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[bookmark: _Toc210356837]CHAPTER ONE
[bookmark: _Toc210356838]INTRODUCTION

[bookmark: _Toc210356839]1.1 Background of the study
A global survey on internet users in 2017 reported that the number of smart phone use has been growing at an astonishing rate. At present, over half of the world’s population own smartphones (Global Internet Use Survey Report, 2018). The general public has become extremely dependent on smartphones. The average amount of time that an adult spent on his or her smartphone per day soared from 15 min in 2008 to 2 h and 48min in 2015 (Internet Trends Report, 2018). Research has shown that individuals with internet addiction and various other compulsions tend to spend more time on their mobile devices (Çelik, Atak & Bas-al, 2012; Yu, Kim & Hay, 2013). However, the amount of time spent using the internet alone is not enough to determine whether an individual has internet addiction (Kim & Han, 2014). This requires more complex diagnosis and testing. Among the adults that use their smartphones for nearly three hours every day, 59% indicate that they are very reliant on social media, over half of them accessing social media sites at least once every hour (Internet Trends Report, 2018). They go on line constantly not only because their friends are using these social media sites but because they are also attracted to the design of these social media platforms. In the US, 90% of the teenagers are users of Facebook, Snapchat, or Instagram (The Podcast Consumer, 2017). Also Adegbillero-Iwari (2014) avers that social media differs from old form  of mass media in many ways, including, quality, sophistication, reach, speed, efficiency, frequency, accuracy, usability, reliability, cheapness, immediacy, portability and permanence as it allows interaction among its users in which they create, share, exchange information and ideas in virtual communities and networks.
Olaniran (2014) tagged social media as a revolutionary medium of socialization for
dismantling previously existing man-made obstacles to information dissemination and sharing. Instagram users can currently share posts in the form of images, videos,
carousels, and stories (Facebook Help Center, 2018). In addition to user posts, an increasing number of commercial brands aimed at young individuals are placing ads on Instagram via Facebook. Pricing is adjusted in real-time, ads are displayed to audiences, and services are offered in real-time. The image, video, carousel, and stories formats are also available for Instagram ads. Stories ads can be 2.5 s to 60 s long, whereas carousel ads comprise three to five images that can be scrolled left and right, which adds to the fun (https://locowise.com/ blog/Instagram- rules-engagement). Without doubt, Instagram has become the most favored social media app of young individuals today (Huang & Su, 2018). In the past two years, researchers in social and behavioral sciences in American and European countries have been comparing the motivations behind Instagram usage in American and European students from the perspectives of cross-cultural differences or behavioral addiction. Such research is less common in developing countries (Huang & Su, 2018) Across the globe, the fate of social media is intertwined with the proliferation of mobile phone usage which is also evident in Nigeria (Akintola, Bello& Daramola, 2016). Nigeria currently has 115 million mobile phone subscribers which ranks the nation second behind Egypt in Africa on mobile phone usage (Africa Practice, 2014). International Telecommunications Union (ITU, 2012) revealed that 39.6% of all internet traffic in Africa is from Nigeria and the statistics of Deloitte (2012) showed that more people in Nigeria have been introduced to the internet through mobile phones.
[bookmark: _Toc210356840] 1.2 Statement of the Problem
 Social media are increasing student engagement outside of the classroom and they are creating new and innovative ways to learn (Ivala & Gachago, 2012; Bynum, 2011). Student engagement represents the time and effort students invest in their education. DeBell & Chapman (2006) found that adolescents and young adults are the heaviest users of computers and the Internet. Also Kuh (2001) found that the average college student spends eight hours a day online.
Instagram has 800 million active users (Instagram 2017). Instagram is the fastest
growing SMS (Wagner 2015) due to the rapid growth in its popularity among teenagersand young adults (Alhabash and Ma 2017; Jackson and Luchner 2017). Instagram allows users to take, filter, and share photos, and allows live broadcast and story
creation with later added features. In terms of self-presentation which is one of the
gratifications obtained for using SMSs Instagram provides a very suitable environment for individuals. Previous studies by Alhabash & Ma (2017); Sheldon & Bryant 22016) investigating Instagram use from the U&GT perspective have reported different motivations such as entertainment, convenience, self-expression, medium appeal, interpersonal interaction, surveillance, documentation, coolness, and creativity (Alhabash and Ma 2017; Sheldon and Bryant 2016). In the present study, it is hypothesized that Instagram use will be associated with expressing or presenting a more popular self, passing time, entertainment, and task management motives. However, with the above assertion, the usage of Instagram among students in Kwara State Polytechnic is not known; their exact post on the platform, their preferences in using the Instagram. The gratification they derive from the Instagram is not known.
Therefore, it is in this context that this study tends to find out the pattern of Instagram usage among students of Kwara State Polytechnic, Ilorin.

[bookmark: _Toc210356841]1.3 Research Objectives
To find out the extent at which Students in Kwara State Polytechnic useInstagram
To determine the level of preference of Instagram usage among Students in Kwara State Polytechnic

[bookmark: _Toc210356842]1.4 Research Question
What is the extent at which Students in Kwara State Polytechnic use Instagram?
What is the level of preference of Instagram usage among Students in Kwara
State Polytechnic?

[bookmark: _Toc210356843]1.5 Significance of the study
This study is imperative to the entire students in order to unveil the strength, weakness and preferences and motive of using Instagram. Online marketers will benefit from findings of this study because they will be able to come up with online strategies to market their products via the Instagram and also, they can use it to improve their online advertising to attract new and existing customers. It will also highlight the importance of Instagram usage and this study will be a guide for whoever wants to conduct research on this topic.

[bookmark: _Toc210356844]1.6 Scope of the Study
This study is limited to students in Kwara State Polytechnic both male and female. It therefore covers students in the entire departments in the institution.

[bookmark: _Toc210356845]1.7 Definition of Terms
Pattern: A particular sequence of events, facts e.t.c which can be understood, used to predict the future, or seen to have a mathematical, geometric, statistics relationship. Therefore, pattern in this context refers to the way, method and regularity of using Instagram.

Instagram: Instagram is an application that allows users to take pictures and videos and share them on a variety of social networking platforms. It is owned by Facebook.
Usage: According to Oxford dictionary (2017) usage simply refers to the manner or the way of using something. Therefore, usage in this context refers to the level at which students use Instagram
[bookmark: _GoBack]

[bookmark: _Toc210356846]CHAPTER TWO
[bookmark: _Toc210356847]LITERATURE REVIEW AND THEORETICAL FRAME WORK
[bookmark: _Toc210356848]2.1 Introduction
This chapter seeks to breakdown and explains the various concepts and subjects
to be addressed in the study. It also discusses the theoretical framework and how it fits into the study. Also, previous literature bordering on this study would also be discussed

[bookmark: _Toc210356849]2.2 Defining Social media
Social media consists of two key words: "social" and "media." According to Safko
(2010), the combination of these words reflects the innate desire of a human being
To connect with others in one way or another through various media/means (reflected in the contemporary technologies of communication). Closely related to the term "socialmedia" are social networking sites or social network sites (SNSs). As with social media, social networking sites refer to the platforms that individuals can use to connect, relate and communicate with others. In this study, we used SNSs and social media interchangeably. Some of the social media that have a huge number of followers are Facebook, Yahoo, and Twitter (Safko, 2010)
Like any technological device, social media, too, have purported benefits and
harm. However, within the educational sphere, educators seem to generally agree thatits integration in the academic environment can be beneficial to students as a way to enhance their learning experience (Barbour & Reeves 2009; Harris 2012).
Although we understand that social media use are varied which learning or
academic purposes being one of them, we do not have enough knowledge as to how much social media is being used for academic purposes, hence limiting efforts of effective integration (Adnan & Mavi, 2015).
Thus, following the remark made by Maloney, Moss & Ilic, (2014) that limited information exists on how Polytechnic students utilize SNS, be it for educational or
strictly social purposes, we embarked on this study to explore the issue.
[bookmark: _Toc210356850]2.2.1 Types of social media
Kaplan and Haenlein (2010, p.61) classified social media into six different classes as
follows:
1. Collaborative Project (Wikipedia)
2. Blogs and Micro blogs (Twitter)
3. Content Communities (Youtube)
4. Social Networking Site (Facebook; 2go; BB chat)
5. Virtual Game World (World of war craft)
6. Virtual Second World (Second life)
[bookmark: _Toc210356851]2.2.2 Significance of Using the Social Media
Jochen & Valkenburg, (2008) opined that social media not only helps to acquire
knowledge but also establishing enduring relationships with real people, connecting with fellow dorm residents through Facebook, Twitter and various social sites can help a student overcome the kind of isolation that otherwise might lead her to leave school.
A Twitter account can provide a shy student with information about events that
facilitates face-to-face encounters with other students. Such personal interactions are vital to creating and sustaining a sense of belonging (Raut & Patil, 2016).
Using technology to accommodate student’s different learning styles is not novel.
The strength of social media applications is that they offer an assortment of tools that learners can mix and match to best suit their individual learning styles and increase their academic success (Raut & Patil, 2016). The social networking sites focus heavily on building online communities with common interests or activities. Social networking sites also can help students develop leadership skills, from low-level planning and organizing to activities that promote social change and democratic engagement. Social media tools and networking sites encourage students to engage with each other and to express and share their creativity. Such personal interactions are vital to creating and sustaining a sense of belonging. (Raut & Patil, 2016).
[bookmark: _Toc210356852]2.3 Brief History of Instagram
Instagram was launched in October of 2010. Instagram is combination of the
words “instant” and “telegram”. With numerous built-in photo filters to create quality visual effects, Instagram is a social media app that uses images as the means of communication. Two years after its launch, the number of Instagram users reached three hundred million (Huang & Su, 2018). Facebook therefore acquired Instagram in
2012 for USD 1 billion. In June of 2017, the number of active users on Facebook, the leader of social media, surpassed two billion, which means that over a quarter of the world’s populations are Facebook users (Huang & Su, 2018)
However, usage among younger people is significantly declining. In contrast, the
number of Instagram users in the US during the same time period increased by 23.8%, most of them are young people, and it is predicted to reach 8.5 million in 2018 (Instagram, 2018). Instagram has become an important social networking platform for teenagers. Visualized communication has become the most favored way of communication for modern youths. At present Instagram has more than 700 million monthly active users (MAUs), which is a significant milestone for social media apps. In the US, nearly 60% of Instagram users are between the ages of 18 and 29, and the majority are female (Social
Media Fact Sheet, 2018).
In terms of place of residence, more than 80% of Instagram users live outside of
the US, and user numbers are growing exceedingly quickly in Asia and South America (https://www.nytimes.com/2017).
In addition to user posts, an increasing number of commercial brands aimed at
young individuals are placing ads on Instagram via Facebook. Pricing is adjusted in real- time, ads are displayed to audiences, and services are offered in real-time. The image, video, carousel, and stories formats are also available for Instagram ads. Stories ads can be 2.5 s to 60 s long, whereas carousel ads comprise three to five images that can be scrolled left and right, which adds to the fun (https://locowise.com).
[bookmark: _Toc210356853]2.4 Motives for Instagram Usage
Recent studies on motives for Instagram use have found that the majority of
users that post on Instagram are selfies. Whereas the primary motive for Facebook
posts is to establish relationships with others, Instagram is more for personal use
(Marcus, 2015).
Most people devote a lot of time and focus to Instagram (Dunning, 2005). Ussers first take numerous pictures before uploading the most important picture to get praise and likes (Dunning, 2005). Social media users tend to feel good about them and are very sensitive to criticism (Alter, 2017). Instagram utilizes the general need to pursue social validation, which gives users a unique sense of satisfaction (Brewer, 2011). Mull & Lee, 2014 examined the uses and gratifications theory with social media applied it to the motives for interest usage, and identified five primary motives: fashion, creative projects, virtual exploration, entertainment, and organization. Emphasizing visual presentation as much as interest does, Instagram is extremely suitable for research comparing and describing usage motives (Sheldon & Bryan, 2016; Sheldon &Newman, 2016)

[bookmark: _Toc210356854]2.5 Review of Some Empirical Studies
In a study by Emanuel (2016), the study seeks to determine what social media
sites college students use most. 363 Students completed a survey which assessed
personal use of social media. Surveys were distributed face-to-face and online. The
result showed that Instagram was the most used social networking site with (29%) followed by Snapchat with (24%) and Facebook with (23%). The least used social networking sites were Linkedin and Pinterest with (2% each). Overall, Instagram was the most used social networking site followed by Snapchat and Facebook.
The least used social networking sites were Linkedin and Pinterest. Most (76%)
use social networking sites 1-10 hours each day and a slightly larger proportion (80%) indicated they use the sites more on the weekend. Students are most likely to use social networking sites that enable them to post pictures and videos. They are least likely to use social networking sites that enable them to develop a professional network or post
media content into organized categories. Social media sites are increasingly tailored to meet the needs of specific target markets (Emanuel, 2016).
More so, The Pew Research Center’s 2014 Internet Project survey of 1,445
Internet users found that Blacks tend to use Facebook most (73%) followed by
Instagram (34%), Twitter (25%), interest (21%), and Linkedin (18%) (Krogstad, 2015).  Also, the American Press Institute’s 2015 online article, “How millennial use and control social media,” found that most (88%) get their news from Facebook followed by YouTube (83%) and Instagram (50%). About a third (36%) gets their news from interest and Twitter (33%).
Huang & Su (2018) conducted a research on motives for Instagram use, the
study obtained a total of 307 valid questionnaires from Polytechnic design or
engineering majors that had Instagram accounts and were in their second year or higher. The participants included 133 male students and 174 female students; 172 participants
were design majors, and 135 were engineering majors. In terms of the amount  time spent on Instagram every day, 178 participants spent less than 1 h, 99 participants spent between 1 h and 3 h, and 30 participants spent more than 3 h. Based on the above information, we defined heavy users of Instagram as those who used Instagram for more than 1 h per day in this survey. This mediation factor presented significant differences in 18 question items, which means that the amount of time spent on Instagram is correlated to motives for Instagram use (Huang & Su, 2018).
However, In Olubiyi (2012), the author observed that the bone of contention of
the social media is the obsessive attitude of Nigerian youths towards its use. He
pointed out that students waste their time through idle chats and other immoral acts.
Students are so engrossed in the social media networks that they are almost 24 hours online (Olubiyi, 2012). Even in classrooms and lecture theatres, it has been observed that some students are always busy pinging, 2going or Facebooking, while lectures are on. Students are so engrossed in the social media networks that they are almost 24hours online (Olubiyi, 2012).

[bookmark: _Toc210356855]2.6 Theoretical Framework
This Project is anchored on Uses and gratification theory and Individual differences theory

[bookmark: _Toc210356856]2.6.1 Uses and gratification theory
Uses and gratification theory was propounded by Elihu Katz, Jay Blumler and Michael Gurevitch in 1974. What mass communication scholars today refer to as the uses and gratifications (U&G) approach is generally recognized to be a sub tradition of media effects research (McQuail, 1994). Early in the history of communications research, an approach was developed to study the gratifications that attract and hold audiences to the kinds of media and the types of content that satisfy their social and psychological needs (Cantril, 1942).

The uses and gratifications theoretical approach (U&GT) was developed to evaluate user motivations and gratifications of a specific media (Katz et al. 1973).
Core assumptions of Uses and Gratification theory:
According to Katz et al (1974) as stated in Bormann (2015), the first assumption
is that the audience is conceived as active. This idea focuses around the assumption
that the viewers are goal oriented and attempt to achieve their goals through the media source. The second basic assumption is that in the mass communication process, much initiative in linking need gratification and media choice lies with the audience member. This reflects the idea that people use the media to their advantage more often than the media uses them. The receiver determines what to absorb and does not allow the media to influence them otherwise.
The third basic assumption is that the media competes with other sources of
need satisfaction. This implies that each individual has several needs. In response to this, the individual creates a wide range of choices that meet these needs.
The fourth basic assumption is that many of the goals of media use can be
derived from data supplied by the individual audience members themselves. This idea claims that people are very aware of their motives and choices and are able to explain them verbally if necessary.
The fifth and final basic assumption as believed by theorists (Katz, Blumler and
Gurevitch, 1974; Bormann, 2015) that only the audience can determine the value of the media content. It is the individual audience members who make the decision to use the media; therefore, they place the value on it by their individual decision to use it. According to U&GT, users of media are motivated by two different types of gratifications; gratifications sought and gratifications obtained. Gratifications sought refer to users’ expectations of the types of gratifications they would get from using media, whereas gratifications obtained refers to the needs satisfied by media use (Katzet al. 1973; Rubin 1993).
Social media sites are considered as important platforms tool for maintaining
existing relationships, receiving recent activity news, and obtaining a large network with relatively little effort. Moreover, individuals use social media to obtain gratifications such as passing time, sociability, and social information (Quan-Haase & Young, 2010). Both gratifications sought and obtained from a particular medium (i.e., use motivations) influence the selection, frequency, and intensity of using that medium. Motivations and expectations of the gratifications acquired through media use are shaped by numerous individual-level, social, economic, cultural, and political factors. While lower life satisfaction and higher interpersonal utility are associated with individuals’ interest in Internet use, feeling valued by friends and family and information- seeking are associated with higher Internet satisfaction (Papacharissi & Rubin, 2000).
This theory is related to this study in knowing the different gratifications for social
media usage and their relationship with the selection by the users. Therefore, Horzum
(2016) viewed Instagram usage by students under the following gratification;
(i) Maintaining existing relationships,
(ii) Meeting new people and socializing,
(iii) Expressing or presenting more popular self,
(iv) Passing time,
(v) Entertainment,
(vi) As a task management tool, and
(vii) Informational and educational use motives
This theory is essential to this study because it helps in knowing the reasons students use Instagram, the motive in using Instagram, and the gratification they derive from using it. Therefore, purpose of using Instagram among students in Kwara State Polytechnic is different from the each other.

[bookmark: _Toc210356857]2.6.2 Individual Differences Theory
Individual differences theory was propounded by Carl Hovland in 1949 (Nanda & Sahoo,2017). Individual differences theory or Attitude change Theory of mass communicationproposes that individuals respond differently to the mass media according to theirpsychological needs, and that individuals consume the mass media to satisfy thoseneeds. The theory gives importance to the individual audiences and states that anindividual’s values, needs, beliefs and attitudes play a major role in how they react and use media (Nanda & Sahoo, 2017). The individual difference theory is an important theory based on psychological approach to understand mass media effects (Nanda & Sahoo, 2017). Basic Assumption of Individual Differences Theory Different personality variables result in different reactions to the same stimuli. In other words, the psychological makeup of a person is very much responsible forhow he or she will consume media.


[bookmark: _Toc210356858]CHAPTER THREE
[bookmark: _Toc210356859]RESEARCH METHODOLOGY
[bookmark: _Toc210356860]3.1 Introduction
This chapter will discuss the research design, sample size, study population, research instrument and data analysis 
[bookmark: _Toc210356861]3.2 Research Design
This study will employ a survey research design because it is preferable to use survey design when the subject of investigation centers on individual opinions, attitude and perception. Popoola (2014) defined survey design as the survey is a very useful and effective tool or means of ascertaining and eliciting the feelings, opinion, tastes, perception, attitudes, interest as well as views of individuals.
[bookmark: _Toc210356862]3.3 Research Population
The universe of this study would students of Kwara State Polytechnic. The population consist of all ND and HND students in the institution. According to the World of Learning, the Kwara State Polytechnic was founded in 1972 and currently has total population of 17,946 students. Therefore, 17,946 will constitute the total population for the study.

[bookmark: _Toc210356863]3.4 Sampling Technique
This study adopted the Simple Random Sampling Technique where respondents are selected randomly for the study. The Simple Random Sampling is a sampling technique wherein every item of the population has an equal and likely chance of being selected in the sample. Here, the selection of the item solely depends on the chance. Therefore, the population (Kwara State Polytechnic, Ilorin) will be randomly chosen being that this study revolves round Kwara State Polytechnic, Ilorin specifically, and their usage pattern. Though, the influence of demographic and psychographic factors will be separated when gathering data from them.

[bookmark: _Toc210356864]3.5 Sample Size
Sample size is a section or part of an entire population of people or things which are studied to obtain information about the research variables (Madueme, 2010). The sample size deduced for this study is 314. The sample size for this study was deduced from the estimated population of the metropolis using Krejcie & Morgan 1970 sample size formula s = X 2NP(1− P) ÷ d 2 (N −1) + X 2P(1− P). Therefore, 314 will constitute our respondents 
s = required sample size.
X2 = the table value of chi-square for 1 degree of freedom at the desired confidence level (3.841).
N = the population size.
P = the population proportion (assumed to be .50 since this would provide the maximum sample size).
d = the degree of accuracy expressed as a proportion (.05).
[bookmark: _Toc210356865]3.6 Data Collection Instrument
A self-administered structured questionnaire will be used to gather data from respondents of the study; it comprise of close ended questions. This questionnaire will be divided into two sections; section A and B. Section A will be designed for demographic variables while section B will be designed for psychographic variables.
[bookmark: _Toc210356866]3.8 Method of Data Analysis
The data will be coded and analysis descriptively in frequency and parentage table using the latest version of Statistical Package for Social Sciences (SPSS) program (version 20). 













[bookmark: _Toc210356867]CHAPTER FOUR 
[bookmark: _Toc210356868]DATA ANALYSIS
[bookmark: _Toc210356869]4.1 Introduction 
This chapter analyzed and interpreted the raw data got from the field work from the selected Kwara State Polytechnic, Ilorin on pattern of Instagram usage. Questionnaires were given to the respondents and they were filled. The data was analyzed in a measurable order by using frequency and percentage table of descriptive analysis.
A total number of 314 respondents were given self-administer questionnaire, 273 were correctly filled and returned, 21 out of the questionnaire were not filled at all due to some students having exam pressure while 20 out of the questionnaire were not returned. Therefore, 273 questionnaires will be used for the analysis. 












4.2 Section A: Demographic Characteristic of Respondents
	
                                                     Frequency                       Percentage 


Gender
Male				     105				38%
Female				     168				62%
Total				      273			100%
Age Group
Below 20	 57		21%	
21-25	176   		65%
26-30	32 		12%
31 and above 	8		3%
Total	273  		100%
Marital Status
Single				     220				 81%
Married			     53				19%
Total 				      273			100%
Level
100 level			     63				23%	
200 level			     95				35%
300 level			     72				267%
400 level			      23				8%
500 level 			      20				7%
Total				     273				100%
	


In the table above, Item 1 showed that n=105 respondents representing 38% are male while n=168 respondents representing 62% are female. This showed that female has the highest population. Item 2 of the above table showed n=176 respondents representing 65% are 21-25 of age while n=8 respondents representing 3% are 31 and above of age who are the lowest population. This showed that students at age 21-25 have the highest population. Item 3 showed that n=220 respondents representing 81% are single while 53 respondents representing 19% are married. This showed that married people have the highest population. Item 4 showed that n=95 respondents representing 35% are in 200 level while n=20 respondents representing 7% n are in 500 level. This showed that 200 level students form the highest the highest population. 

Section B: Analysis of Opinion and responses 
	Table 4.2.1 Distribution of respondents’ whether they have an Instagram handle 


				Frequency			Percentage
		
	


Yes				241				88%
No				32				12%
Total				273				100%		
	


In the table above, n=241 respondents representing 88% have an Instagram handle while n=32 respondents representing 21% do not have Instagram handle. This showed that students that use Instagram have the highest population. 	
	Table 4.2.2 Distribution of respondents’ on how often they visit  their Instagram 


				Frequency			Percentage
		
	


Very often			159				58%
Often				81				30%
Occasionally			33				12%
Total				273				100%		
	
In the table above, n=159 respondents representing 58% visit their Instagram very often while n=33 respondents representing 12% do not visit their Instagram at all. This showed that students that visit Instagram very often have the highest population. 

	Table 4.2.3 Frequency of respondents on hours spend on Instagram



				Frequency			Percentage
		
	


0-2 hours			11				4%
3-5 hours			16				6%
6-8 hours			89				33%
9 hours and above		157				58%
Total				273				100%		
In the table above, n=157 respondents representing 58% that spent 9 hours above on Instagram while n=11 respondents representing 4% spend 0-4 hours on Instagram. This showed that people that spend 9 hours above on Instagram have the highest population

	Table 4.2.4 Frequency of respondents on what motivate them in using Instagram social media



			Frequency			Percentage
		
	


Peers			108				40%
Celebrity		95				35%
To keep me update	39				14%
Environment 		31				11%
Total			273				100%	
In the table above, n=108 respondents representing 40% were motivates in using Instagram by their peers while n=31 respondents representing 11% were motivated by their environment. This showed that students that were motivated in sing Instagram by their peers have the highest population. 

	Table 4.2.5 Distribution of respondents whether Instagram creates sense of interactivity between them and their followers



			Frequency			Percentage
		
	


Strongly Agree	99				36%
Agree			49				18%
Neutral 		125				46%
Disagree		0				0%
Strongly Disagree	0				0%
Total			273				100%	
	


In the table above, n=125 respondents representing 46% are neutral that Instagram creates sense of interactivity between them and their followers while n=49 respondents representing 18% are agree. This showed that students that are neutral that Instagram creates sense of interactivity between them and their followers have highest population. . 
	Table 4.2.6  Frequency of respondents whether Instagram is full of entertainment



				Frequency			Percentage
		
	

	Strongly Agree		216				79%
Agree				35				13%
Neutral			           12				4%
Disagree                                  8                                              3%
Strongly Disagree                   0
Total				273				100%



In the table above, n=216 respondents representing 79% strongly agree that Instagram is full of entertainment while n=8 respondents representing 3% are disagree. This showed that students that chose strongly agree that Instagram is full of entertainment have highest population.
		Table 4.2.7  Frequency of respondents at which Instagram keeps them busy while using it



	                                    Frequency			Percentage
		
	

	Strongly Agree		 251				92%
Agree				20				7%
Neutral			             2				1%
Disagree                                  0                                              0%
Strongly Disagree                   0                                              0%
Total				273				100%	


In the table above, n=251 respondents representing 92% are strongly agree that Instagram keep them busy while using it while n=2 respondents representing 1% are neutral. This showed that students that strongly agree that Instagram keep them busy while using it has the highest population.
Table 4.2.8 Distribution of respondents on Instagram handle shows the level of exposure



			Frequency			Percentage
		
	

	Strongly Agree	185				68%
Agree			69				25%
Neutral		           	0                			0%
Disagree                      15                                             5%
Strongly Disagree       4                                               2%
Total			273				100%	



In the table above, n=185 respondents representing 68% strongly agree that having Instagram show that they are expose while n=4 respondents representing 2% are strongly disagree. This showed that students that strongly agree that having Instagram show that they are expose have the highest population. 

	Table 4.2.9  Distribution of respondents on Instagram contains pictures and videos of who they are following and therefore giving them an update 



			Frequency			Percentage
		
	


Strongly Agree	219				80%
Agree			16				6%
Neutral		            38				14%
Disagree                      0                                               0%
Strongly Disagree       0                                               0%
Total			273				100%	
In the table above, n=219 respondents representing 80% strongly agree that Instagram contains pictures and videos of people they follow while n=16 respondents representing 6% are agree. This showed that students that strongly agree that Instagram contain pictures and videos of people they follow have the highest population. 
	Table 4.2.10 Frequency of respondents that Instagram helps them to record their emotional state (innermost feelings)


				Frequency			Percentage
		
	


Strongly Agree		178				65%
Agree				53				19%
Neutral			            32				12%
Disagree                                  10                                            4%
Strongly Disagree                    0                                              0%
Total				273				100%	
	In the table above, n=178 respondents representing 65% strongly agree that Instagram helps them to record their emotional state (innermost feelings) while n=10 respondents representing 4% disagree. This showed that students that strongly agree that Instagram helps them to record their emotional state (innermost feelings) have the highest population.

Table 4.2.11 Frequency of respondents at which  they prefer Instagram than other social media like Facebook, Twitter and WhatApp 


				Frequency			Percentage
		
	


Strongly Agree	        20                                              7%
Agree			        23                                               8%
Neutral			        0				            0%
Disagree                              137				51%
Strongly Disagree                 91				33%
Total			          273				100%	
	

	In the table above, n=137 respondents representing 51% disagree that they prefer Instagram than other social media like Facebook, Twitter and WhatApp while n=20 respondents representing 7% are strongly agree. This showed that students that disagree that they prefer Instagram than other social media like Facebook, Twitter and WhatApp have the highest population. 





Discussion of Findings 
Research Question One: What is the extent at which Students in Kwara State Polytechnicuse Instagram?
Table 4.2.1, 4.2.2, 4.2.3 and table 4.2.7 gave response to the research question one on students’ usage age of Instagram.
Table 2.2.1 showed that n=241 respondents representing 88% have an Instagram handle while n=32 respondents representing 21% do not have Instagram handle. Also, table 4.2.2 revealed that n=159 respondents representing 58% visit their Instagram very often while n=33 respondents representing 12% visit their Instagram occasionally. Table 4.2.3 showed that, n=157 respondents representing 58% that spent 9 hours above on Instagram while n=11 respondents representing 4% spend 0-4 hours on Instagram. More so, table 4.2.7 showed that n=251 respondents representing 92% are strongly agree that Instagram keep them busy while using it while n=2 respondents representing 1% are neutral 
Therefore, with the above analysis KWAS students make use of Instagram and also spend more time on it. 

Research Question Two: What is the level of preference of Instagram usage among Students in Kwara State Polytechnic?
Table 4.2.6, 4.2.8, 4.2.9 and 4.2.10 gave answer to research question two making it clear that students use Instagram base on gratification derived from it.  
Table 4.2.6 showed that n=216 respondents representing 79% strongly agree that Instagram is full of entertainment while n=8 respondents representing 3% are disagree. Table 4.2.8 showed that n=185 respondents representing 68% strongly agree that having Instagram show that they are expose while n=4 respondents representing 2% are strongly disagree. Also, table 4.2.9 revealed that n=219 respondents representing 80% strongly agree that Instagram contains pictures and videos of people they follow while n=16 respondents representing 6% are agree.  More so, table 4.2.10 showed that n=178 respondents representing 65% strongly agree that Instagram helps them to record their emotional state (innermost feelings) while n=10 respondents representing 4% disagree.
The above analysis from the data gathered showed that students prefer using Instagram because it is full of entertainment, helps in keeping picture and video of their inner most feelings and also show them picture or videos of people they are following.  
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[bookmark: _Toc210356871]SUMMARY, CONCLUSION AND RECOMMENDATIONS

[bookmark: _Toc210356872]5.1 Summary

This study investigated the pattern of Instagram usage among students of Kwara State Polytechnic, Ilorin. The objectives were to determine the extent of Instagram usage among students and to examine their level of preference for Instagram in comparison with other social media platforms.

A total of 314 questionnaires were distributed, out of which 273 were duly completed and analyzed. The demographic distribution showed that female students (62%) constituted the majority of respondents. Most of the respondents were within the 21–25 years age range, which reflects the dominance of young adults in the use of Instagram.

Findings from the study revealed that a significant majority (88%) of the respondents owned an Instagram handle, with 58% visiting the platform very often. A large proportion (58%) of the respondents indicated that they spent more than 9 hours daily on Instagram. The data further showed that peers (40%) and celebrities (35%) were the major motivating factors for Instagram usage.

Additionally, respondents strongly agreed that Instagram is full of entertainment (79%), keeps them busy (92%), enhances exposure (68%), and provides regular updates through pictures and videos of people they follow (80%). A significant number of students also affirmed that Instagram helps them to record their emotional state (65%). However, when compared with other social media platforms such as Facebook, Twitter, and WhatsApp, 51% of respondents disagreed that they preferred Instagram, indicating that while Instagram is widely used, it is not necessarily the most preferred social medium.

[bookmark: _Toc210356873]5.2 Conclusion

The findings of this research confirmed that Instagram has become a vital social networking site among students of Kwara State Polytechnic, Ilorin. The study established that the extent of usage is very high, with many students spending several hours daily on the platform. Instagram served multiple functions including entertainment, self-expression, exposure, and social updates.

However, despite its wide usage, the platform was not the most preferred when compared with other social media such as WhatsApp and Facebook. This suggests that while Instagram fulfills certain gratifications like entertainment and self-expression, students may prefer other platforms for broader communication and interaction.

The study also confirmed the relevance of the Uses and Gratification Theory, as students actively engaged with Instagram to satisfy specific needs such as passing time, maintaining relationships, entertainment, and recording emotional states.

[bookmark: _Toc210356874]5.3 Recommendations
Based on the findings and conclusion, the following recommendations were made:
1. For Students: Students should regulate the amount of time spent on Instagram to avoid addiction and distraction from academic activities.They should explore the platform for educational purposes, such as following academic-related pages and accessing useful information.
2. For Lecturers and Institutions:Lecturers and school management can integrate Instagram into teaching and learning by creating official departmental pages for sharing academic content, announcements, and events.
Awareness programs should be organized to enlighten students on the productive and educational use of social media platforms.
3. For Marketers and Advertisers: Since students use Instagram primarily for entertainment and updates, businesses and organizations can channel their advertisements through this medium to reach young audiences effectively.
4. For Future Researchers: Future studies can examine the psychological effects of prolonged Instagram usage on students’ academic performance.
Comparative studies can also be conducted between Instagram and other popular social media platforms like TikTok, WhatsApp, and Facebook.
5.4 Contribution to Knowledge.This study has contributed to the body of knowledge by providing empirical evidence on the extent, motivations, and preferences of Instagram usage among Polytechnic students in Nigeria. It also highlighted that while Instagram is widely used, it is not necessarily the most preferred platform, a finding that broadens understanding of social media consumption patterns among youths in higher institutions.
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