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CHAPTER ONE
BACKGROUND OF THE STUDY
1.0	INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Social media such as instagram has become one of the main sources for people to obtain information. Media remains a tool, which renders any help to people across the globe to influence their opinion, attitude, and knowledge. According to Angus, Thelwall and Stuart (2018), social media furnishes individuals with information in any sector of life. Through media, there has been a lot of development and growth that occurred due to the availability of platforms that allows them to get linked to the entire universe and contribute to global development. As the use of media increases, many people including youths use it to find out about the historical development of society, concepts, religion, etc.
Social media is a form of effort for people, especially students, to get to move close to each other on the internet or social contacts by making connections through individuals. Social media is the social interaction among people who create, share, and exchange information and ideas in environments, schools, workplaces, homes, communities, etc. Social media, regardless of distance, facilitates people to communicate, and convey information in the form of images, videos, and audio. Social media has been used increasingly in many cultures so that the number of users also has increased geometrically over the years. Today, people use SM daily for its numerous advantages side effects (Dourish, 2016).
Social media is a network of internet facilities that is on the technological and ideological foundation of web 2.0. which provides space for the development of user-changeable content (Kaplan & Haenlein, 2016). According to Lewis (2017), social media is an umbrella term for technologies that provides space for people to create and send content, link up, and connect with others. Howard and Park (2016) stated that social media has three main parts, namely (1) the infrastructure and instrument to create and share content (2) content, such as concepts, ideas, messages, information and news (3) decoders, users and consumers, e.g. industries, organizations and individuals.
Social media is a digital platform that facilitates users to express themselves by conveying information. Social media can be used for purposes such as fact transmission media, social bonding platforms, and business trading media. The presence of social media and the increasing number of daily users provide interesting facts about how powerful the internet is for life, including in the university environment. Haryanto (2019) wrote in his scientific paper that the use of social media and social interaction as means of disseminating information is effective because information can be known quickly and interaction is limited to groups and individuals, which is said to be a typical step.
Social media has a high appeal among students, one of which is Instagram. Instagram itself is an application for exchanging or sharing photos and videos. Instagram users can upload and share videos and photos according to the wishes of the account user. Students use social media as a tool to find the latest information, ranging from viral hangouts to current fashions, and much more. It's sad that students now use social media as a benchmark for their lives, they tend to prioritize high prestige. The impact that is manifested from this incident is that students can lose themselves to fulfill their desires. As we know the influence of technological developments can have a positive or negative impact on individuals Green (2018).
Social Media influencers are increasingly popular among the younger generation. For example, there is an increase in users of Instagram and Youtube in the age group of 15 to 19 years (Hassan et al, 2021). With the increasing role of social media in the lives of teenagers, it is not surprising that social influencers have become the new digital celebrities sought and aspired to. by teenagers (Djafarova & Rushworth, 2017). In addition, social influencers are seen as a reliable source of online information, making them effective spokespersons for products and brands (Many young people see instagram influencer' accounts as catalogs with images that represent the lifestyle they dream of (Chae, 2018).
Instagram influencer Influence students social behavior through dressing, Choice of music, and relation to people in Public (Lou and Kim, 2019). Unlike Veterans celebrities i.e the set of people who has been in the Media industry for a long period of time, who get fame through appearing in mass media productions such as TV shows and/or movies, instagram influencer grow their visibility and popularity by continuously producing valuable content and presenting a preferred persona on social media. Therefore, previous researchers termed instagram influencer as "types of new independent third-party advocates who shape audience attitudes through blogs, tweets, and other uses of social media" (Freberg et al., 2011). Furthermore, Lou and Yuan (2019) define instagram influencer as creators of original content that attracts large numbers of people. followers with generate content and benefit from promoting sponsored content to its followers. Instagram influencer can exert a greater influence on adolescents than peers and family members (Al-Harbi and Al-Harbi, 2017).
Instagram is a photo and video sharing social networking service owned by American company Meta Platforms. Influencers are users, who have an established credibility and audience; who can persuade others by virtue of their trustworthiness and authenticity. Instagram have become an important platform for influencers to establish and influence the decision of their young audience. Influencers will provide their followers with an insight into the brands they like and use in their daily lives and even provide hands-on advice on products their followers should or should not use (De Jans et al., 2019). Because of the reach and credibility they exude, many brands have added these influencers into their marketing strategies. While these influencers may seem like "regular" individual, some are highly paid, in exchange for promotional items or free payments, brands are asking these influencers to endorse their products on their social media profiles (in their feed or in stories), such as Instagram videos, YouTube, TikTok, and Facebook updates, etc.) and their channel in turn earns advertising revenue as a result of their large audience.
Instagram influencer are now considered to have an impact on changing behavior in things such as fashion, lifestyle, and beauty, and they are often seen as role models who have ideas and tastes that are considered worthy of being imitated, especially by the younger generation (Hassan et al, 2021). According to Jed Wolf( 2020), today's young people are mostly internet-connected following influencers on social media, and around 73 percent of respondents stated that people on social platforms influence them significantly more than 'veteran' celebrities. In the world of social media where everything can be connected, there are also peer influencers where there is a strong urge from fellow teenagers such as peers to imitate influencers together and this encourages these teenagers to make purchasing decisions to imitate these influencers (Hassan et al, 2021). 
Instagram influencer and veteran celebrities have similarities for example these two types of celebrities have the fame and popularity of large fans and both can influence their fans on through their media engagement.
Behaviour can be seen as a practice displayed by an individual at a given period of time. Behaviour can be classified as normal and abnormal. Behaviour is normal when the practices that follow it are in tandem with the dictates of the immediate environment. Normal behavior is the type of behaviour that is supportive and responsive to the desired demands of academic and social activities in the school. On the other hand, abnormal behaviours are those behaviours that have detrimental and debilitating consequences. Abnormal behaviours fall short of the expectations of established standards. Contextually, abnormal behavour is synonymous with disruptive behavour
It is evident that there exists a relationship between instagram influencer and the impact they have on the behavior of students as it has been noted that, the young generation is growing up having easier ways to stay connected with their loved ones and discover new relationships, they are easily acquiring knowledge and live in a digital world. Tapscott (2018) talks of growing up in a digital environment referring to the youth/students as the next Generation, he further stated that these generations were not only socializing but are also learning innovative ways of creating new languages and practicing multicultural values.
This study examines the influence of instagram influencers on Kwara State Polytechnic Student social behaviour.
1.2	STATEMENT OF THE PROBLEMS
	Several scholars such as (Babbie, E, 2018, David L, 2019, Khan R, 2019) have found out that there are various ways in which instagran influencer are influencing student in Nigeria, which could bring positive emotions and positive relationships to students in Nigeria as a whole (Fred et al., 2020). 
Learning cannot be effectively and efficiently be dissociated with behaviour. Learning cannot also be achieved in the face of qualitative and quantitative human and material resources when there is emotional instability. Emotional disorganization may be linked to lack of concentration and poor academic attainment. It requires the right behaviour, attitude and readiness for learning to take place. Instgram influencer influence on students  are associated with a lot of distractions that can hamper the achievement of the lofty goals and objectives of education if not properly harnessed. It is disheartening that there is no quantifiable information on the magnitude and direction of relationship that exist between instgaram influencer and students’ of Kwara State Polytechnic, Ilorin. Therefore, the researchers are spurred in establishing the magnitude and direction of relationship that exist between instagram influencer influence and students in Kwara State Polytechnic, Ilorin.
1.3	OBJECTIVES OF THE STUDY
	The main objective of the study is to examine the role of instagram influencer on Kwara state Polytechnic Student Social Behaviour. However, in the course of this research some other sub-objectives will be looked into which are:
· To examine the relationship between instragram influencer and students social behaviour
· To ascertain the role of instagram influencer and students social behavior
· To examine the role of instagram influencers on Kwara State Polytechnic students social behaviour 
1.4	RESEARCH QUESTION
In the course of this research work, the following research question are being brought up:
· Is there any relationship between instargram influencer and students social behavior?
· What are the roles of instagram influencer and students social behavior?
· What are the influences of instagram influencers on Kwara State Polytechnic students social behavior?
1.5	SCOPE OF THE STUDY
	The scope of the study is to find out on the influence of instagram influencer on Kwara state polytechnic social behavior. While the study recognizes that instagram influencer has some influence on Kwara State Polytechnic Student social behavior. The study focused mainly on Kwara State Polytechnic, Ilorin student social behavior.
1.6	SIGNIFICANCE OF THE STUDY
	The study on the influence of instragram influencers on Kwara State Polytechnic, Ilorin student social behavior cannot be over emphasized as it will vividly examine how instagram influencer influence Kwara State Polytechnic, Ilorin Student social behaviour, also the way forward to curb the problems facing students social behavior through instagram influencer will be analyzed.
The Research work will be significance to subsequent Researchers: The research will be very significance to Subsequent Researchers in the field as it serves as an eyes opener for them to understand the fundamental knowledge and underlying principle of the research topic. The research will help the society and the general populace by enlighten them on the influence of instagram influencer on Kwara State Polytechnic, Ilorin student social behavior, furthermore, The study will also be important to the researcher as a student because it add value to the researcher’s knowledge of the topic.
1.7	OPERATIONAL DEFINITION OF TERMS
Instagram: Instagram is a photo and video sharing social networking service owned by American company Meta Platforms.
Social Media: Social media are interactive technologies that facilitate the creation and sharing of information, ideas, interests, and other forms of expression through virtual communities and networks
Instagram Influencer: Instagram users who have an established credibility and audience; who can persuade others by virtue of their trustworthiness and authenticity
Students: A student is a person enrolled in a school or other educational institution.
Lifestyle: Lifestyle is the interests, opinions, behaviours, and behavioural orientations of an individual, group, or culture.
Social behavior: This is the way people interact with and influence other individuals. One's social behavior impacts, not only the way other people respond to the current situation, but also their future decisions
Role: the function assumed or part played by a person or thing in a particular situation.



CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
	Social media platforms such as instagram gives its users an opportunity to create their own personal profile with the choice of their own list of users and thereby connect with them in an altogether public forum that provides them with features such as chatting, blogging, video calling, mobile connectivity and video/photo sharing. People spend more than usual hours on social media platforms to download pictures, browse through updates seek entertainment and chat around with friends to keep themselves connected to one another. It is evident that there exists a relationship between instagram influencers and the influence they have on the behavior of students as it has been noted that, the young generation is growing up having easier ways to stay connected with their loved ones and discover new relationships, they are easily acquiring knowledge and live in a digital world. 
Tapscott(2018) suggested that the main characteristics of the Gen-Z culture were; independence, emotional and intellectual openness, inclusion, free expressing and strong views, innovative, preoccupation with maturity, pleasure by the investigation, immediacy, and sensitivity to corporate interest, authentication, and trust, this study was based on a theoretical approach that considers students as active agents who can manipulate, adapt, create, and disseminate ideas and products through communication technologies (Berson 2015). 
According to Tapscott (2018), the digital literacy possessed by students, has given power to them in their relations with adults as well as independence in the world, technological modern developments have contributed to the democratization of the family, especially in countries that are pioneers in Information Communication Technologies (ICT.) The domestication of media used by students can be seen across diverse individuals versus socially stratified culture, and nationally versus global identities and community (Livingstone and Bober, 2005). The anxieties about the friendless nature of new media use are well-known by worries about lost of community traditions and values (Livingstone & Bober, 2015). 
2.1	Conceptual Framework
Social Media Influencer
Social media influencers are individuals or teams who have certain amounts of followers or certain effectiveness on social media platforms. Normally, social media influencers gain money by making promotion to their followers, insert advertisement, marketing message in their post, etc. Most of the social media influencers would prefer to build their own brand on one of the social media platforms then after reaching certain amount of brand value and popularity, then they will expand on other social media influencers to increase their effectiveness. The most common social media platforms are Instagram, YouTube, Twitter, Facebook, etc.
To have basic understanding of social media influencers and how they works in marketing, we need to have definition of social media influencers. As Peltola (2019) mention in her literature, social media influencers are people who have their personal profiles on social media and post their works to influence their followers. Social media influencers use social media as platform to share their works to build reputation, when they reach certain amounts of followers, merchant will find social media influencers to make promotion of their products to gain attention and sales. There is a social media influencer called David, at the beginning of his influencer career, he just filming instagram about his daily life with his friends, to become more popular, he holds many give away activities to attract followers, when followers reach certain amount, merchant would reach out to him and David will insert ad in his viedos to earn money
Freberg (2017) refers to social media influencers as new opinion leaders, who affect their followers by blogging, vlogging. Promotion in their content will obtain brand recognition among their followers. In Laurell (2018) articles mention, most of the social media influencers have very similar characteristics, like willing to share, have great infection ability, etc.
Social media influencers (SMIs) according to Freberg et al. (Freberg et al.: 2010) “represent a new type of independent third-party endorsers who shape audience attitudes through blogs, tweets, and the use of other social media”. As mentioned before, influencer marketing is gaining momentum and popularity in developing countries and is fast becoming an alternative to traditional forms of marketing communication (Booth &Matic: 2016, pp.184-191, Chan et al.: 2013, pp.167-179).
De Veirman, Cauberghe and Hudders (De Veirman et al.: 2017,) pointed out that influencer marketing is very effective in ensuring a positive eWOM (electronic word of mouth). The effectiveness of influencer marketing was further supported by studies by Sudha and Sheena (Sudha& Sheena: 2017, pp.14-30) who found out that influencer marketing promotes a level of credibility that traditional marketing communication usually finds difficult to achieve.
According to Influicity- a tech company that develops applications and solutions to help marketers, agencies and publishers to manage their influencer operations- influencer marketing is effective in creating awareness for a brand or a product. They argued that 93% of marketers state that influencer endorsements increase their brand awareness and help them attract new customers. They also explained that consumers place a lot of trust in influencers and 82% of consumers are likely to purchase a product that is endorsed by an influencer while 31% of consumers in North America make a purchase based on the recommendations of an influencer. Furthermore, they claimed that social media influencers help in ensuring brand loyalty by consumers.
Characteristics of Instagram influencers
Instagram influencer “have built a sizeable social network of people following them” (de Veirman et al., 2017, p. 798) and “shape their audience’s attitudes through blogs, tweets, and the use of other social media” (Freberg et al., 2011, p. 90). Video bloggers, so-called “instagram,” can be considered a special kind of instagram influencer who express their thoughts, ideas, and opinions by recording videos and uploading them on YouTube or Instagram (de Be´rail et al., 2019; Munnukka et al., 2019).
Instagram post product reviews, tutorials, personal stories, or motivational content (e.g., self-help guides; Garcı´a-Rapp, 2017) about topics, which range from gaming and comedy to lifestyle and beauty (Jerslev, 2016). Apart from the content they provide, instagram are characterized by sharing private aspects of their lives and personal interests with a largely anonymous audience (Berryman & Kavka, 2018; de Be´rail et al., 2019). In contrast to traditional TV programs, which often tell fictitious stories (e.g., soap operas), instagram disclose intimate information about themselves and therefore seem approachable and trustworthy, which leads their followers to perceive their recommendations and advices as honest (Djafarova & Rushworth, 2017; Maroˆpo et al., 2020). 
By subscribing to specific channels or profiles, viewers cannot only regularly watch videos of these instagram, but they are also kept informed of the latest uploaded videos (de Be´rail et al., 2019). For adolescents, instagram influencer such as instagram can be considered an important source of age-related information (Martı´nez & Olsson, 2019) and advice (Maroˆpo et al., 2020). An important characteristic of instagram’ content is also that it is self-made, not professionally produced like traditional media. Precisely this intimacy increases adolescents’ perceptions of instagram as similar to themselves (Maro po et al., 2020), while TV personalities, even in reality shows, might appear more distant in comparison. Additionally, instagram address their audience directly, which has been found to increase viewers’ involvement (Auter, 1992).
As so-called “digital opinion leaders” (de Veirman et al., 2017, p. 801), instagram influencer may exert a disproportionate amount of influence on their followers. The concept of opinion leadership was originally conceptualized for a personal relationship between two communication partners (Katz & Lazarsfeld, 2019). This condition is usually not met for instagram influencer who have a large network of followers (de Veirman et al., 2017) and therefore cannot engage in interpersonal relationships with each follower. Although not referring to opinion leaders in the digital context, Stehr et al. (2015) suggest that mass-mediated opinion leaders exert influence within so-called parasocial relationships, which is an asymmetrical relationship with someone whom one does not actually know in real life, but only by consuming media about that person (Horton & Wohl, 2019). These illusioned intimate, personal relationships can be developed not only with fictional characters but also with real people like celebrities (de Be´rail et al., 2019) or instagram influencer (Boerman, 2020; de Be´rail et al., 2019; Jin, 2018).
Definition of Social Media
As the earliest scholars to study social media, Boyd and Ellison (2017) defined social network as a web-based service, which allowed the users to build their own public web page in an interconnected system and enabled them to browse and access the information of other users who were linked to them within this system. According to their research, this service has opened the new era of mankind in the trend of digitalization and mobility.
Broadly speaking, the social media has several unique features. First of all, social media covers both the user generated content and user-to-user relationships (Boyd and Ellison, 2017). People can express their thoughts and feelings on the social media, which promotes the deepening of social relations through the interaction on the platforms. Besides, it establishes and maintains the user-to-user relationships through abundant user-generated content. With the help of social media, people can produce information, share information, and filter and disseminate
information through evaluation and discussion. Moreover, social media is a highly technology-dependent information medium as well (Shirky, 2018). On the one hand, the development of technology ensures the effectiveness and timeliness of information dissemination; on the other hand, it ensures the confidentiality of users’ information as well.
The effects of Instagram Influencer on Students Behaviour
	Social media has revolutionized the way we connect and interact with each other. It has also given rise to a new phenomenon: social media influencers. Influencers are individuals who have amassed a large following on social media platforms such as Instagram, TikTok, and YouTube, and are able to influence their followers’ opinions and behaviors. While influencers can have a positive impact, there is growing concern about their effect on young minds.
Influencers are often perceived as role models and trendsetters, particularly among young people. They are often seen as the embodiment of success, popularity, and beauty. This has led to a rise in the trend of “aspirational” content, where influencers showcase their luxurious lifestyles and promote products that promise to make their followers more like them.
However, the content that influencers promote is not always positive or healthy. Many influencers promote unrealistic body standards, which can contribute to body dissatisfaction and eating disorders among their followers. They also promote materialism and consumerism, encouraging their followers to buy products that they don’t necessarily need or can’t afford.
In addition to promoting unhealthy behaviours, influencers can also have a negative impact on young people’s mental health. Social media platforms are designed to be addictive, and many young people spend hours scrolling through their feeds, comparing themselves to others and feeling inadequate. Influencers’ curated and edited content can create a distorted view of reality, leading young people to feel that they are not measuring up to their peers or to the idealized version of themselves that they see online.
It is important to recognize that influencers are not inherently bad or harmful. Many use their platforms to promote positive messages, such as body positivity, mental health awareness, and social justice. However, it is important to be critical of the content that we consume and to question the motives behind it. We should be mindful of the fact that influencers are often paid to promote products, and that their content may not be entirely genuine.
Parents and educators also have a role to play in helping young people navigate the world of social media. By teaching them media literacy skills, we can help young people to critically evaluate the content that they consume and to make informed decisions about what they choose to engage with.
In conclusion, Instagram Influencer can have a powerful impact on students Social Behaviour. Howver, the potential risks should be mindful, it should also be recognized that instagram influencers can be a source of inspiration and positive role models. By promoting media literacy and critical thinking. 
The Influences of Instagram On Students Behavior
With the rapid development of the technology industry, everything is more inclined to mobile-based. The rise of social media has turned the human lifestyle and gradually replaced the position of traditional media. Nowadays people are obsessed with mobile photography, that’s one of the reasons why Instagram gains their interest. Like other social media platforms else, Instagram users are able to interact with other users by “follow” them or “being followed” by others, hitting a red heart button as giving like and tagging people in a photo or video. Instagram launched the stories feature in August 2016, precipitating the growth and usage of its users. “Instagram is growing in users, use, and prominence.” From related statistics stated Instagram has more than 1 billion monthly active users now (Dhillon, 2018). Instagram is good for social networks because it provides a community to the user for communication and interaction with others. However, it hides some dark side to young people and influencers because they strive for unrealistic expectations that lead to mental health issues. Therefore, Instagram is taking big effort into solving the cyberbullying problem from improving their UX design and new features in its app for creating a correct and positive platform.
The Dark Side Behind Instagram Influencer That We Don’t Know
The Influencer Marketing research report from Business Insider Intelligence mentioned that about 79% of brands predominantly take Instagram for influencer campaigns. This makes Instagram really stand out among social media platforms. Business Insider Intelligence estimates that the influencer marketing industry will be worth up to $15 billion by 2022 according to Mediakix data (Schomer, 2019). Consumers were influenced by celebrity endorsement while making purchase decisions in the past. By attaching the fame of a celebrity to a brand and getting people idolized to the product, is known as celebrity endorsement (Geppert, n.d.). Brands tend to focus on influencers because they can create trends and encourage followers to buy the products they promote. According to a survey by Nielsen, 92% of customers are more receptive to an influencer than an advertisement or traditional celebrity endorsement (McGuire, 2017). The influences of influencers cannot be underestimated, as they play a role in connecting followers and brands since everything is more inclined to mobile-based due to the rapid development of the technology industry.
Influencers were able to use the interactive sticker such as a two-option poll, question and answer box, four option quiz and emoji slider on Instagram. The rapid growth of influencers also brings up a lot of negative factors. In order to pursue perfect content results and higher reach to their followers, many influencers began to manipulate photos and pretend perfection on social media. The most common phenomenon seen on Instagram is picture-perfect and lack of authenticity which distorted Instagram’s original intention leads users to a worse pathway. People tend to obsess their ideal version on social media to create a sense of satisfying and perfect goal. However, the truth can’t be denied that a perfect photo can get a lot of likes and also a big payoff for an influencer, but it also derives from some broader behaviour issues.
2.2	Theoretical Framework
	This study made use of two theories; the technological determinism theory and social learning theory.
Technological determinism 
Propounded by Thorstein Veblen (1929). This is a reductionist theory which at its core posits that the development of any society and its cultural values are driven by that society’s technological development and progression. Technological determinists believe that particular communication technologies, media or even technology, in general, are the sole causes of change in society (Ray: 2013). This theory is particularly important to this study because it helps understand how technology –in this case, social media (which influencer marketing is a result of) – is changing consumer buying behaviour.
Technological determinism is a reductionist theory that assumes that a society's technology progresses by following its own internal logic of efficiency, while determining the development of the social structure and cultural values. The term is believed to have originated from Thorstein Veblen (1857–1929), an American sociologist and economist. The most radical technological determinist in the United States in the 20th century was most likely Clarence Ayres who was a follower of Thorstein Veblen and John Dewey. William Ogburn was also known for his radical technological determinism and his theory on cultural lag.
The first major elaboration of a technological determinist view of socioeconomic development came from the German philosopher and economist Karl Marx, who argued that changes in technology, and specifically productive technology, are the primary influence on human social relations and organizational structure, and that social relations and cultural practices ultimately revolve around the technological and economic base of a given society. Marx's position has become embedded in contemporary society, where the idea that fast-changing technologies alter human lives is pervasive. Although many authors attribute a technologically determined view of human history to Marx's insights, not all Marxists are technological determinists, and some authors question the extent to which Marx himself was a determinist.
Social Learning Theory 
Social learning theory was propounded by Bandura in 1963 (Bandura & Walters: 1963) and has been widely used in the field of communication and advertising (Bush et al.:1999, pp.13-24).the  theory posits that people learn by observing others. It promotes the idea that individuals are motivated to behave in a certain way based on direct or indirect social interactions (Moschis& Churchill: 1978, pp.599-609; Subramanian &Subramanian: 1995, pp.14-18). Previous studies in marketing have made use of this theory to understand how consumer consumption behaviour is influenced by socialization agents like family, peers and celebrities (Martin & Bush: 2000, pp.441-453). Social learning theory is proposed in this study as a contextual foundation in understanding how instagram influencers influence Students social Behaviour.
The relevance of this theory is seen in how students of Kwara State Polytechnic pick the behavior of instagram influencers which the media is supposed to operate. They explore the similarities between social media and the audience‘s perception and opinion. The theories study seeks to determine the connection between the students and their daily usage of the internet, as well as bring out the effects experienced. The theories try to explain how students have developed and what they have changed, these theories provide a way to see why this has happened. The theories explain the simple cause and effect analysis between the introduction of new technology and the changes in the student's way of thinking, feeling, acting, or believing.
2.3	Empirical Framework
	Scholars have conducted extensive and in-depth research on social media in the meantime. Effing and Spil (2016), established the Social Media Strategy Cone to evaluate the strategies of different social media platforms. 
Besides, Wang et al. (2015) put forward the theory of rational addiction by analysing the development process of users’ dependence on social media. Moreover, Asur and Huberman (2018) demonstrated the predictive function of social media by using the chat on Twitter.com to predict box-office revenues for movies. Overall, there are a lot of research literature on social media, covering the strategic research of social media, its impact on different users and some other aspects. In the context of the fierce competition in social media industry, Instagram stands out successfully. From its inception in 2010 to its acquisition by Facebook in 2012, Instagram spent two years in writing a myth of Internet social media development. Then from the next part, this paper will focus on Instagram, and the different studies on Instagram will be discussed as well.
Okpanachi, Ezeji and Asemah (2017) investigated “The Determinants of Brand Loyalty Among Residents of Jos, Nigeria. The study adopted survey research design with the 1,008,447 population with the sample size of 432. The study employed questionnaire as the instrument of data collection. 
The study found that consumers are loyal to a particular brand of products. This is because the products were able to use certain techniques to arrest the attention of the consumer and they become loyal to such product.
Academic and Entrepreneurial Impact
Instagram influencers often promote online learning platforms, entrepreneurship skills, and motivational content. Research by Adeniran & Bello (2022) on tertiary institutions in southwestern Nigeria revealed that students exposed to entrepreneurial influencers exhibited higher interest in starting small businesses. This finding is relevant to Kwara State Polytechnic, where students are often encouraged to embrace entrepreneurship alongside academic pursuits. Influencers promoting scholarships, study tips, and skill acquisition programs positively impact academic performance and personal development.
Negative Influences
While influencers can inspire, they also contribute to unrealistic standards and distractions. A study by Okeke et al. (2020) found that overexposure to influencer lifestyles led to a 35% decline in academic performance among students who prioritized social media engagements over studies. This aligns with findings from Adedayo (2021) on Kwara State Polytechnic students, where excessive following of entertainment influencers correlated with decreased focus on academics.
Cultural and Contextual Considerations
The cultural setting of Kwara State Polytechnic also shapes how influencers impact students. Local influencers who align with students’ cultural values tend to have more profound effects than international influencers. Empirical evidence from Ajayi & Olorunsola (2023) highlights that students are more likely to engage with influencers who address locally relevant issues such as job opportunities, societal norms, and community development.
Empirical studies underscore the significant role of Instagram influencers in shaping the behaviors and decisions of Kwara State Polytechnic students. While influencers provide opportunities for growth and inspiration, they also pose challenges related to distractions and unrealistic expectations. Future research should focus on creating balanced strategies to harness the positive effects of influencer culture while mitigating its drawbacks.




















CHAPTER THREE
3.1	RESEARCH METHOD
	The intent of this section was to describe the methodology dimensions that were proposed to be used to determine the influence of instagram influencers on Kwara State Polytechnic students social behavior. This chapter will therefore discuss the following: research design, population of the study, sampling size and sampling techniques, Instrumentation, validity and reliability of the instrument, method of administration of instrument and method of data analysis.
3.2	RESEARCH DESIGN
The research design was an analytical survey. Analytical surveys also referred to as diagnostic studies attempt to describe and explain why certain situations exist. In this approach two or more variables are usually examined to test research hypotheses. The results allow researchers to examine the interrelationships among variables and to draw explanatory inferences.
3.3	POPULATION OF THE STUDY
Population according to Euroborowalai (2003:15) refers to the entire subject whom the researcher is investigating or any group of organization being studied by investigator that constitute the population. This research work is to determine “influence of instagram influencer on Kwara state Polytechnic Student Social Behaviour’, therefore the population of this study comprises of people in Ilorin, Kwara State. The polytechnic has the estimate of 15,000 Students.
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUES
The study will make use of random sampling techniques which will be used in different strategies to select the actual respondent and it enable every Kwara state Polytechnic students to have equal chance of being selected . Kwara State polytechnic, Ilorin as over 15,000 students as a whole. The process of extracting a position from a whole population is a random sampling since the total users of instagram cannot be totally covered, this research will be using a random sampling method and it will be a non probability sampling that will be adopted   in the basis of convince and in respects to significance of communication in the  service of organization  
In the course of this research, 100 respondents out of the population among different department will be selected and the questionnaire will be administered to those who are available this is to ensure hundred percent rate of return.
3.4	INSTRUMENTATION 
The main instrument used in collecting useful  information for this research study was through the use of structured questionnaire the questionnaire consist of question which deals with the respondents demographic information and other which requires the respondents opinion or views on the influence of instagram influencer on Kwara state polytechnic students social behavior.
3.5	VALIDITY AND REALIBILITY OF THE INSTRUMENT 
	Validity is concerned with the ability of a research instrument to measure that it has design to measure. i.e how will it measure, does the instrument measure what is suppose to measure.
 	This instrument is valid because it was crossed checked by the supervisor to give instrument validity.
3.6	METHOD OF ADMINISTRATION OF INSTRUMENT 
	The instrument for this study is questionnaire and it will be distributed through personal visit and consultation, we will consult various respondents at different Department of the Polytechnic. Therefore, the total One hundred (100) questionnaire paper will be distributed and administered within a reasonable period of time.
3.7	METHOD OF DATA ANALYSIS 
In this research project, data will be presented using simple percentage embedded in a tabular format. Thus, data is displayed in an organized form or the data has to be put into an order to easily draw the conclusion. Tables are used to indicate distinct frequencies of various responses received from the administered questionnaire.

CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF DATA
4.1 	Introduction
This chapter presents, analyzes, and interprets the data collected through the administered questionnaire on the " Influence Of Instagram Influencers On Kwara State Polytechnic Student Social Behavior ". The analysis is divided into three sections: Demographic Data, General Response, and Research-Based Statements.
4.2	Demographic Data of Respondents
This section presents the bio data of the respondents including sex, age, marital status, educational qualification, and occupation.
Table 4.2.1: Distribution of the respondents by Sex
	OPTIONS
	RESPONDENTS
	PERCENTAGE

	Male
	30
	30%

	Female
	70
	70%

	Total
	100
	100


Source:  Field Survey, 2025
From the table above, 30 respondents representing 30% were male while 70 respondents representing 70% were female.
Table 4.2.2: Distribution of the respondents by age 
	OPTIONS
	RESPONDENT
	PERCENTAGE

	18-22 years
	50
	50%

	23-27 years
	30
	30%

	28 years and above
	20
	20%

	Total
	100
	100%


Source:  Filed Survey, 2025
The above table shown that 50 representing 50% were range from 18-22, 30 respondents representing 30% were range from 23-27, while 20 respondents representing 20% were range from 28 years and above.

Table 4.2.3: Distribution of the respondents by Institute 
	OPTIONS
	RESPONDENT
	PERCENTAGE

	I.I.C.T
	50
	50%

	I.O.T
	25
	25%

	I.F.M.S
	25
	25%

	Total
	100
	100%


Source:  Field Survey, 2025
The table above shows that 100 respondents representing 50%  are from IICT, 50 respondents 25% are IOT, while 50 respondents representing 25%  are from IFMS.
Table 4.2.4: Distribution of the respondents by Level 
	OPTIONS
	RESPONDENT
	PERCENTAGE

	ND I
	25
	25%

	ND II
	25
	25%

	HND I
	25
	25%

	HND II 
	25
	25%

	Total
	100
	100%


Source:  Field Survey, 2025
In the table above 50 respondents representing 25%  are in ND I, 50 respondents 25% are ND II, 50 respondents representing 25%  are HND I, while 50 respondents representing 25%  are HND II..
SECTION B
TABLE 4.2.5: Do you use social media regularly?
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Yes
	90
	90%

	No
	10
	10%

	Total 
	100
	100%


Source: Field Survey, 2019
	This table above shows that 90 respondents representing 90% said Yes, while 10 respondents representing 10% said No that they didn’t use social media regularly.


TABLE 4.2.6: Most frequently used platform
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Facebook
	20
	20%

	Whatsapp
	40
	40%

	Tiktok
	20
	20%

	Twitter (X)
	20
	20%

	Total
	100
	100%


Source: Field survey, 2025
	The table above is shows that 20 respondents representing 20% used Facebook, 40 respondents representing 40% used Whatsapp, 20 respondents representing 20% used Tiktok while 20 respondents representing 20% used Twitter (X) frequently.  
SECTION C
Table 4.2.1: I follow multiple Instagram influencers regularly.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	50
	50%

	Strongly Agree
	20
	20%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 20 respondents representing 20% Disagree, 50 respondents representing 50% Agree and while 20 respondents representing 20% Strongly Agree that they follow multiple Instagram influencers regularly.
Table 4.2.2: I spend a significant amount of time daily viewing influencer content on Instagram.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	50
	50%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 5% Strongly Disagree, 20 respondents representing 10% Disagree, 20 respondents representing 20% Agree and while 50 respondents representing 50% Strongly Agree that they spend a significant amount of time daily viewing influencer content on Instagram.)
Table 4.2.3: Instagram influencers have a strong presence in my social media experience.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	5
	5%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	35
	35%

	Strongly Agree
	50
	50%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 5 respondents representing 5% Strongly Disagree, 10 respondents representing 10% Disagree, 35 respondents representing 35% Agree and while 50 respondents representing 50% Strongly Agree that Instagram influencers have a strong presence in my social media experience.
Table 4.2.4: I trust the opinions and content shared by Instagram influencers.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	50
	50%

	Strongly Agree
	30
	30%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 50 respondents representing 50% Agree and while 30 respondents representing 30% Strongly Agree that they trust the opinions and content shared by Instagram influencers.

Table 4.2.5: Instagram influencers affect the way I dress.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	40
	40%

	Strongly Agree
	40
	40%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 40 respondents representing 40% Agree and while 40 respondents representing 40% Strongly Agree that they Instagram influencers affect the way I dress.
Table 4.2.6: I try to follow fashion trends promoted by influencers
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	55
	55%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	15
	15%

	Strongly Agree
	20
	20%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 55 respondents representing 55% Strongly Disagree, 10 respondents representing 10% Disagree, 15 respondents representing 15% Agree and while 20 respondents representing 20% Strongly Agree that they try to follow fashion trends promoted by influencers
Table 4.2.7: I have changed my grooming or beauty habits because of Instagram influencers.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	5
	5%

	Disagree
	5
	5%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 5 respondents representing 5% Strongly Disagree, 5 respondents representing 5% Disagree, 20 respondents representing 20% Agree and while 70 respondents representing70% Strongly Agree that they have changed my grooming or beauty habits because of Instagram influencers
Table 4.2.8: I have purchased products (clothes, cosmetics, etc.) because an influencer endorsed them.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	60
	60%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 20 respondents representing 20% Agree and while 60 respondents representing 60% Strongly Agree that they have purchased products (clothes, cosmetics, etc.) because an influencer endorsed them..
Table 4.2.9: Instagram influencers shape the way I perceive success and lifestyle
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	5
	5%

	Disagree
	5
	5%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 5 respondents representing 5% Strongly Disagree, 5 respondents representing 5% Disagree, 20 respondents representing 20% Agree and while 70 respondents representing 70% Strongly Agree that they Instagram influencers shape the way I perceive success and lifestyle.
Table 4.2.10: I sometimes compare my life to the lives of influencers I follow.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	50
	50%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	10
	10%

	Strongly Agree
	30
	30%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 50 respondents representing 50% Strongly Disagree, 10 respondents representing 10% Disagree, 10 respondents representing 5% Agree and while 30 respondents representing 30% Strongly Agree that they sometimes compare my life to the lives of influencers I follow.
Table 4.2.11: Instagram influencers affect the way I talk or express myself.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	10
	10%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 10 respondents representing 10% Agree and while 70 respondents representing 70% Strongly Agree that Instagram influencers affect the way I talk or express myself.
Table 4.2.12: I have changed my goals or ambitions based on what influencers promote
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	5
	5%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	5
	5%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 5 respondents representing 5% Strongly Disagree, 20 respondents representing 20% Disagree, 5 respondents representing 5% Agree and while 70 respondents representing 70% Strongly Agree that have changed my goals or ambitions based on what influencers promote.
Table 4.2.13: I discuss influencer content with my friends
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	25
	25%

	Neutral
	-
	-

	Agree
	15
	15%

	Strongly Agree
	50
	50%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 25 respondents representing 25% Disagree, 15 respondents representing 15% Agree and while 50 respondents representing 50% Strongly Agree that they discuss influencer content with my friends
Table 4.2.14: I feel pressured to live up to standards set by influencers.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	20
	20%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	40
	40%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 20 respondents representing 20% Strongly Disagree, 20 respondents representing 20% Disagree, 20 respondents representing 20% Agree and while 40 respondents representing 40% Strongly Agree that they  feel pressured to live up to standards set by influencers.
Table 4.2.15: My social behavior has changed because of influencer trends (e.g., joining challenges, hashtags).
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	50
	50%

	Strongly Agree
	20
	20%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 20 respondents representing 20% Disagree, 50 respondents representing 50% Agree and while 20 respondents representing 20% Strongly Agree that they social behavior has changed because of influencer trends (e.g., joining challenges, hashtags).
Table 4.2.16: I post or behave in certain ways on Instagram to be like the influencers I admire.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	10
	10%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 10 respondents representing 10% Agree and while 70 respondents representing 70% Strongly Agree that they post or behave in certain ways on Instagram to be like the influencers I admire.



Table 4.2.17: Instagram influencers have positively influenced my social life
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	25
	25%

	Strongly Agree
	55
	55%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 25 respondents representing 25% Agree and while 55 respondents representing 55% Strongly Agree that Instagram influencers have positively influenced my social life.
Table 4.2.18: Instagram influencers have negatively influenced some aspects of my behavior
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	5
	5%

	Disagree
	25
	25%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	50
	50%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 5 respondents representing 5% Strongly Disagree, 25 respondents representing 25% Disagree, 20 respondents representing 20% Agree and while 50 respondents representing 50% Strongly Agree that they Instagram  influencers have negatively influenced some aspects of my behavior




Table 4.2.19: I feel more confident when I emulate certain influencers
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	55
	55%

	Disagree
	5
	5%

	Neutral
	-
	-

	Agree
	35
	35%

	Strongly Agree
	5
	5%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 55 respondents representing 55% Strongly Disagree, 5 respondents representing 5% Disagree, 35 respondents representing 35% Agree and while 5 respondents representing 5% Strongly Agree that they feel more confident when I emulate certain influencers
Table 4.2.20: Instagram influencers have a strong influence on the general behavior of students in Kwara State Polytechnic.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	30
	30%

	Strongly Agree
	50
	50%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 30 respondents representing 30% Agree and while 50 respondents representing 50% Strongly Agree that they Instagram influencers have a strong influence on the general behavior of students in Kwara State Polytechnic.
4.3	Discussion of Findings
The findings from this study provide valuable insight into the influence that Instagram influencers have on the social behavior of students at Kwara State Polytechnic. The responses from the questionnaire reveal several key trends that align with previous research on social media influence.
A significant number of respondents indicated that they actively follow Instagram influencers. Many students reported spending several hours daily on the platform, engaging with content related to fashion, lifestyle, entertainment, and motivational posts. This confirms that Instagram is a powerful tool through which influencers reach and shape the behavior of young people.
One of the most prominent effects identified was the change in students’ dressing patterns. Many respondents stated that they emulate the dressing style, hairdo, and makeup of popular Instagram influencers. This supports earlier research by Okorie & Oyedepo (2019), which found that social media personalities set fashion trends among Nigerian youth.
The findings also show that students adopt certain slangs, gestures, and expressions often used by influencers in their posts and stories. This change in communication style indicates that influencers serve as informal role models and trendsetters.
The study discovered that Instagram influencers significantly affect students’ lifestyle aspirations. Many students expressed the desire to live like influencers, showcasing expensive gadgets, outfits, and luxury experiences. While this motivates some toward self-improvement and entrepreneurship, others admitted it causes unnecessary pressure, anxiety, or a sense of inadequacy when they cannot meet these standards.
Interestingly, the influence is not entirely negative. Some students mentioned that they were inspired by influencers who promote business ideas, self-confidence, education, and creativity. However, the negative impact especially in terms of materialism, fake lifestyle portrayal, and peer comparison—was also strongly acknowledged.
These findings align with the theoretical framework of the Social Learning Theory (Bandura, 1977), which explains how individuals imitate behavior they observe in others, especially those they admire or see as successful. The influencers serve as models whose behaviors are likely to be copied if they appear rewarded or celebrated by followers.
4.4 	Analysis of Results
A significant portion of respondents (over 80%) indicated daily use of Instagram. This reflects the high level of engagement Kwara Poly students have with the platform. The data shows that Instagram is one of the most frequently accessed social media networks among the students, highlighting its potential as a strong influence on their social life.
The analysis revealed that more than 75% of students follow at least one Instagram influencer. Influencers in categories such as fashion, entertainment, lifestyle, and comedy had the highest followership. This suggests that students are not only active users of Instagram but are also highly influenced by the personalities they follow.
One of the most notable impacts is on student dressing and fashion choices. About 68% of the respondents agreed that Instagram influencers have influenced their style of dressing. Many of them emulate the styles, brands, and trends showcased by influencers, particularly those in the fashion niche.
The study found that over 50% of the students have adopted certain phrases, slangs, or mannerisms from influencers. This includes the use of trending hashtags, captions, and expressions which are often used to appear more trendy or modern among peers. The data shows that many students have been motivated to attend certain events, try out new lifestyles, or participate in social trends after seeing them promoted by influencers. 62% of respondents admitted that influencers have shaped their perception of what is socially acceptable or desirable.
The influence is mostly positive in fashion and trends, the study also found that 41% of students feel distracted by spending too much time following influencers or watching their content. This points to a potential negative impact on academic focus and time management. About 58% of respondents acknowledged purchasing or desiring products (clothing, gadgets, beauty products) because they saw them being promoted by influencers. This indicates a strong link between influencer marketing and consumer behavior among students.
While many influencers promote positive content, 35% of respondents expressed concerns that some influencers promote indecent dressing, use of vulgar language, or unhealthy lifestyle habits. This group believes such exposure could negatively shape student behavior or values.



















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	Summary
This study was carried out to examine the influence of Instagram influencers on the social behavior of students in Kwara State Polytechnic. The research focused on how Instagram influencers impact students' lifestyle choices, dressing patterns, language, consumption habits, and overall behavior through the content they post online.
The descriptive survey research method was adopted, using a structured questionnaire distributed among a sample population of students across various departments in Kwara State Polytechnic. Data collected were analyzed and interpreted to understand the extent to which Instagram influencers affect students’ behavior.
Key findings from the study revealed the following:
· A significant number of students actively follow and engage with Instagram influencers.
· Instagram influencers impact students’ dressing styles, beauty standards, and use of language/slang.
· Many students admit to imitating or being inspired by influencers' lifestyles, including fashion, travel, and consumption patterns.
· While some students benefit positively (motivation, entrepreneurship exposure), others are affected negatively (peer pressure, unrealistic expectations, and materialism).
5.2 	Conclusion
From the findings, it is evident that Instagram influencers play a major role in shaping the social behavior of students in Kwara State Polytechnic. Their influence is largely due to their consistent and relatable content, which resonates with the youth who often spend a significant amount of time online.
The study concludes that while social media influencers can serve as role models and sources of inspiration, they also pose a risk of promoting superficial values, peer pressure, and behavioral changes that may not align with the students' academic and personal development goals.
Hence, there is a need for awareness and critical thinking among students regarding the content they consume on Instagram and the type of influencers they follow.
5.3 	Recommendations
Based on the research findings and conclusion, the following recommendations are suggested:
1. Media Literacy Campaigns: 
Schools and student bodies should introduce digital/media literacy programs to educate students on how to critically evaluate content and not blindly imitate online influencers.
2. Parental and Academic Guidance:
Parents, guardians, and academic counselors should engage students in discussions about their social media use and help them distinguish between reality and social media fantasy.
3. Promote Positive Influencers:
Students should be encouraged to follow influencers who promote positive values such as education, entrepreneurship, personal development, and social responsibility.
4. Limit Screen Time:
Students should consciously limit the time spent on Instagram and focus more on real-life activities that build skills and knowledge.
5. Content Regulation:
There should be policies (by school authorities or student associations) that monitor and guide social media content among students to reduce exposure to harmful or misleading content.
6. Encouragement of Peer Support Groups:
Peer influence can also be positive. Encouraging student-led groups or clubs focused on healthy lifestyles, skills acquisition, and academic excellence can help counterbalance the negative effects of social media influence.
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APPENDIX I
Department of Mass Communication
Institute of Information and 
Communication Technology
P.M.B 1375
Ilorin, Kwara State. 

DEAR RESPONDENT
 I am final year student of the above department, conducting a research on the topic “INFLUENCE OF INSTAGRAM INFLUENCERS ON KWARA STATE POLYTECHNIC STUDENT SOCIAL BEHAVIOR in Partial fulfillment for the award of Higher National Diploma (HND) in Mass Communication. We will be glad if you help Fill the attached questionnaire to enable us carry out this research work successfully.
We promise that any information provided will be treated with Confidentiality and used only for purpose of the research work.
Thank you for your anticipated cooperation 


Yours Sincerely,

							          Tajudeen Muideen Olanrewaju 
                       HND/23/MAC/FT/0767





APPENDIX II
QUESTIONNAIRE
SECTION A
INSTRUCTION: Please tick (  ) appropriately in the boxes
1.	Gender:    
(a) Male    (    )   (b) Female    (   )
2.	Age: 	
(a) 18-22 years    (    )     (b) 23-27 years     (   )   (c) 28 and above (   )		
3.	Faculty:  
(a) N.D I   (  )    (b) N.D II   (   )     (c) HND I    (  )   (d) HND II  (  )   
4.	Department: __________________________
5.	Institute:
	(a) I.I.C.T   (  )   (b) I.O.T   (  )  (c) I.F.M.S  (   )   (d) I.E.S   (  )  (e) I.A.S  (  ) 
SECTION B: RESEARCHED BASED QUESTIONS
6.	Do you use social media regularly?
	(a) Yes    (   )    (b) No      (   )
7.	Most frequently used platform:	
	(a) WhatsApp  (  )   (b) Facebook  (  )   (c) Twitter (X)  (  )  (d) TikTok  (  )  (e) Others (  )









SECTION C: RESEARCH BASED QUESTIONS 
Please indicate your level of agreement with the following statements using the scale below:
1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree
	S/N
	Statement
	SD
	D
	N
	A
	SA

	1
	I follow multiple Instagram influencers regularly.
	
	
	
	
	

	2
	I spend a significant amount of time daily viewing influencer content on Instagram.
	
	
	
	
	

	3
		



	Instagram influencers have a strong presence in my social media experience.



	
	
	
	
	

	4
	I trust the opinions and content shared by Instagram influencers.
	
	
	
	
	

	5
	Instagram influencers affect the way I dress.
	
	
	
	
	

	6
		


I try to follow fashion trends promoted by influencers.
	
	
	
	
	

	7
	I have changed my grooming or beauty habits because of Instagram influencers
	
	
	
	
	

	8
	I have purchased products (clothes, cosmetics, etc.) because an influencer endorsed them.
	
	
	
	
	

	9
	Instagram influencers shape the way I perceive success and lifestyle.
	
	
	
	
	

	10
	I sometimes compare my life to the lives of influencers I follow.
	
	
	
	
	

	11
	Instagram influencers affect the way I talk or express myself.
	
	
	
	
	

	12
		



	I have changed my goals or ambitions based on what influencers promote..



	
	
	
	
	

	13
	I discuss influencer content with my friends..
	
	
	
	
	

	14
	I feel pressured to live up to standards set by influencers.
	
	
	
	
	

	15
		



	My social behavior has changed because of influencer trends (e.g., joining challenges, hashtags).



	
	
	
	
	

	16
	I post or behave in certain ways on Instagram to be like the influencers I admire.
	
	
	
	
	

	17
	Instagram influencers have positively influenced my social life.
	
	
	
	
	

	18
	Instagram influencers have negatively influenced some aspects of my behavior.
	
	
	
	
	

	19
	I feel more confident when I emulate certain influencers.
	
	
	
	
	

	20
	Instagram influencers have a strong influence on the general behavior of students in Kwara State Polytechnic
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