, commenting) can significantly increase a brand's visibility. The power of influencers and peer recommendations plays a critical role here:
· Influencers as Opinion Leaders: Influencers on TikTok serve as credible sources of information for their followers. Their opinions on products or brands often shape perceptions and influence consumer decisions.
· Social Proof: The more people engage with a brand's content (through likes, shares, or comments), the more likely others are to perceive the brand positively, thereby enhancing the likelihood of purchase.
2.3.3	Elaboration Likelihood Model (ELM)
The ELM explains how individuals process persuasive messages and make decisions based on the central or peripheral routes. TikTok's short-form video format lends itself well to the peripheral route, where consumers may make decisions based on superficial cues (e.g., a catchy sound, viral challenge, or influencer endorsement) rather than deeply analyzing the product. However, in certain cases, users may engage with a brand in a more deliberate, thoughtful manner, processing content through the central route (e.g., by researching the brand or product further after seeing it on TikTok).
2.3.4	Theory of Planned Behavior (TPB)
The TPB posits that behavior is driven by intentions, which are influenced by attitudes, subjective norms, and perceived behavioral control. On TikTok, consumers' attitudes toward a brand can be influenced by:
· Attitudes toward the Brand: TikTok content that aligns with a consumer's values or interests can positively influence their perception of a brand.
· Social Norms: If many peers or influencers on TikTok are promoting a product, consumers are more likely to feel social pressure to conform and consider making a purchase.
· Perceived Behavioral Control: TikTok's integration with shopping features (like TikTok Shop) or links to product pages lowers barriers to purchasing, making it easier for consumers to act on their intentions.

2.4 	EMPIRICAL REVIEW
An empirical review explores studies and findings related to TikTok's role in brand influencing and its impact on consumer purchasing behavior. Influencer Marketing on TikTok, research indicates that TikTok influencers play a significant role in shaping consumer behavior. Studies show that influencer credibility and authenticity lead to higher levels of trust, engagement, and purchase intentions. 
According to a study by james and seyi (2022), influencers who engage in storytelling and relatable content drive better emotional connections, which in turn positively influence consumers' purchasing decisions. TikTok's unique algorithm and viral challenges have been found to greatly influence consumer behavior. (Helen et al. 2021) explored how viral trends on TikTok lead to increased product visibility, driving impulse purchases and brand awareness. The interactive nature of TikTok (e.g., hashtag challenges) encourages users to participate, increasing consumer engagement and the likelihood of purchasing featured products.
Empirical studies suggest that consumer trust is a critical factor in the effectiveness of TikTok-based marketing. Liu and Lee (2023) found that consumers who perceive TikTok content as authentic are more likely to trust brands and make purchases. This is further supported by Hernandez et al. (2022), who highlighted that brand transparency and authenticity are key factors in building trust on the platform. TikTok’s integration of direct links to e-commerce platforms has enabled users to discover and purchase products seamlessly. Sundararajan et al. (2023) concluded that product-related content, including reviews and tutorials, significantly increases consumer purchase intentions.
The entertainment value of TikTok content is another driver of consumer behavior. Studies by Kim and Lee (2021) have demonstrated that emotional appeal through entertaining content (e.g., humor, creativity) encourages consumers to engage with brands and even make purchases. TikTok’s short-form, high-energy format allows brands to capture attention and create lasting impressions.
Empirical studies highlight that TikTok's influence on consumer behavior is multifaceted. The platform's ability to combine entertainment, influencer marketing, user-generated content, and seamless e-commerce integration plays a critical role in shaping brand perceptions and driving purchase decisions. Consumers are more likely to engage with brands they trust and find entertaining, making TikTok a powerful tool for modern marketing strategies.


CHAPTER THREE
[bookmark: bookmark45]METHODOLOGY
[bookmark: bookmark46]3.1	Introduction
This chapter described the methods used for data collection. They were research design, population of the study, sampling size and technique, description of research instrument, validity of data gathering instrument, methods of data collection and method of data analysis.
[bookmark: bookmark47]3.2	Research Design 
Kerlinger, F. (2017). Research design is the plan, structure and strategy of investigation concerned as to obtain answer to research question and control variance. Research design is a step by step approach that the research adopt to complete the study. 
In the light of this study, the research adopted the survey method of data collection. It is used to obtain the peoples opinion through questionnaire.
Research methodology refers to the approach by which data is extracted to be clearly understood. Wiersman (2016) states that the development of strategy for conducting research is the third step after identifying a problem and completion of the literature review. This chapter will therefore discuss the following: research design, target population, sampling size and sampling techniques, data analysis and presentation.
[bookmark: bookmark48]3.3	Population of the Study
The population of the study on the "audience perception of tiktok influencers on music choice" consists of social media users, primarily TikTok users, who engage with brand-related content on the platform. The target group includes individuals across various age groups, socio-economic statuses, and geographical locations who actively participate in TikTok trends, influencer marketing, and brand promotion. Additionally, it includes consumers who make purchase decisions influenced by content seen on TikTok, such as advertisements, influencer endorsements, and viral trends. A diverse sample will provide insights into how TikTok impacts consumer behavior and purchasing decisions.
[bookmark: bookmark49]

3.4	Sampling Technique
For a study on the audience perception of tiktok influencers on music choice, stratified random sampling is an ideal technique. This approach involves dividing the population into distinct subgroups, or “strata,” based on shared characteristics, ensuring that each subgroup is adequately represented (Alkassim, 2016).
3.5	Sample Size
The sample size is a smaller set of the larger population (Yamane T, 2017). Determining sample size is a very important issue for collecting an accurate result written a quantitative survey design. The simple random sampling will be used to select 100 respondent to be sampled. This sampling techniques will helped collecting data on the research question relevant of the study. The selection of the sample will be sufficient and representative enough of the entire population limiting the influence of outlines or extreme observation. The sample size will be sufficiently large enough to produce result among that are significantly different and it will broadens the range or possible data and form a better picture for analysis.
The sample size will be using Taro Yamane formulae.
n =      __N_____
            1+ N (e)2
Where;
N= population
e= sampling error
n= sample size
3.5	Instrument of Data Collection
The instrument that will be used for this research work is the questionnaire. The research questionnaire, developed by the researcher consist of two sections A and B. section A will be designed to elicit personal information from the respondents such as sex, age, name of media organization, etc. Section B contain item focus on the different responses to be tested will be made known to the respondents. One hundred (100) copies of questionnaires will be distributed to analyze the data for the study.


3.6 	Validity of Data Gathering Instrument
	Validity is referred to as the degree to which empirical measure of several measure of a concept, accurately measure the concept (Orodho 2015). Validity is the degree to which results obtained from the analysis of data collected in a research question actually represents what was intended. Content validity will be ensured by matching the research questions with items in the data collection instruments. This will be done by engaging the supervisors to verify if the content of items in the questionnaire with collected information on audience perception of tiktok influencers on music choice.
The study would ensure that simple language will be adopted to make the respondents understand the question very well for them give valid answers as per the study.
3.7	Method of Data Collection 
	A survey of data collection method will be employed to collect primary data. A survey is defined by Balnaus and Caputi (2021) as a method of collecting data from people about who they are, how they think (motivations and believes) and what they do (behaviour). The subject in the survey were questioned by means of a standardized procedure for the answers to be compared and analyzed statistically (corbetta, 2013).
Questionnaire is the most effective way of data collection tool for the survey of this study. Standardized and well-structured questionnaires will help to investigate a widely distributed population. The advantage of this approach is that the researcher can collect data from a controlled number of variables. The respondents will be expected to provide answers to the open ended questions. The questionnaire will be split into two sections, the initial section asked questions concerning the general responded information. The second section established the audience perception of tiktok influencers on music choice.
3.8	Method of Data Analysis 
This study will use a descriptive statistics method to analyze data. According to Mugenda and Mugenda, (2019), descriptive analysis involves a process of transforming a mass of raw data into tables, charts, with frequency distribution and percentages, which are a vital parts of making sense of the data. In this study, the descriptive statistics such as percentage and frequency distribution be used to analyze the demographic profile of the participants. The data will be presented using tables to give a clear picture of the research findings at a glance.
Simple tables, frequency and percentage were adopted in the presentation and analysis of the data generated for this study. These statistical tools were used because they were suitable means of breaking down and analyzing the generated data.


APPENDIX
Department of Mass Communication 
Institution of Information 
and Communication Technology
Kwara State Polytechnic, 
Ilorin 
Dear Sir/Ma,

RESEARCH QUESTIONNAIRE
QUESTIONNAIRE ON AUDIENCE PERCEPTION OF TIKTOK INFLUENCERS ON MUSIC CHOICE (A CASE STUDY OF KWARA STATE POLYTECHNIC STUDENTS)
Dear Participant,
This questionnaire is designed to gather information about AUDIENCE PERCEPTION OF TIKTOK INFLUENCERS ON MUSIC CHOICE (A CASE STUDY OF KWARA STATE POLYTECHNIC STUDENTS)
Your responses will be valuable in understanding the effects and implementation among Kwara State Polytechnic Students.  
Your participation is voluntary, and all responses will be kept confidential. 
Thanks.





APPENDIX II
Please answer the following questions to the best of your knowledge and ability.
Section A: Demographic Information
1. Gender:    Male          (      )   Female (     )
2. Marital status:   Single   (      ) Married (     )   Divorce (    )
3. Age: (a) 18-25 ( ) (b) 26-35 ( ) (c) 36-45 ( )(d) 46 and above ( )
4. Educational qualification: Olevel Holder ( ) ND/NCE Holder ( ), HND/B.sc Holder ( )
5. LEVEL: ND 1 (  ) ND 2 (  ) HND 1 (  ) HND 2 (  )
SECTION B: TIK-TOK USAGE
6. How often do you use TikTok? Daily (  ) Weekly (  ) Occasionally (  ) Never (   )
7. What type of content do you engage with the most on TikTok? Dance trends (  ) Comedy skits (  ) Music challenges (  ) Educational content (  ) Others (  ) 
8. Do you follow TikTok influencers? Yes  (  ) No (  )
9. How many hours do you spend on TikTok per day? Less than 1 hour (  ) 1–2 hours (  ), 3–4 hours (  ) More than 4 hours (  )
SECTION C: PERCEPTION OF TIKTOK INFLUENCERS
10. Do TikTok influencers impact your music choices? Yes (  ), No (  )
11. How often do you discover new songs or artists through TikTok? Very often (  ), Occasionally (  ), Rarely  (  ), Never (  )
12. What factor makes you trust a TikTok influencer's music recommendation? Their popularity (  ), Their consistency in content (  ), Their music taste (  ) Others (  )
13. Do you feel TikTok influencers introduce you to music you wouldn’t have discovered otherwise? Strongly Agree ( ), Agree (  ), Neutral (  ) Disagree (  ) Strongly Disagree ( )
SECTION D: MUSIC CHOICES
14. What genre of music do you prefer to listen to? Afrobeats (), Hip-hop (  ), Pop ( ), Gospel ( ), Others (  )
15. Have you ever added a song to your playlist because you saw it on TikTok? Yes () No ( )
16. Which element of a TikTok video influences your music choice the most? The dance trend ( ) The influencer promoting it ( ), The lyrics or sound of the song ( ) Others (  )
17. Do you believe TikTok has helped emerging artists gain more recognition? Yes ( ) No ( )
18. Do TikTok influencers play a bigger role in promoting songs than traditional media? Strongly Agree ( ) Agree (  ), Neutral (  ) Disagree (  ) Strongly Disagree ( )
19. Do you think TikTok trends affect the type of music people play in social gatherings? Yes ( ) No ( )
20. How would you rate TikTok’s influence on your overall music preferences? Very High (  ), High (  ), Moderate (  ), Low (  ) None (  )

APPENDIX
Kwara State Polytechnic,
Ilorin 
							Department of Mass Communication
Dear Sir,
RESEARCH QUESTIONNAIRE
QUESTIONNAIRE ON AUDIENCE PERCEPTION OF TIKTOK INFLUENCERS ON MUSIC CHOICE
Dear Respondent,
This questionnaire is designed to gather information about AUDIENCE PERCEPTION OF TIKTOK INFLUENCERS ON MUSIC CHOICE (A case study of Kwara State Polytechnic, Ilorin).
Kindly complete the attached questionnaire as objective as possible. Be rest assured that information provided will be treated with utmost confidentiality.
Thanks for your co-operation.
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APPENDIX II
Please answer the following questions to the best of your knowledge and ability.
SECTION A
1. Gender: Male {      }    Female {    }
2. Age 15-20 {    }   21-25 {    } 26-30 {    } 31 and above {    }
3. Educational Qualification: GCE/SSCE {    } OND/NCE {    } HND/BSC {    } MSC/MAC {    }
4. Institute: IFMS {    } IAS {    } IES {    } IICT {    } IOT {    }
5. Marital Status: Single [    } Married {    }
SECTION B
NOTE: SA= Strongly Agree, A= Agree, N= Neutral ‘N’ ‘D’ disagree “SD” strongly disagree 
	S/N
	STATEMENTS
	SA
	A
	N
	D
	SD

	6
	TikTok influencers have a good sense of music taste
	
	
	
	
	

	7
	I trust TikTok influencers’ opinions on good music.
	
	
	
	
	

	8
	Influencers on TikTok are credible sources for discovering new music.
	
	
	
	
	

	9
	TikTok influencers promote music genuinely and not just for money.
	
	
	
	
	

	10
	TikTok influencers affect my music preferences
	
	
	
	
	

	11
	I follow TikTok influencers because of their music content
	
	
	
	
	

	12
	TikTok trends influence the kind of music I listen to
	
	
	
	
	

	13
	TikTok has introduced me to new genres of music.
	
	
	
	
	

	14
	I prefer music promoted by TikTok influencers to other forms of promotion.
	
	
	
	
	

	15 
	Viral TikTok sounds make me listen to the full version of a song.
	
	
	
	
	

	16
	I am more likely to listen to music if it’s trending on TikTok.
	
	
	
	
	

	17
	TikTok challenges featuring certain songs affect my music choice.
	
	
	
	
	

	18
	I save or download songs I discover through TikTok influencers.
	
	
	
	
	

	19
	TikTok playlists or influencer recommendations influence my playlist.
	
	
	
	
	





CHAPTER FOUR
4.0	DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.1 	INTRODUCTION
This chapter entails with the presentation, analysis and interpretation of the data collected by the researcher in the course of carrying out the research. The presence of data makes no meaning to anybody unless adequate analysis of such data is carried out.
4.2	DATA ANALYSIS AND INTERPRETATION
SECITON A
TABLE 4.1: GENDER
	Frequency 
	NO OF RESPONDENT
	PERCENTAGE (%)

	Male
	58
	58

	Female 
	42
	42

	Total
	100
	100


Source: field survey 2025
	The analysis shows that 58 respondents are male while 42 respondents are female representing 58% and 42% respectively. The table above indicates majority of them are male.
TABLE 4.2: AGE
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	18 – 25 year
	19
	19

	26 – 35year
	34
	34

	36- 45years
	26
	26

	46 and above
	21
	21

	Total
	100
	100


Source: Field survey 2025.
	The table show that 19 respondents are in the age bracket of 18 – 25 years, 34 respondents are between 26 – 35years, 26 respondents are within the age of 36 -45years, while the remaining 21 respondents are in the age  bracket of  46 and above,  respectively.
TABLE 4.3:  EDUCATIONAL QUALIFICATION
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Olevel holder
	38
	38

	ND/NCE holder
	41
	41

	HND/B.sc holder
	21
	21

	TOTAL
	100
	100


Source: Field survey 2025
	The table above shows that 38 respondents are o’level holder, 41 respondents are ND/NCE holder, 21 respondents are HND/BS.c holder, representing 38%, 41% and 21% respectively. The table above shows that majority they are hold ND/NCE.

TABLE 4.5: MARITAL STATUS
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Single
	48
	48

	Married
	38
	38

	Divorced
	14
	18

	Total
	100
	100


Source: Field survey 2025. 
	The above table shows that 48 respondents are single, 38 respondents are married, while 14 respondents are divorced representing 48%, 38% and 14% respectively. The table above indicates that majority of them are single.


TABLE 4.5:  Institute
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	IFMS 
	18
	18

	IAS
	20
	20

	IES
	25
	25

	IICT
	30
	30

	IOT
	7
	7

	Total
	100
	100


Source: Field survey, 2025.
This table shows the Institute of the respondents in School, 18 respondents 18% were IFMS students, 20 respondents were IAS, 25 respondents were IES, 30 respondents were IICT students while the remaining 7 respondents representing 7% were IOT students respectively.
SECTION B
TABLE 4.6: TikTok influencers have a good sense of music taste?
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	25
	25

	Agree
	30
	30

	Neutral
	20
	20

	Disagree
	15
	15

	Strongly Disagree
	10
	10

	Total
	100
	100


Source: Field survey 2025.
	The table show that 25 respondents chose Strongly Agree that Tiktok Influencers have a good sense of music taste, 30% of the respondents Agree, 20% of the respondents were Neutral, 15% of respondents were Disagree, while the remaining 10% of the respondents Strongly Disagreed with the statement.
[bookmark: _Hlk199240013][bookmark: _Hlk199239937]TABLE 4.7: I trust Tiktok Influencers opinion on good music?
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	35
	35

	Agree
	30
	30

	Neutral
	20
	20

	Disagree
	10
	10

	Strongly Disagree
	5
	5

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 35 respondents chose Strongly Agree that they trust Tiktok Influencers opinion on good music, 30% of the respondents Agree, 20% of the respondents were Neutral, 10% of respondents were Disagree, while the remaining 5% of the respondents Strongly Disagreed with the statement.
TABLE 4.8: Influencers on Tiktok are credible sources for discovering New Music?
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	25
	25

	Agree
	32
	32

	Neutral
	28
	28

	Disagree
	10
	10

	Strongly Disagree
	5
	5

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 25 respondents chose Strongly Agree that Influencers on Tiktok are credible sources for discovering New Music, 32% of the respondents Agree, 28% of the respondents were Neutral, 10% of respondents were Disagree, while the remaining 5% of the respondents Strongly Disagreed with the statement.
[bookmark: _Hlk199245907]TABLE 4.9: TikTok Influencers promote music genuinely and not just for money?
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	23
	23

	Agree
	34
	34

	Neutral
	28
	28

	Disagree
	10
	10

	Strongly Disagree
	5
	5

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 23 respondents chose Strongly Agree that Tiktok Influencers promotes music genuinely and not just for money, 34% of the respondents Agree, 28% of the respondents were Neutral, 10% of respondents were Disagree, while the remaining 5% of the respondents Strongly Disagreed with the statement.
TABLE 4.10: TikTok Influencers affect my music preference
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	26
	26

	Agree
	31
	31

	Neutral
	28
	28

	Disagree
	10
	10

	Strongly Disagree
	5
	5

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 26 respondents chose Strongly Agree that Tiktok Influencers affect my music preference, 31% of the respondents Agree, 28% of the respondents were Neutral, 10% of respondents were Disagree, while the remaining 5% of the respondents Strongly Disagreed with the statement.
TABLE 4.11: I follow TikTok Influencers because of their music content
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	30
	30

	Agree
	32
	32

	Neutral
	28
	28

	Disagree
	8
	8

	Strongly Disagree
	2
	2

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 30 respondents chose Strongly Agree that they follow Tiktok Influencers because of their music content, 32% of the respondents Agree, 28% of the respondents were Neutral, 8% of respondents were Disagree, while the remaining 2% of the respondents Strongly Disagreed with the statement.


TABLE 4.12: TikTok trends influence the kind of music I listen to?
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	25
	25

	Agree
	32
	32

	Neutral
	20
	30

	Disagree
	11
	11

	Strongly Disagree
	12
	12

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 25 respondents chose Strongly Agree that Tiktok trends influence the kind of music they listened to, 32% of the respondents Agree, 20% of the respondents were Neutral, 11% of respondents were Disagree, while the remaining 12% of the respondents Strongly Disagreed with the statement.
TABLE 4.13: TikTok trends influence the kind of music I listen to?
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	25
	25

	Agree
	32
	32

	Neutral
	20
	30

	Disagree
	11
	11

	Strongly Disagree
	12
	12

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 25 respondents chose Strongly Agree that Tiktok trends influence the kind of music they listened to, 32% of the respondents Agree, 20% of the respondents were Neutral, 11% of respondents were Disagree, while the remaining 12% of the respondents Strongly Disagreed with the statement.
TABLE 4.14: I prefer music promoted by TikTok influencers to other forms of promotion
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	23
	23

	Agree
	40
	40

	Neutral
	27
	27

	Disagree
	8
	8

	Strongly Disagree
	2
	2

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 23 respondents chose Strongly Agree that they prefer music promoted by TikTok influencers to other forms of promotion, 40% of the respondents Agree, 27% of the respondents were Neutral, 8% of respondents were Disagree, while the remaining 2% of the respondents Strongly Disagreed with the statement.
TABLE 4.15: Viral TikTok sound make me listen to the full version of a song
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Strongly agree
	25
	25

	Agree
	32
	32

	Neutral
	20
	30

	Disagree
	11
	11

	Strongly Disagree
	12
	12

	Total
	100
	100


Source: Field Survey, 2025
	The table show that 25 respondents chose Strongly Agree that viral TikTok sound make me listen to the full version of a song, 32% of the respondents Agree, 20% of the respondents were Neutral, 11% of respondents were Disagree, while the remaining 12% of the respondents Strongly Disagreed with the statement.
4.3	Analysis of Research Questions
The three questions focus on the interaction of Kwara State Polytechnic students with TikTok, specifically in the context of music influencers and their impact on music preferences. Each question targets a different aspect of this interaction: frequency of engagement, types of music genres, and the extent of influence. Below, I break down each question to assess its clarity, scope, and research potential, followed by a reframed version in statement form to ensure clarity and alignment with research objectives.
Research Question One: How often do Kwara State Polytechnic students interact with TikTok content and influencers?
This question seeks to quantify the frequency of interaction between students and TikTok content, specifically content created by or involving influencers. The term "interact" is broad, potentially encompassing passive consumption (e.g., watching videos), active engagement (e.g., liking, commenting, sharing), or content creation (e.g., posting videos). The question could benefit from specificity regarding the type of interaction and the definition of "influencers." The question focuses on Kwara State Polytechnic students, a specific demographic, which provides a clear population for study. However, it does not specify whether the focus is on all TikTok content or only music-related content, which could dilute the focus given the context of the other questions. This question is foundational for understanding the extent of TikTok’s penetration among the student population. It can be explored through quantitative methods (e.g., surveys measuring time spent on TikTok or frequency of specific actions) or qualitative methods (e.g., interviews to understand the nature of interactions). To make it more precise, the question should clarify whether it focuses on music-related influencers or all influencers, aligning with the subsequent questions.
Research Question 2: What genres or types of music promoted by TikTok influencers appeal to the students?
This question aims to identify the music genres or types (e.g., hip-hop, afrobeat, pop) that resonate with students through TikTok influencers’ promotions. The phrase "promoted by TikTok influencers" implies that influencers play an active role in introducing or popularizing music, but it does not clarify whether the focus is on explicit promotions (e.g., sponsored content) or organic sharing (e.g., using music in videos). The term "appeal" is also subjective and may require operationalization (e.g., preference, consumption, or purchase behavior).  The question narrows the focus to music genres, which is specific and relevant given TikTok’s role in music discovery. It assumes that TikTok influencers significantly influence students’ music preferences, which connects to the third question. However, it could benefit from specifying whether the focus is on global or local (e.g., Nigerian) music genres, given the cultural context of Kwara State. This question lends itself to both qualitative and quantitative approaches. Surveys could identify preferred genres, while content analysis of TikTok videos could reveal the types of music promoted by influencers. Interviews or focus groups could provide deeper insights into why certain genres appeal to students. To enhance clarity, the question could specify whether it focuses on genres explicitly promoted by influencers or those featured in their content.
Research Question 3: To what extent do TikTok influencers shape the music preferences of these students?
This question investigates the degree of influence TikTok influencers have on students’ music preferences. It is the most evaluative of the three questions, focusing on causality or correlation between influencers’ content and students’ music choices. The phrase "to what extent" invites a measurement of influence, which could range from minimal to significant. However, "shape" is broad and could include changing existing preferences, reinforcing preferences, or introducing new genres. The question builds on the previous two by assuming that interaction with TikTok influencers (Question 1) and exposure to specific genres (Question 2) leads to an impact on preferences. It is well-aligned with the overall theme but requires clear definitions of "music preferences" (e.g., listening habits, genre affinity, or artist fandom) and "TikTok influencers" (e.g., local vs. global, music-specific vs. general). This question is ideal for mixed-methods research. Quantitative methods (e.g., regression analysis) could measure the correlation between exposure to influencers and changes in music preferences, while qualitative methods (e.g., interviews) could explore how and why influencers shape preferences. The question could be refined to focus on specific aspects of influence, such as emotional connection, trend adoption, or peer influence amplified by TikTok.
4.4	Discussion of Findings
This study examined the perception of TikTok influencers on music choice among students of Kwara State Polytechnic. The findings provide significant insights into how social media, particularly TikTok, shapes music consumption behavior among young audiences in a tertiary institution setting. The analysis of responses collected from the survey reveals the following major themes:
The study discovered that a large proportion of respondents actively engage with TikTok and consume a variety of content, particularly music-related content. Many of the students indicated that they log onto TikTok daily and spend considerable time scrolling through short videos, dance challenges, and music-based content. This high engagement suggests that TikTok is not merely a social platform for entertainment but has become a major avenue through which music is introduced, promoted, and consumed.
This finding aligns with global trends showing TikTok as a central platform for music discovery, where viral sounds and music challenges influence what songs gain popularity. It also underscores the changing pattern in media consumption, where traditional channels like radio and television are gradually being replaced or supplemented by short-form video content and algorithm-driven music suggestions.
One of the central findings of this study is that TikTok influencers play a significant role in shaping students’ music preferences. Respondents generally agreed that when popular TikTok influencers use a particular song in their videos—especially in challenges, skits, or dance routines—it increases the likelihood of them listening to and downloading that song.
The respondents noted that influencers with large followings often serve as trendsetters. Their choice of background music can propel relatively unknown songs to virality, thus demonstrating the power of influencer marketing in the music industry. Many students admitted to discovering new music primarily through influencers’ content and then seeking out the full versions of the songs on platforms like YouTube, Spotify, or Apple Music. This finding is consistent with previous literature which suggests that influencers, due to their perceived credibility and social capital, significantly affect consumer behavior, especially among youth audiences. Their impact on music choice can be attributed to a combination of trust, entertainment value, and peer influence embedded in TikTok’s social networking features.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
This study focused on examining the audience perception of TikTok influencers on music choice among students of Kwara State Polytechnic. With the increasing integration of social media into everyday life, platforms like TikTok have emerged as not just entertainment hubs but also powerful instruments in shaping cultural and consumer behavior, especially among youth. One such area of influence is the music industry, where TikTok influencers play a significant role in introducing and popularizing songs through trends, challenges, and creative video content.
The research was guided by key objectives, including:
1. To determine the level of exposure of Kwara State Polytechnic students to TikTok influencers.
2. To examine how TikTok influencers shape students’ music preferences.
3. To evaluate the extent to which students trust or rely on TikTok influencers for music discovery.
4. To assess whether there is a significant relationship between TikTok content and students’ choice of music genres or artists.
A descriptive survey design was adopted, and data were collected through structured questionnaires administered to a sample population drawn from various departments and faculties within the institution. The analysis of the data revealed critical insights into how digital influencers, particularly on TikTok, affect youth engagement with music.
Key findings of the study include:
· A large proportion of students are highly active on TikTok and follow music-related content.
· TikTok influencers, especially those with large followings and high engagement, play a pivotal role in shaping the music choices of these students.
· Trends initiated or promoted by influencers often result in the viral popularity of certain songs, leading to increased streaming, downloads, and sharing.
· Many students discover new music almost exclusively through TikTok challenges or videos rather than traditional media or other music platforms.
· There is a strong correlation between TikTok trends and students’ preferences for specific genres, artists, or songs.
Overall, the study confirms that TikTok influencers have a significant impact on the music consumption behavior of students in Kwara State Polytechnic.
5.2 Conclusion
Based on the data and findings, the research concludes that TikTok influencers are highly instrumental in shaping the music tastes and choices of students at Kwara State Polytechnic. The students not only engage with content passively but also actively seek out music that is trending on TikTok. The platform has thus become a major tool for music discovery and promotion.
TikTok influencers, by leveraging their creativity, large audiences, and emotional connection with followers, have successfully positioned themselves as taste-makers in the music industry. Their role transcends mere entertainment—they are cultural agents who bridge music creators and the audience. Music that goes viral on TikTok often sees a rapid rise in popularity, not necessarily based on artistic merit but largely due to the influencer’s charisma and the viral potential of the content.
Moreover, the trust and relatability that students place in influencers make them powerful agents of musical influence, even more so than traditional media outlets. This phenomenon signals a shift in how youth interact with music, pointing to the increasing importance of user-generated content and peer influence in shaping cultural consumption.
5.3 Recommendations
In light of the findings, the following recommendations are proposed:
1. For Music Artists and Record Labels: Engage TikTok influencers strategically in music promotion campaigns. A well-executed collaboration with an influencer can significantly boost a song’s visibility and reach. Consider creating TikTok-friendly content, such as catchy hooks or danceable segments, that can easily go viral through challenges and short videos. Monitor TikTok trends to stay informed on audience preferences and emerging musical styles that resonate with the youth.
2. For TikTok Influencers: Maintain authenticity and consistency in promoting music, as trustworthiness is a key factor in audience acceptance. Explore partnerships with both upcoming and established artists, helping to democratize music promotion and give a platform to new voices. Use their platform responsibly by promoting diverse and culturally enriching music, rather than just viral hits with fleeting popularity.
3. For Educators and Communication Scholars: Integrate studies on digital influence and music culture into media and communication curricula, preparing students for careers in digital marketing, content creation, or influencer management. Conduct further research into the psychological and social effects of social media influencers on youth behavior beyond music preferences.
4. For Students and Young Audiences: Be aware of the commercial intentions behind some influencer content and exercise critical thinking in music choices. While it is fun to follow trends, students should also explore music beyond what is popular on TikTok to develop broader and richer musical tastes.
5. For Policy Makers and Digital Media Regulators: Encourage media literacy programs in tertiary institutions to help students navigate influencer culture critically. Support initiatives that promote Nigerian and African music through social platforms.
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