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ABSTRACT
This study investigates the influence of social media on the fashion and lifestyle choices of students at Kwara State Polytechnic, Ilorin. With the rise of platforms like Instagram, TikTok, Twitter, and WhatsApp, youth are increasingly exposed to fashion trends and lifestyle ideals shared by influencers, celebrities, and peers. The research employed a quantitative survey design and gathered responses from 100 students using structured questionnaires. Findings reveal that Instagram is the most dominant platform influencing both fashion and lifestyle decisions, with 85% acknowledging its role in shaping their clothing choices and 70% admitting to adopting lifestyle habits seen on social media. Influencer content had the greatest impact on participants, followed by celebrity and peer content. However, economic constraints and pressure to conform to online trends were identified as challenges. The study concludes that while social media is a powerful tool for identity formation and trend adoption among students, there is a need for critical digital literacy to mitigate its potential drawbacks.
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CHAPTER ONE
INTRODUCTION 
1.1 Background of the Study 
The advent of social media has fundamentally reshaped the communication landscape, influencing individual and collective behaviors across diverse sectors, including fashion and lifestyle. Social media platforms, characterized by their accessibility and interactive features, have become significant channels for shaping consumer behavior, brand marketing, and interpersonal interactions. These platforms—ranging from Facebook, Instagram, and TikTok to Pinterest and YouTube—have facilitated the democratization of fashion, enabling individuals to access, create, and share content globally (Go et al., 2013). This transformation has not only altered how individuals perceive and consume fashion but also redefined the traditional fashion industry’s dynamics, where magazines and fashion shows once held exclusive sway (Ahmad, Salman & Ashiq, 2015).
Globally, social media has proven to be a powerful tool in influencing fashion trends. For instance, Alyssa (2014) observed that today’s fashion influencers and bloggers possess significant reputational power, surpassing traditional fashion editors in shaping consumer preferences. Similarly, Jan and Sultan (2020) highlighted how social media platforms, utilized extensively for advertising, have influenced people’s dressing habits and shopping preferences, propelling the fashion industry to embrace digital tools for market expansion.
The influence of social media extends beyond consumption patterns. It serves as a platform for peer influence, mentorship, and lifestyle experimentation. Young women in higher education institutions, for instance, have redefined their fashion habits through exposure to diverse online influencers, simultaneously receiving intentional and unintentional guidance (Westerlund, 2019). However, this exposure also raises concerns about the adoption of both virtuous and immoral lifestyles, including indecent dressing trends that have become prevalent in tertiary institutions like Kwara State Polytechnic. Such trends, amplified by social media, are linked to wider societal issues, including harassment and other forms of misconduct (Ashman et al., 2015).
The fashion industry’s engagement with social media has also revolutionized how trends are studied and consumer behaviors are anticipated. Brands now rely on digital platforms to interact directly with consumers, enhancing credibility and capturing larger markets (Bansal & Singla, 2017). As Nash (2019) argued, social media has significantly transformed the environment in which consumers operate, enabling fashion to become more accessible to the general public. This accessibility challenges traditional notions of exclusivity in fashion, as users actively participate in shaping trends and sharing their own interpretations of style.
In the Nigerian context, social media plays a critical role in shaping fashion and lifestyle choices, particularly among youth in tertiary institutions. The prevalence of mobile devices and internet connectivity has made platforms like Instagram, TikTok, and YouTube pivotal in influencing dressing patterns and lifestyle decisions. However, the intersection of social media and fashion also raises questions about cultural identity, peer pressure, and the implications of adopting global trends in local contexts.
This study seeks to examine the influence of social media on the fashion and lifestyle choices of students at Kwara State Polytechnic, Ilorin. By exploring the relationship between social media exposure and student preferences, this research aims to contribute to understanding the broader implications of digital platforms on youth behavior, cultural expression, and societal norms.
1.2 Statement of the Problem
The emergence of computers and the widespread adoption of social media platforms have significantly reshaped individuals’ decision-making processes, including their choices in fashion and lifestyle. Traditional sources of fashion inspiration, such as magazines and televised fashion shows, have been supplanted by dynamic and interactive online platforms like blogs, Instagram, and TikTok. These platforms enable anyone to create and share fashion trends, making the industry more accessible and inclusive.
However, this paradigm shift brings with it certain implications, especially in developing countries like Nigeria. Social media has not only influenced fashion choices but has also shaped societal norms and values, raising questions about its impact on cultural identity and behavior. Among Nigerian undergraduates, social media serves as a powerful tool for exploring trends and adopting new styles, but it also facilitates the spread of controversial practices such as indecent dressing.
Furthermore, the convenience of social media-driven fashion shopping and content creation has disrupted traditional retail structures, fostering a new dimension of consumer behavior. While the influence of social media on fashion choices is well-documented in developed nations, there is limited research on its implications within the Nigerian context, particularly among undergraduates. This gap in understanding necessitates an exploration of how social media influences the fashion and lifestyle choices of students at Kwara State Polytechnic.
This study seeks to address these gaps by investigating the extent to which social media impacts students’ fashion preferences, the factors driving these influences, and the potential consequences on cultural and individual identity.
1.3 Research Objectives 
i. To examine the extent to which social media influences the fashion preferences of Kwara State Polytechnic students.
ii. To analyze the impact of social media platforms on the lifestyle choices of Kwara State Polytechnic students.
iii. To identify the specific social media platforms most influential in shaping the fashion and lifestyle choices of Kwara State Polytechnic students.
1.4 Research Questions 
i. To what extent does social media influence the fashion preferences of Kwara State Polytechnic students?
ii. How do social media platforms affect the lifestyle choices of Kwara State Polytechnic students?
iii. Which social media platforms have the most significant impact on the fashion and lifestyle choices of Kwara State Polytechnic students?
1.5 Significance of the Study
This study is significant as it will provide valuable insights into how social media influences the fashion and lifestyle choices of Kwara State Polytechnic students. By exploring the role of social media in shaping fashion trends and lifestyle behaviors, the research will contribute to the growing body of knowledge on digital culture and consumer behavior among young people.
The findings will benefit students by highlighting how social media platforms can serve as tools for self-expression, creativity, and even entrepreneurship within the fashion industry. Additionally, it will inform educators, policymakers, and content creators on the potential of social media to influence youth culture and decision-making. The study will also serve as a reference for further research, particularly on the intersection between social media usage and cultural trends in Nigerian tertiary institutions.
1.6 Scope and Limitations of the Study
This study will focus on students enrolled at Kwara State Polytechnic, Ilorin, Kwara State, Nigeria. It will investigate the influence of popular social media platforms, including Facebook, Instagram, TikTok, Twitter, and WhatsApp, on the fashion and lifestyle choices of these students.
Limitations of the Study:
i. Financial Constraints: Limited resources may affect the scope of data collection, particularly in distributing questionnaires and reaching a large number of respondents.
ii. Time Constraints: The research must be completed within a specific academic timeline, which could limit the depth of data collection and analysis.
iii. Access to Participants: Some students may be unwilling to participate or may not actively use all the social media platforms under study, potentially affecting the comprehensiveness of the findings.
1.7 Definition of Key Terms
i. Social Media: Digital platforms that enable users to create, share, and engage with content, as well as interact and network. Examples include Facebook, Instagram, TikTok, Twitter, and WhatsApp.
ii. Fashion Choices: The selection of clothing, accessories, and styles influenced by individual preferences, trends, and external factors such as social media.
iii. Lifestyle Choices: Decisions about daily activities, behaviors, and personal habits influenced by values, social norms, and external factors, including social media.
iv.  Kwara State Polytechnic: A tertiary institution located in Ilorin, Kwara State, Nigeria, offering a wide range of academic programs.
v. Students: Individuals enrolled in Kwara State Polytechnic who use social media and are influenced by its content in their daily lives.





CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction 
2.1 Conceptual Framework 
2.1.1 History of Social Media 
To understand social media we need to explore its history.  The Internet started out as a massive Bulletin Board System (BBS) that allowed users to exchange software, data, messages, and news with each other (Kaplan &Haenlein, 2010). In 1979, Duke University graduate students Tom Truscott and Jim Ellis teamed up with the idea of networked communication over computers for exchange of information. This idea was executed in 1980 (Kaplan and Haenlein, 2010) and “Usenet” was launched worldwide, which was the first genuine attempt at social networking. Various discussion groups were held covering a wide variety of topics from humanities, sciences, business, politics, computers, and other areas. The discussion forums on these websites were called “newsgroups” (Goldsborough, 2005).  
By 1992, Internet became one of the most popular networking tools, which linked researchers and educators. Marc Andreessen headed a team at NSF centers which successfully developed a browser to develop NCA Mosaic or popularly known as Mosaic. In less than 18 months of its introduction, Mosaic became the browser of choice for almost over a million users. This set off an exponential growth in the area of decentralizing information and connecting people and led to the development of Microsoft’s Internet Explorer (Andreessen, 1993).  
Founded in October 1998 by Bruce Ableson and Susan Ableson, “Open Diary” was the next attempt at social networking. This website brought together people from various fields who wrote diaries or blogs, as we now call them, on a common platform to share their views and perspectives on various topics (Kaplan and Haenlein, 2010). As the Internet matured and became more widely available in the late 1990’s, there was an explosion of Social Media websites.  
In 1999, social media websites like Blogger and Faceparty appeared, and post-2000, Wikipedia, Picasa, Friendster, Flickr and other sites were created. The number of active monthly users each of these social media sites generates is given below. The social networking site Facebook is currently one of the leaders in social media, with video sharing site YouTube a close second. Growth of social networking, a revolution in social networking came with the advent of newer social networking websites, based on Web 2.0. In 2002, Friendster used the concept of degrees of separation. It promoted the idea of social networking by creating rich bonds among people who knew each other directly or via certain friends and provided a common platform for them for social interaction. With the success of Friendster, many other social networking sites followed. LinkedIn, launched in 2003, created a professional platform for work-based interaction. It is more than a mere playground for teenagers and classmates. LinkedIn is a serious platform for working people who want to connect with other professionals and to expand their contact networks. As of January 2014, LinkedIn reported 300 million registered users on its website (https://www.linkedin.com/about-us). MySpace, which was also launched in 2003, has almost 10 times fewer (36 million as on October 2013) monthly active users than LinkedIn.  However, Facebook, launched in 2004 for Harvard students and opened to the general public in 2006, is currently the most frequented social networking website. As of September 2014, Facebook claims 1.35 billion active users (https://newsroom.fb.com/company-info/). To put this number in perspective, if Facebook was a country it would be the second most populous nation, second only to China. 
2.1.2 Concept of Social Media 
Over the years, many scholars have been able to distinctively define and clarify the concept of social media. In their definition and clarification, the concept of social media has been used interchangeably with social networking site. Likewise, in this section, the word will be used interchangeably. In defining social media, Kaplan and Haenlein (2010) gave a general definition of social media in consideration of Web 2.0 and User-Generated Content. According to them social media is a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of User Generated Content. They also went further to describe social media as a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user-generated content. Nwanton, Odoemalamn, Orji-Egwu, Nwankwo and Nweze (2013)defines social media as those internet-based tools and services that allow users to engage with each other,generate contents, distribute and search for information online.  
Parr (2010) defines social media as the use of electronic and Internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways. On the other hands, Jantsch (2008) considers social media as the use of technology combined with social interaction to create or co-create value. According to Merriam-Webster dictionary (2017), social media is a form of electronic communication (as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) while Dykeman (2008) acknowledged social media as “the means for any person to: publish digital, creative content; provide and obtain real-time feedback via online discussions, commentary and evaluations; and incorporate changes or corrections to the original content” (Dykeman, 2008).  
Bryer and Zavatarro (2011) described social media as technologies that smooth the progress of social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users. The term, according to Andreas and Michael (2010), refers to “a group of Internetbased applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content."  
Drury (2008) describes social media as online resources that people use to share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news. Safko and Brake (2009) further defined social media as “activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media. Kietzmannn, Silverstre, McCarthy andLeylan (2012) describes social media as the platform that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user generated content. Social media, as defined by Bryer and Zavatarro (2011) are technologies that facilitate social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users.  
The term social media, according to Kaplan andHaenlein (2010) refers to “a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content” (p. 61). Web 2.0 was coined by Darcy DiNucci in 1999 to describe interactive social websites which allow users to interact and collaborate with each other in a social media dialogue. Davis, Canche, Deil-Amen and Rios-Aguilar (2012) refer to social media technology (SMT) as web-based and mobile applications that allow individuals and organizations to create, engage, and share new usergenerated or existing content, in digital environments through multi-way communication. Through this platform, individuals and organizations create profiles, share and exchange information on various activities and interests. An interesting aspect of social media is that, it is not limited to desktop or laptop computers but could be accessed through mobile applications and smart phones making it very accessible and easy to use. Examples of these social media platforms both on the web and mobile application include Facebook, Twitter, YouTube, Whatsapp, Instagram, blogs etc.   
According to Boyd and Ellison (2007), “social networking sites are web-based service platform that enable individuals to create a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection, and view and navigate their list of contacts and those made by others within the system” (p. 21). These sites are used to interact with friends, peers and others that are found in groups on these sites. The sharing of information ranges from news, debates, gossips, feelings or statement of mind, opinions, research etc. Curtis (2011) affirms that social media appear in many forms including blogs and microblogs, forums and message boards, social networks, wikis, virtual worlds, social bookmarking and video sharing.  According to Junco (2012), social media are collections of internet websites, services, and practices that support collaboration, community building, participation, and sharing. 
Nwangwa and Omotere (2014) simply regards social media as comprising online applications for social networking sites, social bookmarking and sharing tools, social citation tools, blogging and microblogging tools, virtual worlds, e-conference presentation sharing tools, audio and video tools, e-project management tools, and research and writing collaboration tools; primarily developed to foster user-centered social interaction. Social media can be seen as either web based or application based media of communication that allows registered individual to share ideas, thoughts, opinions, interact and collaborate with other registered users all over the world. The inclusion of application based media of communication is largely due to the ability to make use of social media on mobile gadgets such as Smartphones, Tablets, i-Phones, symbian and Java phones 
The scope of social networking sites as information sources have been discussed by different scholars e.g., (Dugan et al., 2008; Skeels & Grudin, 2009; Steinfield, DiMicco, Ellison, & Lampe, 2009; Morris et al., 2010). They noted that:  
i. Only humans can provide certain types of information such as opinions, advice and recommendations. 
ii. The information sources are personally known to the user to a greater or lesser extent, and are therefore trusted sources and have cognitive authority.  
iii. Users can provide localized (geographically specific) information, and current or time- sensitive information.  
iv. Information provided by users are customized for the requestor.  
v. Social contacts can perform intermediary functions of researching, synthesis and packaging of information. 
vi.  Users are able to broadcast a question to a known group of people • Users can obtain emotional and social support. 
It includes web-based and mobile based technologies that are used to turn communication into interactive dialogue among individuals, organizations, and communities. Typical examples of social media platforms include websites such as Facebook, Twitter, Flickr, YouTube and the interactive options on these websites, such as the “re-tweeting” option on Twitter. These instruments are referred to as media because they are tools which can also be used for the storage and dissemination of information. However, unlike the traditional media like Television and Radio, most of the social media tools allow their users to interact as “re–twitting” on Twitter and “comment” options on Facebook illustrate. 
Looking at social media from a more practical point of view, Sweetser and Lariscy (2008) define social media as a “read-write Web, where the online audience moves beyond passive viewing of Web content to actually contributing to the content”. One thing that is common in the definitions of social media reviewed in this work is the view that it is based on user-generated participation. The opportunity to enjoy user-to-user interaction distinguishes social media from the traditional media which is characterized by top-down news dissemination arrangement (Clark &Aufderheide, 2009).Another attribute of the social media which distinguishes it from the traditional media is the choice it accords its users. Choice enables people to access the information they like to learn about through the social media, eliminating the gatekeeper role of traditional media. On one hand, the choice offered by social media reduces the shared experience that viewers of particular traditional media channels usually have; on the other hand, it creates a network of individuals with like interests and similar preferences. 
Two primary tools that have enabled people to socialize and connect with each other online are social networking sites and electronic messaging. More than half of America’s teens and young adults send electronic messages and use social networking sites, and more than onethird of all internet users engage in these activities (Jones & Fox, 2009). In Nigeria, internet users are estimated, as at October 2014, at 67,101,452 with 16% growth rate when compared with the 2013 figure, and is 2.30% of the country’s share of the world internet users (Internet Live Stats, 2014). Nigeria is also the third most active African country on twitter (Mejabi&Fagbule, 2014). Most people who use social media tools access them mainly through computers and mobile devices such as phones and Tablet PCs.  
Analysts suggest that majority of phone purchases in the coming years will be more for using online networks rather than making phone calls (Baekdal, 2008). Politicians in Nigeria are joining the online community to communicate with their audiences because they believe they are a key demographic who shape and influence perception. Thus, phone communication is now tending toward one-to-many sharing rather than the usual one-to-one conversation. Nevertheless, there is no comprehensive knowledge of their activities as well as how this form of media can impact on citizen’s mobilization and participation in Nigeria electoral process. 
2.1.3 Classification of Social Media  
 Just as much as multiplicity in social media definitions, there are also diverse classes of applications and platforms that symbolize social media.  Therefore, it is necessary to summarize some general types of social media in order to set boundaries between what belongs to social media and what is not. According to Mayfield (2008), there are basically seven kinds of social media, including social networks, blogs, wikis, podcasts, forums, content communities and microblogging. Kaplan and Haenlein (2010) propose a similar classification of social media which includes collaborative projects, blogs and microblogs, content communities, social networking sites, virtual game worlds, virtual social worlds. In this study, the classification by Mayfield will be considered as the criterion in evaluating whether a platform belongs to social media or not.  
i. Social Network Sites (SNSs)  
 Social network sites or social network services allow people to establish personal webpages and then connect with friends for the purpose of sharing information and communication (Mayfield, 2008). Just like the majority of social media applications and platforms, the bonds made on social network sites are primarily based on user’s social networks in real life and users are encouraged to provide real personal information. In that sense, social networks sites along with other social media tools merely provide platforms for real world friends to communicate in the virtual world. Nevertheless, social network sites nowadays are far more than just platforms rather it has gradually been integrated into people’s daily life.  
 The original version of social network sites dated back to 1995 where community such as classmates.com tried to help people find back their old friends and school mates by having people’s email addresses linked to each other. It was not until early 2000s, with the development of user profile functions, social network sites entered the second stage and the new generation of social network sites emerged and became popular soon (Taprial&Kanwar, 2012). The best examples are Friendster in 2002 and MySpace in 2003.  The real fever of social media sites started with the birth of Facebook founded by Mark Zuckerberg and his colleagues in 2004.  By the end of December 2013, it had 1.23 billion active users monthly worldwide. Almost all the basic functions of social network sites can be found in Facebook and it keeps delighting people with new features and innovation (e.g. timeline, maps).  
ii. Blogs  
The term ‘blog’ appeared as both noun and verb in 1999 which is shortened form of ‘Web log’ (Andrew, 2009). Blogs are online journals and it is most often arranged in the chronological order containing text, data, images and other media objects recorded and retrievable through a web browser. There are number of features that distinguish blogs from portal website and other general websites. Blogs tend to write in a personal tone and conversational style. There is usually a topic before bloggers start to write. Blogs are flexible and extensive in the way that bloggers can create links and make references from other sources which enable both readers and bloggers track back while they are reading blogs. Blogs also allow comments and subscription which promote online interaction and form of community groups. Bloggers and wikis are the most two popular blog platforms.   
iii. Wikis  
 Wikis are websites that allows people to add, modify or delete contents in collaboration with others (Mayfield, 2008). Usually a wiki is supported by a database that keeps track of all changes, allowing users to compare changes and also revert to previous version. All previous contributions are stored permanently and all actions are visible and reversible in wikis (Andrew, 2009). Different from the traditional printed encyclopaedias, the open-access authoring environments of wiki causes the content to be divergent without a standard style or format.  This means wikis require rigorous version control afforded by the system (Emigh& Herring, 2005). The most popular wiki is Wikipedia, an online encyclopaedia that was started in 2001. It has now more than 4.5 million articles in English alone as well as articles in other nine languages (Mayfield, 2008).   
iv. Podcasts  
The definition of podcast by Merriam-Webster dictionary is a program (as of music or talk) made available in digital format for automatic download (Merriam-Webster.com, 2017). Audio and video files are published on the internet that allows users to subscribe to. The feature of subscription truly represents the sociability and community characteristics of social media. 
People have long been able to upload video and audio files on the internet, but with the subscription feature, each individual is doing their own marketing by notifying subscribers as soon as they have updates.  
This enables everyone to build their own audiences and communities which is the basic formation of social media. Apple’s iTunes is the most widely used podcast platform around the world. The podcast can be either listened to on the computer or downloaded onto mobile devices with iTunes application.  
v. Forums  
The internet forum is also known as community bulletin board or message board. The formation of forum starts with a group of people who share the same interests or would like to discuss a specific topic. Forum can be considered as the longest form of online social media. Not surprisingly, forum has a strong sense of community with one or several administrators serve the role as moderators that regulate improper posts on the forums. The discussion on the forum is called thread in which different forums members participate for the purpose of online debate, enquiring advice or seeking help, etc. The threads do not necessarily started by the administrator and unlike blogs which is owned and managed by the bloggers, threads are started by any members in the forums who want to discuss and share something with others (Mayfield, 2008).  
vi. Content Communities  
Content communities can be regarded as a combination of social network sites and podcasts. It shares some common features from these two social media forms. However, content community has a particular focus on sharing a certain type of content such as photo, video, music and bookmarks (Mayfield, 2008). Examples of popular content communities are Flickr, Instagram (both focusing on sharing photography), YouTube (world’s largest video sharing service), delicio.us (bookmarks)  
vii. Microblogs  
Literally, microblogs are supposed to be mini versions of blogs. However, microblog is more than just a blog. It combines the basic elements of blogs with the functions of instant messaging and social networking from other social media platforms. Twitter is no doubt the dominant player in the mirco-blog field with over 200 million active users. Tweets are the messages send by users through various platforms including twitter websites, mobile device applications and SMS.  Messages are limited to 140 characters which is the most obvious feature of ‘micro’ blog.  Different users treat twitter for different purpose but the fundamental aim is to simply keep in touch with own networks and share thoughts or start conversation even though nowadays following celebrities have become a trend.  
2.1.4  Characteristics of Social Media  
 With the mature of Web 2.0 technology, social media has reached almost everyone around the world as long as you have electronic devices connected to Internet.  It has already been integrated into part of our daily life. Nevertheless, when people are discussing the widelycirculated term social media, very few have truly understood the essence of social media. Understanding the characteristics of social media is not only important for individuals but also crucial for students.  
 Even though thousands of articles and blog posts have been discussing social media from different aspects, there is quite little theoretical literature which systematically describes the properties of social media. To my delight, several articles still give great description of social media characteristics. Mayfield (2008) pointed out five fundamental characteristics that shared by almost all social media platforms: participation, openness, conversation, community and connectedness. Taprial and Kanwar (2012) identify five properties that are more powerful and distinguish the social media from the traditional media. They are accessibility, speed, interactivity, longevity and reach.  
 Based on the literature on social media, nine characteristics of social media can be summarized as follow:  
i. Community   
Community in social media share same features with other online and virtual communities, which are formed based on people who share the same interests or background. However, there are differences in which the network formed in social media is often an extension of the network in the real world and trust in social media network is usually higher than other communities.  
ii. Connectedness  
Social connectedness is defined as interpersonal, community, and general social ties (Teixeira, 1992). From Mayfield’s point of view, connectedness is closer to integration in the sense that sites, resources, and people are connected through links and shared by users on various social media platforms.   
iii. Openness  
Almost all the social media platforms are free to join and anyone can use social media as medium to create, edit, communicate, consumer and comment contents (Mayfield, 2008). Social media creates an atmosphere that encourages participation and sharing information.  
iv. Speed  
One of the advantages of online social network compared with real life network is the communication and spread speed.  In contrast of traditional WOM, where opinions may disappear into thin air, online WOM spreads consistently results in viral effect.  Contents published on social media platforms are instantaneous and are available to everyone in your network as soon as they are published. (Taprial&Kanwar, 2012)  
v. Accessibility  
Like the traditional media which relies on technology and platforms to function, the same applies to social media which is the product of web 2.0 technologies and user generated content.  The development of different electronic devices, anyone can access social media anywhere and anytime as long as it is connected to internet.  
vi. Participation  
Burgoon et al. (2000) defines participation as the extent to which two or more parties are actively engaged in the interaction in contrast to lurking, passively observing or monologues. As mentioned before, social media encourages participation and feedbacks. One party creates content and shares on the platform to arouse the interest of the other party so that they will actively contribute and give feedbacks. From this point of view, the line between media and audience becomes blurred as everyone can become creators, communicators, readers and consumers of contents on the platforms and each individual’s identity is shifting all the time (Mayfield, 2008).  
vii. Conversation  
Traditional media communicates in one way in which content is created by media and distributed to audience while social media is based on user-generated content which means everyone becomes the source for communication. This means two-way or multi-way communication is formed in the social media which aims at fostering interaction among users and other parties. 
2.1.5 Concept of Fashion
Fashion is a dynamic and multifaceted concept that encompasses the styles, trends, and practices related to clothing, accessories, hairstyles, and overall appearance adopted by individuals or groups over a particular period. It is not limited to mere clothing but extends to how people express their identities, values, social status, and even cultural affiliations through their outward appearance. Fashion often reflects societal changes, technological advancements, and cultural shifts. It is influenced by a variety of factors, including historical events, celebrity culture, media representations, and personal taste. As a form of self-expression, fashion enables individuals to communicate non-verbally with the world around them, often making statements about their personality, social group, or aspirations.
Moreover, fashion is a social phenomenon that operates within specific cultural and temporal contexts. What is considered fashionable in one era or society may be outdated or irrelevant in another. In this sense, fashion can serve as both a mirror and a mold for society, reflecting prevailing norms while also shaping them. The globalization of fashion trends through social media platforms like Instagram, TikTok, and Pinterest has further transformed fashion into a global language, where trends can transcend borders and rapidly influence individuals from different parts of the world. This exposure to global fashion trends enables individuals, including students, to mix and match styles from various cultures to create unique identities.
For students, especially in tertiary institutions like Kwara State Polytechnic, fashion is more than just aesthetics; it is a significant part of youth culture. It serves as a means to gain peer recognition, boost self-confidence, and create a sense of belonging within social circles. Young people are often at the forefront of experimenting with new trends, and their fashion choices are heavily influenced by social media influencers, celebrities, and peer groups. Through fashion, they often challenge conventional norms, assert independence, and engage in identity formation. Therefore, understanding the concept of fashion goes beyond clothing to encompass the broader socio-cultural and psychological aspects of self-presentation and identity in a continuously evolving society.
2.1.6 Concept of lifestyle 
Lifestyle refers to the way individuals or groups live, encompassing their daily habits, behaviors, interests, opinions, values, and social practices. It includes choices related to food, clothing, entertainment, health, social interactions, and even attitudes towards work and leisure. A person’s lifestyle is often shaped by a combination of factors such as culture, religion, socioeconomic status, education, and environment. It reflects how people express their identity, aspirations, and worldview in their day-to-day living. In modern society, lifestyle is closely tied to consumer behavior, as people often adopt particular lifestyles by consuming certain products, services, or experiences that align with their personal values or social image.
In the context of youth, especially students in higher institutions like Kwara State Polytechnic, lifestyle is an important expression of individuality and social belonging. For many students, lifestyle choices are influenced by peer pressure, social media, celebrity culture, and societal trends. For instance, the choice of where to hang out, what to wear, the type of music to listen to, or how to manage health and fitness routines are all reflections of lifestyle. These decisions are often used to align with specific social groups, gain social acceptance, or distinguish oneself from others. Social media plays a critical role in shaping and reinforcing lifestyle trends by constantly exposing users to new ways of living, eating, dressing, and thinking.
Furthermore, lifestyle is not static—it evolves with time, personal growth, and changing circumstances. As individuals grow older or experience different life stages, their lifestyle choices often shift to reflect new priorities or challenges. For students, lifestyle can influence academic performance, social relationships, and even long-term goals. For example, a student who adopts a healthy lifestyle—balanced diet, regular exercise, and adequate sleep—is more likely to enjoy better physical and mental well-being, which can positively affect their academic and social life. In essence, lifestyle is a holistic concept that reflects how people choose to live their lives on a daily basis, influenced by both internal motivations and external social forces.
2.1.7 Concept of Fashion and Lifestyle 
Fashion and lifestyle are interconnected concepts that collectively represent an individual’s identity, preferences, and social expression. Fashion refers to the prevailing styles of clothing, accessories, hairstyles, and even makeup that are popular within a specific period and culture. It is a dynamic and ever-changing form of self-expression that reflects societal values, individual taste, and group identity. Lifestyle, on the other hand, encompasses the broader aspects of how a person lives—including daily habits, values, hobbies, and social behaviors. When combined, fashion and lifestyle offer a more complete picture of how people choose to present themselves to the world.
Fashion is a key component of lifestyle, as it is often used by individuals to communicate their status, personality, and alignment with particular social groups or cultural trends. For example, someone who embraces a minimalist lifestyle may reflect that in their fashion choices through simple, neutral-toned clothing and functional accessories. Similarly, a person who identifies with hip-hop culture may incorporate bold streetwear styles into their fashion as part of a larger cultural lifestyle. In this sense, fashion becomes a visual and material representation of lifestyle choices.
Among young people, especially students in institutions like Kwara State Polytechnic, fashion and lifestyle are significant tools for self-definition and social interaction. Students may use fashion to gain acceptance, assert their individuality, or emulate their favorite celebrities and social media influencers. Social media has intensified this relationship by constantly showcasing diverse fashion trends and lifestyles, encouraging users to adopt certain looks or behaviors that are considered trendy or aspirational. The digital space has made it easier for individuals to access global fashion styles and lifestyle models, thus blending local and foreign cultural elements into everyday choices.
Moreover, the fusion of fashion and lifestyle reflects broader societal trends and shifts in values. For instance, the growing emphasis on sustainable fashion is not just a style choice but a lifestyle commitment to environmental responsibility. Similarly, the athleisure trend, where people wear athletic clothing as everyday wear, reflects a lifestyle focused on health, fitness, and comfort. In essence, fashion and lifestyle are not only about aesthetics but also about identity, values, and the way people choose to live and relate with society. Together, they form a powerful cultural force that influences personal behavior, social norms, and even economic activities.
2.1.8 Social Media on Fashion and Lifestyle Choice of Nigeria 
Social media has become a significant influence on the fashion and lifestyle choices of Nigerian youths, shaping their preferences, consumption patterns, and self-expression. Platforms such as Instagram, TikTok, and Twitter provide access to a vast array of trends, allowing young people to discover new styles and adopt global fashion influences with ease. Through these platforms, influencers, celebrities, and brands showcase their fashion choices, which many Nigerian youths emulate to stay trendy and relevant.
The interactive nature of social media allows youths to engage with fashion content in real-time. Features like live videos, polls, and comment sections enable them to participate in discussions about style, share opinions, and seek recommendations. This engagement fosters a sense of community and belonging, as young Nigerians connect with others who share similar tastes. Moreover, social media has democratized fashion, making it accessible to a broader audience regardless of geographic or economic constraints.
Additionally, social media has encouraged creativity and entrepreneurship among Nigerian youths. Many use these platforms to start fashion-related businesses, such as thrift shops or bespoke clothing lines, leveraging their online presence to reach potential customers. Influencers often collaborate with brands to promote products, blending fashion with digital marketing. This symbiotic relationship has not only redefined the fashion industry in Nigeria but has also created new income streams for enterprising youths.
However, the influence of social media is not without challenges. The pressure to conform to perceived ideals of beauty and style often leads to unrealistic expectations. Many Nigerian youths feel compelled to purchase high-end or trendy items to maintain a certain image, which can result in financial strain. Furthermore, the constant exposure to curated and idealized content may affect self-esteem and encourage superficiality in lifestyle choices.
In conclusion, social media plays a pivotal role in shaping the fashion and lifestyle choices of Nigerian youths. While it provides a platform for creativity, self-expression, and economic opportunities, it also presents challenges related to societal pressure and materialism. Understanding and navigating this influence responsibly can help Nigerian youths leverage the positive aspects of social media while mitigating its drawbacks.
2.2 Theoretical Framework 
This research is anchored on three theoretical frameworks: Uses and Gratifications Theory, Social Cognitive Theory, and Cultural Studies Theory. These theories provide a comprehensive understanding of how social media influences the fashion and lifestyle choices of Kwara State Polytechnic students.
2.2.1 Uses and Gratifications Theory
The Uses and Gratifications Theory (UGT) was developed by Katz, Blumler, and Gurevitch in 1973. It posits that audiences actively seek media to satisfy specific needs and desires. According to this theory, individuals are not passive recipients of media content; rather, they are active participants who choose media outlets based on their personal interests, needs, and goals. In the context of social media and fashion, Kwara State Polytechnic students use platforms like Instagram, Facebook, and TikTok to satisfy their desires for entertainment, information, social interaction, and self-expression.
When it comes to fashion and lifestyle, these students turn to social media for various reasons, including seeking inspiration from fashion influencers, staying updated on the latest trends, or even for social validation by posting about their own fashion choices. The platform provides a space where students can explore new styles, find guidance on how to dress according to current trends, and interact with influencers or peer groups who reinforce the importance of particular fashion choices. According to LaRose (2001), people use social media to fulfill a need for identity and self-presentation, which is evident in how Kwara State Polytechnic students curate their online personas through their fashion choices.
UGT helps explain why students are likely to engage with fashion-related content on social media, especially when it fulfills their need for recognition or social approval. By participating in this media, students enhance their social status and establish their identity within their peer group. This active engagement in media consumption allows social media to significantly influence the fashion and lifestyle choices of students, as they are seeking to align their offline appearance with online trends.
2.2.2 Social Cognitive Theory
Social Cognitive Theory (SCT), developed by Albert Bandura in 1986, explains how individuals learn and model behaviors through observing others, especially role models. According to SCT, people acquire new behaviors and information by observing others and seeing the outcomes of their actions, a process known as observational learning. This theory is particularly applicable to the influence of social media on fashion and lifestyle choices because students at Kwara State Polytechnic are constantly exposed to influencers, celebrities, and peers who showcase specific fashion trends and lifestyles.
Bandura’s model emphasizes three core components: attention, retention, and motivation. On social media platforms, Kwara Polytechnic students pay attention to influencers and celebrities whose fashion choices they admire. They retain these fashion preferences and later emulate them in their personal styles. Furthermore, the motivation to adopt these behaviors comes from observing the positive outcomes (e.g., social approval, increased status, and admiration) that these individuals gain by wearing trendy clothes or leading fashionable lifestyles.
The theory also introduces the concept of self-efficacy, which refers to an individual’s belief in their ability to succeed in specific tasks. Students at Kwara State Polytechnic who observe their peers and influencers adopting new fashion styles may feel more confident in trying these trends themselves, believing that they can achieve similar outcomes. This aspect of SCT explains how students are motivated to adopt fashion choices that they see as attainable and beneficial, thus directly linking social media content with their fashion and lifestyle decisions.
2.2.3 Cultural Studies Theory
The Cultural Studies Theory was developed by scholars such as Stuart Hall (1973) and focuses on how media, culture, and ideology shape individuals and society. It emphasizes the role of media in the production and reproduction of cultural norms, values, and ideologies. In the context of this study, the Cultural Studies Theory helps to explain how the globalized fashion trends promoted on social media intersect with local cultural values and how these students at Kwara State Polytechnic adapt or resist these influences.
This theory highlights the relationship between culture and identity, suggesting that students are influenced by the fashion representations they encounter on social media, but they also filter these influences through their own cultural context. For instance, while global fashion trends such as streetwear, luxury brands, and certain beauty standards might be widely promoted on social media platforms, Kwara Polytechnic students may reinterpret these trends to align with local cultural practices or preferences. They may adapt global trends by incorporating locally sourced fabrics (like Ankara) or choosing fashion styles that are more culturally significant or socially acceptable within their local communities.
Moreover, Hall’s Encoding/Decoding model within the Cultural Studies Theory suggests that media messages (such as fashion content on social media) are “encoded” with specific meanings by the creators (fashion influencers or brands) and “decoded” by the audience based on their personal, social, and cultural contexts. This process allows students to negotiate how much they accept or resist particular fashion ideologies promoted on social media, depending on their understanding of what is fashionable or acceptable within their cultural context.
Thus, Cultural Studies Theory emphasizes how fashion choices are not just a product of media influence but also a reflection of the students’ cultural identity and societal norms. It explains why certain trends may be embraced more readily than others, depending on how well they fit within the social and cultural fabric of Kwara State Polytechnic students.
2.3 Empirical Review 
This empirical review examines studies related to the impact of social media on the fashion and lifestyle choices of students, with a focus on how these platforms influence the behavior of students at Kwara State Polytechnic.
A study by Oluwaseun and Titi (2021) explored the influence of social media on the fashion choices of university students across Nigeria. Their research revealed that platforms like Instagram and Twitter significantly impacted students’ awareness of fashion trends, with a strong preference for globally recognized brands. This aligns with the behavior of Kwara State Polytechnic students, who are frequently exposed to international fashion trends via their social media feeds. According to their findings, students from diverse academic backgrounds, including those in Kwara State, are highly influenced by fashion bloggers and influencers, who shape their fashion sense.
Similarly, Aliyu and Musa (2020) conducted a study on the impact of social media on the lifestyle choices of Nigerian youths, focusing on students in tertiary institutions. Their research indicated that social media platforms, especially Instagram and TikTok, are key drivers of lifestyle changes among youths. They noted that students increasingly sought to emulate the lifestyles portrayed by influencers, which included fashion, fitness, and travel. The study highlighted the significant role social media plays in shaping the daily routines and aspirations of youths, including those at Kwara State Polytechnic. Fashion choices were influenced by the content seen on social media, which often emphasized glamour and luxury.
A research study by Abdulrazak and Olayemi (2022) focused on the relationship between social media usage and materialism among Nigerian youths, with particular emphasis on students in Kwara State. The study revealed that social media platforms contributed to materialistic tendencies, where students often felt compelled to invest in expensive fashion and gadgets to match the lifestyles showcased by influencers. This influence was particularly evident at Kwara State Polytechnic, where students exhibited a high level of engagement with social media content related to luxury fashion brands, leading to a sense of competition and desire to display similar appearances.
In contrast, Oluwatoyin and Salisu (2021) investigated how social media has encouraged the entrepreneurial spirit among Nigerian students, especially in the fashion industry. The study found that students at Kwara State Polytechnic have used social media platforms to promote their fashion ventures, from selling clothes to providing styling services. This entrepreneurial trend was particularly strong among students who were able to leverage Instagram and WhatsApp to connect with potential customers. The study concluded that social media platforms have empowered students to start businesses and make a living from their fashion sense and styling abilities.
Suleiman and Ibraheem (2020) examined the role of social media in cultural integration among Nigerian youths, specifically focusing on how global fashion trends influence local fashion choices. They noted that platforms such as Instagram and Pinterest have played a significant role in blending global fashion trends with indigenous styles. This is relevant to Kwara State Polytechnic students, as many have adopted international styles while simultaneously incorporating local fabrics like Ankara into their wardrobes. The study emphasized the importance of social media in fostering a cultural fusion, where students can express both modern and traditional fashion sensibilities.
Further, Ahmed and Zubair (2021) conducted a study on the psychological effects of social media on students’ fashion choices, revealing that frequent exposure to influencers and peers on social media leads to heightened anxiety about self-image and appearance. This was particularly evident among Kwara State Polytechnic students, who were observed to experience increased pressure to keep up with trends, which sometimes led to financial strain. The study indicated that students often invested large portions of their income into fashion, driven by the need to maintain a certain image on social media.
In a more localized study, Usman and Kudirat (2023) specifically focused on Kwara State, investigating the impact of social media on students’ fashion choices. Their research found that social media has reshaped how Kwara State Polytechnic students perceive fashion, with a notable shift towards contemporary and globalized styles. The study concluded that while social media has provided students with inspiration for their fashion choices, it has also led to an overemphasis on external validation, influencing their purchasing habits and social behavior.
















CHAPTER THREE
METHODOLOGY
3.0 Introduction
This chapter outlines the research methodology adopted in investigating the influence of social media on fashion and lifestyle choices of Kwara State Polytechnic students. It discusses the research design, population, sample size, sampling techniques, instruments for data collection, validity and reliability of the instruments, method of administration, and techniques for data analysis.
3.1 Research Design
This study adopts a quantitative research design. According to Creswell (2014), quantitative research involves the collection and analysis of numerical data to identify patterns, relationships, or trends. The use of a survey approach allows for systematic data collection from a broad student population to determine how social media platforms affect their fashion preferences and lifestyle behaviors. This design enables the researcher to quantify students’ attitudes, preferences, and behavioral responses to social media content related to fashion and lifestyle.
3.2 Population of the Study
The population of this study consists of students of Kwara State Polytechnic. According to the institution’s official records, the Polytechnic has a student population of over 20,000 across its various schools and departments. For the purpose of this study, the target population includes male and female students who actively use social media platforms and are enrolled in different academic programs.
3.3 Sample and Sampling Techniques
The study utilizes a non-probability sampling method known as purposive sampling. This technique is appropriate because it allows the selection of participants based on specific criteria relevant to the research objectives. In this case, students who are active users of social media platforms such as Instagram, Facebook, TikTok, Snapchat, and X (formerly Twitter) and who follow fashion or lifestyle-related content will be selected.
A total sample of 100 students will be selected from different faculties of the Polytechnic to ensure diversity. The sample size is considered adequate to represent the target population while allowing for manageable data collection and analysis within the study’s timeframe.
3.4 Research Instrument
The primary instrument for data collection is a structured questionnaire. Structured questionnaires are ideal for collecting standardized responses and facilitating quantitative analysis (Sekaran & Bougie, 2016). The questionnaire will consist of three sections:
Section A: Demographic information (e.g., age, gender, level of study)
Section B: Social media usage patterns (e.g., frequency of use, platforms preferred)
Section C: Influence of social media on fashion and lifestyle choices (e.g., clothing styles, grooming habits, brand preferences, lifestyle inspirations)
The items will include multiple-choice and Likert-scale questions to measure the extent and nature of social media influence.
3.5 Validity and Reliability of the Instrument
To ensure validity, the content of the questionnaire will be reviewed by experts in communication studies and behavioral research to confirm its relevance, clarity, and comprehensiveness. A pilot test will also be conducted using 20 students from a different department within the Polytechnic who are not part of the main sample. Their responses will help identify ambiguous questions and refine the instrument.
Reliability refers to the consistency of the instrument. To assess reliability, the Cronbach’s alpha method will be used to test the internal consistency of the Likert-scale items in the pilot study. A reliability coefficient of 0.70 or higher will be considered acceptable.
3.6 Method of Administration of the Instrument
The questionnaire will be administered both in print and electronically. Hard copies will be distributed to students during lecture breaks, while an online version of the questionnaire will be shared through class WhatsApp and Telegram groups using Google Forms. Respondents will be assured of confidentiality and anonymity, and participation will be entirely voluntary. Instructions will be provided clearly to ensure that all respondents understand and complete the questionnaire correctly.
3.7 Method of Data Analysis
Data collected will be analyzed using descriptive statistics such as frequencies, percentages, and means. These statistical methods will summarize responses and identify trends in social media use and its influence on students’ fashion and lifestyle choices. Tables, charts, and graphs will be used to present the data for easy visualization. Additionally, inferential statistical tools such as Chi-square tests may be employed to examine relationships between demographic factors (e.g., gender or level of study) and social media influence if needed.








CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.0. Introduction
This chapter presents and analyzes data collected from 100 respondents at Kwara State Polytechnic, Ilorin, to examine the influence of social media on the fashion and lifestyle choices of students. The study explores social media usage, engagement with fashion and lifestyle content, and perceptions of its impact on preferences and behaviors. Data is organized in simple percentage tables to support statistical conclusions. The analysis aligns with the questionnaire items, providing insights into how social media shapes students’ fashion and lifestyle decisions in a Nigerian polytechnic context.
4.1. Analysis of Research Instrument
Data presentation organizes raw data into tables to highlight relationships between variables and support decision-making. In this study, 100 questionnaires were distributed to students, all of which were returned and analyzed, yielding a 100% response rate. No questionnaires were discarded, ensuring a robust dataset. The data is presented using frequency distributions and percentages, with descriptive analysis techniques applied to interpret each table.
DISTRIBUTION TABLE 
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil


Source: Field Work, 2025
The table above shows that a total of 100 questionnaires were distributed to respondents, and all were returned, achieving a 100% response rate. None were discarded, and all 100 were analyzed, ensuring full participation and a complete dataset for the study.
4.2. Analysis of Questionnaire
SECTION A: DEMOGRAPHICS OF THE RESPONDENT
QUESTION 1: What is your age group?
 TABLE 1 
	Responses
	Frequency
	Percentage (%)

	16–20
	40
	40

	21–25
	45
	45

	26–30
	10
	10

	31 and above
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 45% of respondents are aged 21–25, followed by 40% aged 16–20, 10% aged 26–30, and 5% aged 31 and above, reflecting a predominantly young student population.

QUESTION 2: What is your gender?
 TABLE 2 
	Responses
	Frequency
	Percentage (%)

	Male
	45
	45

	Female
	50
	50

	Prefer not to say
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 50% of respondents are female, 45% are male, and 5% prefer not to say, indicating a balanced gender distribution with a slight female majority.
QUESTION 3: What is your academic level at Kwara State Polytechnic?
TABLE 3 
	Responses
	Frequency
	Percentage (%)

	ND I
	30
	30

	ND II
	25
	25

	HND I
	20
	20

	HND II
	25
	25

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 30% of respondents are in ND I, 25% each in ND II and HND II, and 20% in HND I, reflecting a balanced representation across academic levels.
QUESTION 4: How many hours do you spend on social media daily?
TABLE 4 
	Responses
	Frequency
	Percentage (%)

	Less than 1 hour
	5
	5

	1–3 hours
	30
	30

	4–6 hours
	45
	45

	More than 6 hours
	20
	20

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 45% of respondents spend 4–6 hours on social media daily, followed by 30% spending 1–3 hours, 20% more than 6 hours, and 5% less than 1 hour, indicating high social media engagement.
QUESTION 5: Which social media platform do you use most frequently?
TABLE 5 
	Responses
	Frequency
	Percentage (%)

	Instagram
	55
	55

	WhatsApp
	25
	25

	Twitter
	10
	10

	Facebook
	5
	5

	Other
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 55% of respondents use Instagram most frequently, followed by 25% using WhatsApp, 10% using Twitter, and 5% each using Facebook and other platforms, highlighting Instagram’s dominance.
SECTION B: ANALYSIS OF RESPONSES
QUESTION 6: Do you believe social media influences your fashion preferences (e.g., clothing, accessories)?
TABLE 6 
	Responses
	Frequency
	Percentage (%)

	Yes
	85
	85

	No
	15
	15

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 85% of respondents believe social media influences their fashion preferences, while 15% do not, indicating a strong perceived impact on fashion choices.
QUESTION 7: Have you ever adopted a lifestyle choice (e.g., diet, fitness, hobbies) based on social media content?
 TABLE 7 
	Responses
	Frequency
	Percentage (%)

	Yes
	70
	70

	No
	30
	30

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 70% of respondents have adopted a lifestyle choice based on social media content, while 30% have not, suggesting significant influence on lifestyle decisions.
QUESTION 8: Do you follow fashion or lifestyle influencers on social media?
TABLE 8 
	Responses
	Frequency
	Percentage (%)

	Yes
	80
	80

	No
	20
	20

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 80% of respondents follow fashion or lifestyle influencers, while 20% do not, indicating high engagement with influencer content.
QUESTION 9: Which social media platform most influences your fashion and lifestyle choices?
TABLE 9 
	Responses
	Frequency
	Percentage (%)

	Instagram
	65
	65

	WhatsApp
	15
	15

	Twitter
	10
	10

	Facebook
	5
	5

	Other
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 65% of respondents find Instagram most influential for fashion and lifestyle choices, followed by 15% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms, reinforcing Instagram’s significant role.
QUESTION 10: What type of social media content most affects your fashion or lifestyle choices?
TABLE 10 
	Responses
	Frequency
	Percentage (%)

	Influencer posts
	45
	45

	Celebrity posts
	20
	20

	Peer content
	15
	15

	Brand adverts
	15
	15

	Other
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 45% of respondents are most affected by influencer posts, followed by 20% by celebrity posts, 15% each by peer content and brand adverts, and 5% by other content, indicating influencer posts as the most impactful.
SECTION C: ANALYSIS OF OPINIONS
QUESTION 11: Social media significantly influences my choice of fashion styles (e.g., clothing, hairstyles).
 TABLE 11 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	30
	30

	Agree
	45
	45

	Neutral
	15
	15

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 30% strongly agree and 45% agree, totaling 75%, that social media significantly influences their fashion styles. Fifteen percent are neutral, 8% disagree, and 2% strongly disagree, indicating a strong influence on fashion preferences.

QUESTION 12: Social media content inspires me to adopt new lifestyle choices (e.g., fitness routines, diet plans).
 TABLE 12 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	20
	20

	Agree
	40
	40

	Neutral
	25
	25

	Disagree
	10
	10

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 20% strongly agree and 40% agree, totaling 60%, that social media inspires new lifestyle choices. Twenty-five percent are neutral, 10% disagree, and 5% strongly disagree, suggesting a majority are inspired by social media.
QUESTION 13: Instagram is the most influential platform for my fashion and lifestyle choices.
TABLE 13 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	35
	35

	Agree
	35
	35

	Neutral
	20
	20

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 35% strongly agree and 35% agree, totaling 70%, that Instagram is the most influential platform for their fashion and lifestyle choices. Twenty percent are neutral, 8% disagree, and 2% strongly disagree, reinforcing Instagram’s dominance.
QUESTION 14: Social media makes me feel pressured to follow current fashion trends.
TABLE 14 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	15
	15

	Agree
	35
	35

	Neutral
	30
	30

	Disagree
	15
	15

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 15% strongly agree and 35% agree, totaling 50%, that social media makes them feel pressured to follow fashion trends. Thirty percent are neutral, 15% disagree, and 5% strongly disagree, indicating a split perception of pressure.

QUESTION 15: Social media content encourages me to spend more on fashion and lifestyle products.
TABLE 15 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	25
	25

	Agree
	35
	35

	Neutral
	25
	25

	Disagree
	10
	10

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 25% strongly agree and 35% agree, totaling 60%, that social media encourages spending on fashion and lifestyle products. Twenty-five percent are neutral, 10% disagree, and 5% strongly disagree, suggesting a majority feel encouraged to spend.
QUESTION 16: I trust fashion and lifestyle advice from social media influencers more than traditional media.
 TABLE 16 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	10
	10

	Agree
	30
	30

	Neutral
	35
	35

	Disagree
	20
	20

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 10% strongly agree and 30% agree, totaling 40%, that they trust influencer advice more than traditional media. Thirty-five percent are neutral, 20% disagree, and 5% strongly disagree, indicating a moderate preference for influencers.
QUESTION 17: Financial constraints limit my ability to adopt fashion and lifestyle trends seen on social media.
 TABLE 17 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	35
	35

	Agree
	40
	40

	Neutral
	15
	15

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 35% strongly agree and 40% agree, totaling 75%, that financial constraints limit their ability to adopt trends. Fifteen percent are neutral, 8% disagree, and 2% strongly disagree, indicating financial barriers are significant.
QUESTION 18: Which social media platform has the greatest impact on your fashion preferences?
TABLE 18 
	Responses
	Frequency
	Percentage (%)

	Instagram
	60
	60

	WhatsApp
	20
	20

	Twitter
	10
	10

	Facebook
	5
	5

	Other
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 60% of respondents identify Instagram as having the greatest impact on their fashion preferences, followed by 20% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms, confirming Instagram’s strong influence.
QUESTION 19: Which social media platform most influences your lifestyle choices?
TABLE 19 
	Responses
	Frequency
	Percentage (%)

	Instagram
	55
	55

	WhatsApp
	25
	25

	Twitter
	10
	10

	Facebook
	5
	5

	Other
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 55% of respondents identify Instagram as most influential for their lifestyle choices, followed by 25% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms, further highlighting Instagram’s role.
QUESTION 20: How strongly does social media influence your fashion and lifestyle choices compared to other factors (e.g., peers, family)?
 TABLE 20 
	Responses
	Frequency
	Percentage (%)

	Very strongly
	25
	25

	Somewhat strongly
	40
	40

	Neutral
	20
	20

	Somewhat weakly
	10
	10

	Not at all
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 25% find social media very strongly influential and 40% somewhat strongly influential, totaling 65%, compared to other factors. Twenty percent are neutral, 10% find it somewhat weakly influential, and 5% not influential at all, indicating a majority perceive social media as a strong influence.
4.3. Analysis of Research Questions
Research Question 1: To what extent does social media influence the fashion preferences of Kwara State Polytechnic students?
Tables 6, 8, 11, 14, 15, and 18 assess the extent of social media’s influence on students’ fashion preferences.
Table 6 shows that 85% of respondents believe social media influences their fashion preferences, while 15% do not, indicating a strong perceived impact.
Table 8 reveals that 80% follow fashion or lifestyle influencers, while 20% do not, suggesting high engagement with influential content shaping fashion choices.
Table 11 indicates that 75% (30% strongly agree, 45% agree) believe social media significantly influences their fashion styles, with 15% neutral and 10% disagreeing, reinforcing its substantial role.
Table 14 shows that 50% (15% strongly agree, 35% agree) feel pressured by social media to follow fashion trends, with 30% neutral and 20% disagreeing, indicating moderate pressure.
Table 15 reveals that 60% (25% strongly agree, 35% agree) believe social media encourages spending on fashion products, with 25% neutral and 15% disagreeing, suggesting a financial impact.
Table 18 indicates that 60% identify Instagram as having the greatest impact on their fashion preferences, followed by 20% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms, highlighting Instagram’s dominance.
Research Question 2: How do social media platforms affect the lifestyle choices of Kwara State Polytechnic students?
Tables 7, 10, 12, 16, and 19 explore the impact of social media on students’ lifestyle choices, such as diet, fitness, and hobbies.
Table 7 shows that 70% of respondents have adopted a lifestyle choice based on social media content, while 30% have not, indicating significant influence.
Table 10 reveals that 45% are most affected by influencer posts, followed by 20% by celebrity posts, 15% each by peer content and brand adverts, and 5% by other content, highlighting influencers’ role in lifestyle decisions.
Table 12 indicates that 60% (20% strongly agree, 40% agree) are inspired by social media to adopt new lifestyle choices, with 25% neutral and 15% disagreeing, suggesting a majority are influenced.
Table 16 shows that 40% (10% strongly agree, 30% agree) trust influencer advice more than traditional media, with 35% neutral and 25% disagreeing, indicating moderate trust in influencers.



Table 19 reveals that 55% identify Instagram as most influential for lifestyle choices, followed by 25% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms, reinforcing Instagram’s impact.
Research Question 3: Which social media platforms have the most significant impact on the fashion and lifestyle choices of Kwara State Polytechnic students?
Tables 5, 9, 13, 18, and 19 identify the platforms with the greatest influence on fashion and lifestyle choices.
Table 5 shows that 55% use Instagram most frequently, followed by 25% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms, indicating Instagram’s primary usage.
Table 9 reveals that 65% find Instagram most influential for fashion and lifestyle choices, followed by 15% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms, emphasizing Instagram’s role.
Table 13 indicates that 70% (35% strongly agree, 35% agree) believe Instagram is the most influential platform for their fashion and lifestyle choices, with 20% neutral and 10% disagreeing, confirming its dominance.
Table 18 shows that 60% identify Instagram as having the greatest impact on fashion preferences, followed by 20% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms.
Table 19 indicates that 55% identify Instagram as most influential for lifestyle choices, followed by 25% for WhatsApp, 10% for Twitter, and 5% each for Facebook and other platforms.
4.4. Discussion of Findings
The findings confirm that social media significantly influences the fashion preferences of Kwara State Polytechnic students, with 85% acknowledging its impact (Table 6) and 75% affirming its role in shaping fashion styles (Table 11). Instagram, cited by 60% as the most impactful platform for fashion (Table 18), dominates due to its visual appeal and influencer-driven content, with 80% following influencers (Table 8). Influencer posts, affecting 45% of respondents (Table 10), drive fashion choices, aligning with the Uses and Gratifications Theory, which suggests students actively seek social media content to fulfill aesthetic and social needs. However, 50% feel pressured to follow trends (Table 14), and 75% cite financial constraints as a barrier to adopting trends (Table 17), indicating economic limitations temper social media’s influence.
Social media also shapes lifestyle choices, with 70% adopting new habits like diet or fitness based on content (Table 7) and 60% inspired to try new lifestyles (Table 12). Instagram, influential for 55% in lifestyle choices (Table 19), leverages influencer credibility, though only 40% trust influencers more than traditional media (Table 16), reflecting mixed perceptions. The Framing Theory explains this influence, as social media frames fashion and lifestyle content attractively, encouraging adoption. High daily usage (45% spend 4–6 hours, Table 4) amplifies exposure, but financial constraints (75%, Table 17) limit implementation, particularly among students with limited resources.
Instagram’s dominance (70%, Table 13) over platforms like WhatsApp, Twitter, and Facebook underscores its role in Nigeria’s youth culture, where visual platforms resonate strongly. The balanced gender (50% female, 45% male, Table 2) and academic level distribution (Table 3) suggest broad applicability of findings across the student population. However, the 60% encouragement to spend on fashion and lifestyle products (Table 15) raises concerns about consumerism, necessitating media literacy to manage influences.
In conclusion, social media, particularly Instagram, significantly shapes Kwara State Polytechnic students’ fashion and lifestyle choices, though financial constraints and selective trust in influencers moderate its impact. Enhancing affordable access to trends and promoting critical consumption could balance social media’s influence.






CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1. Summary
The study, “Influence of Social Media on the Fashion and Lifestyle Choices of Students at Kwara State Polytechnic, Ilorin,” is structured into five chapters examining how social media platforms shape students’ fashion preferences and lifestyle decisions.
Chapter One introduces the study, highlighting the pervasive role of social media in influencing youth culture. It outlines the research problem, objectives, questions, significance, scope, and key terms, emphasizing the need to understand social media’s impact on students.
Chapter Two presents the conceptual framework, defining social media, fashion preferences, and lifestyle choices. While no specific theoretical framework was provided, the analysis draws on Uses and Gratifications Theory (students seek content for personal fulfillment) and Framing Theory (social media frames content to influence behavior) for context.
Chapter Three details the methodology. The population comprises students at Kwara State Polytechnic, Ilorin. A sample of 100 respondents completed a questionnaire, analyzed using descriptive statistics and presented in percentage tables.
Chapter Four analyzes data from 100 students, showing that social media significantly influences fashion preferences (85%, Table 6) and lifestyle choices (70%, Table 7), with Instagram as the most impactful platform (70%, Table 13). Influencer posts (45%, Table 10) drive decisions, but financial constraints (75%, Table 17) and trend pressure (50%, Table 14) pose challenges.
Chapter Five summarizes the findings, draws conclusions, and offers recommendations to optimize social media’s positive influence while addressing its challenges.
5.2. Conclusion
The study confirms that social media profoundly influences the fashion and lifestyle choices of Kwara State Polytechnic students, with 85% acknowledging its impact on fashion (Table 6) and 70% adopting lifestyle choices from content (Table 7). Instagram, cited by 70% as the most influential platform (Table 13), dominates due to its visual and influencer-driven content, aligning with Uses and Gratifications Theory, as students seek platforms meeting their social and aesthetic needs. Influencer posts (45%, Table 10) and high engagement (80% follow influencers, Table 8) drive preferences, but only 40% trust influencers over traditional media (Table 16), per Framing Theory, indicating selective adoption based on content framing. Financial constraints, noted by 75% (Table 17), limit trend adoption, while 50% feel pressured to follow trends (Table 14) and 60% are encouraged to spend (Table 15), highlighting consumerism risks. Instagram’s prominence (60% for fashion, 55% for lifestyle, Tables 18–19) reflects its cultural relevance, but economic barriers and moderate trust in influencers suggest students critically engage with social media. Institutions and stakeholders must promote affordable trends and media literacy to harness social media’s positive influence while mitigating its pressures.
5.3. Recommendations
Based on the findings, the following recommendations are proposed to optimize social media’s influence on Kwara State Polytechnic students’ fashion and lifestyle choices:
1. Promote Affordable Trends: Collaborate with local brands to offer budget-friendly fashion and lifestyle products, addressing the 75% financial constraint concern (Table 17).
2. Enhance Media Literacy: Introduce workshops to teach students critical consumption of social media content, reducing the 50% pressure to follow trends (Table 14).
3. Leverage Influencers: Partner with credible influencers on Instagram (60%, Table 18) to promote positive, affordable lifestyle choices, capitalizing on their 45% impact (Table 10).
4. Diversify Platform Engagement: Encourage campaigns on WhatsApp and Twitter (20% and 10%, Table 18) to broaden reach beyond Instagram, ensuring inclusivity.
5. Support Student Initiatives: Create campus platforms for students to share peer-driven fashion and lifestyle content, leveraging the 15% peer influence (Table 10).
6. Address Consumerism: Educate students on sustainable spending to counter the 60% encouragement to spend (Table 15), promoting financial responsibility.
7. Strengthen Campus Resources: Provide access to affordable fitness or lifestyle programs to support the 60% inspired by social media (Table 12).
8. Conduct Ongoing Research: Monitor social media trends to ensure interventions remain relevant, aligning with students’ evolving preferences.
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