ATTITUDE OF TERTIARY STUDENTS IN ABIA STATE TOWARDS INSTAGRAM SELFIES
ABSTRACT
This study was carried out to examine the attitude of tertiary students in Abia state towards Instagram selfies using Abia State University Uturu as a case study. To achieve this, the significant research objectives were formulated. The survey design was adopted and the simple random sampling techniques were employed in this study. The population size comprises of students of Abia State University Uturu. In determining the sample size, the researcher conveniently selected 229 respondents while 215 were received and 210 were validated. Self-constructed and validated questionnaire was used for data collection. The collected and validated questionnaires were analyzed using frequency tables and mean scores. The result of the findings reveals that the prevalence of Instagram selfie usage among students in Abia State is high. The findings also revealed that the motives behind students’ use of Instagram selfies encompasses self- expression, gain recognition, gain likes, gain comments, and gain acceptance. In regard to the findings, the study recommends that students should be taught on the dangers and cons of selfie snapping on Instagram, pointing out that it consumes time, raises the risk of addiction and can adversely affect their academic performance. Also, students should be sensitized on the possibilities of impersonation by unknown individuals for criminal intentions. The occurrence of this act is highly attributable to constant sharing of pictures on Instagram.
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CHAPTER ONE
INTRODUCTION
Background Of The Study
Social media currently seem to take the centre stage in the field of information and communication technology(Nche, 2012). It has become an integral part of modern society. Consequently, social networking websites such as Facebook, Twitter and Instagram have created new ways to socialize and interact. Users of these sites are able to add a wide variety of information to pages, to pursue common interests and to connect with others (Idrus & Hitam, 2014). The interactions in social medias are most of issues of entertainment, education, society activities, environment and of personal interest. The curiosity that exist among the youth in this advent of social media technologies such like the “Instagram”, can be attributed to the globalization of the society. 
Instagram is a social media platform by which communication is shared among friends in order to keep close relationship beyond inter-face with each other. Kaplan (2010) defined Instagram as a social media, which serves as platform for sharing social interest, and build on the ideological and technological foundations of web which allow the creation and exchange of user generated content. Verster (2010) observed that Instagram is fast becoming the default internet mode of interaction, communication and collaboration”. In Nigeria, for instance, social media sites especially Instagram, have apparently become common, especially among the students due to the daily use of the Selfie features of the application.
A new genre of self- expression “Selfies” - amateur self-photographs, often shared with others through Instagram likewise other social networking sites (Weiser, 2018) has now become a common and popular gateways to online world, especially in the area of self-disclosure. Studies have shown the students to be more active in selfie disclosures(Dhir, Torsheim, Pallesen & Andreassen, 2016; Baiocco, Bianchi, Chirumbolo, Morelli, Ioverno & Nappa 2016) cited in Weiser, 2018; and in the use of Instagram network profile picture construction. Literature also suggests that these students are also more likely than Adults to engage in a “selfie policy” that emphasizes the selection of ideal photos (Senft & Baym, 2015) and engage more in own selfie disclosures than any other type of selfies, such as group selfies and selfies with a partner. This study is therefore focused on ascertaining attitude of tertiary students towards Instagram selfies.
1.2 Statement Of The Problem
Instagram has gain ground in the social media world as becoming a photo and video display advertisement for persons. It is one of the social media platform that is highly appreciated by users especially the students of tertiary education. The photo-sharing network has evolved into a photo, video-, and GIF- sharing network. It’s even become a competitor with Snapchat for live video with its introduction of Instagram Stories and Instagram Live, and a competitor with Pinterest with its recently released “Save” feature(Kaplan 2010). Many students have different purposes of creating Instagram account and these are for social posting of pictures, videos and hashtag. Instagram users generate leads that will make them have more followers. These are done for entertainment objectives but many people have beginning to make use of the Instagram for many other things. Specifically, majority of Nigerian youths uses Instagram for self- expression “Selfies” - amateur self-photographs. This have been found dominant among undergraduate students in Nigeria. It has also been established that social media users construct and present their “preferred” identities online through selfies, to gain recognition, likes, comments, acceptance etc (Bareket-Bojmel, Moran, & Shahar, 2016). However, scholars have recognized selfie as a prominent social media activity among users, especially from developed climes, calling up the need to determine how Youths in developing countries engage in such a behaviour.
1.3 Objective Of The Study
Generally, this study aims at examining the attitude of tertiary students in Abia state towards Instagram selfies. Specifically, the study will;
Determine prevalence of Instagram selfies usage among students in Abia State.
Ascertain students motives behind the use of Instagram selfies.
Determine whether Instagram selfies influences the social lifestyle of Instagram selfies.
1.4 Research Question
The study will be guided by the following questions;
What is the prevalence of Instagram selfie usage among students in Abia State?
What is the motives behind students’ use of Instagram selfies?
Does Instagram selfies influence social lifestyle of students?
1.5 Significance of the Study
This study will help to unveiled the pattern and motive behind the constant use of the Instagram selfies among undergraduates in Nigerian universities. The study will therefore be of great relevance to both students, and key stakeholders in Nigerian Universities. Most important;y the result of this study will be useful to counselors in the schools, as it will give them guide on how to reprimand students on the implications for regular use of instagram selfies.
Additionally, subsequent researchers will use it as literature review. This means that, other students who may decide to conduct studies in this area will have the opportunity to use this study as available literature that can be subjected to critical review. Invariably, the result of the study contributes immensely to the body of academic knowledge with regards to the attitude of tertiary students in Abia state towards Instagram selfies.
1.6 Scope Of The Study
The study focuses on the examination of the attitude of tertiary students in Abia state towards Instagram selfies. The study will further narrow to the prevalence of Instagram selfies usage among students in Abia State, students motives behind the use of Instagram selfies, and determining whether Instagram selfies influences the social lifestyle of Instagram selfies. The study will be carried out in Abia State University Uturu.
1.7 Limitation Of The Study
Like in every human endeavour, the researcher encountered slight constraints while carrying out the study. Insufficient funds tend to impede the efficiency of the researcher in sourcing for the relevant materials, literature, or information and in the process of data collection, which is why the researcher resorted to a limited choice of sample size. More so, the researcher simultaneously engaged in this study with other academic work. As a result, the amount of time spent on research will be reduced.
1.7 Operational Definition of Terms
Influence: This is the art at which a variable affect another variable in cause a change of outcome.
Social Media: This means social networking site design to create flow of information among users in their social quest. These include but not limited to facebook, whatsapp, Instagram, twitter e.t.c.
Instagram: This is a social media platform where users post videos and pictures for social activities so that their followers will see and make comments or share.
Perception: This is the feelings and attitude of people towards a particular thing or person or concept.
Student: This is a person who is gainfully admitted into the University or other Institution of higher learning for the purpose to acquire educational knowledge.
CHAPTER TWO
LITERATURE REVIEW
INTRODUCTION
Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
Precisely, the chapter will be considered in two sub-headings:
Conceptual Framework
Theoretical Framework
Chapter Summary
2.1
CONCEPTUAL FRAMEWORK
Social Media 
Over the years, many scholars have been able to distinctively define and clarify the concept of social media. In their definition and clarification, the concept of social media has been used interchangeably with social networking site. Likewise, in this section, the word will be used interchangeably. In defining social media, Kaplan and (2010) gave a general definition of social media in consideration of Web 2.0 and User-Generated Content. According to them social media is a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of User Generated Content. They also went further to describe social media as a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user-generated content. Nwanton, Odoemalamn, Orji-Egwu, Nwankwo and Nweze (2013)defines social media as those internet-based tools and services that allow users to engage with each other,generate contents, distribute and search for information online. Parr (2010) defines social media as the use of electronic and Internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways. On the other hands, Jantsch (2008) considers social media as the use of technology combined with social interaction to create or co-create value. According to Merriam-Webster dictionary (2017), social media is a form of electronic communication (as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) while Dykeman (2008)acknowledged social media as “the means for any person to: publish digital, creative content; provide and obtain real-time feedback via online discussions, commentary and evaluations; and incorporate changes or corrections to the original content” (Dykeman, 2008).
Bryer and Zavatarro (2011) described social media as technologies that smooth the progress of social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users. The term, according to Andreas and Michael (2010), refers to “a group of Internetbased applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content." Drury (2008) describes social media as online resources that people use to share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news. Safko and Brake (2009) further defined social media as “activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media. Kietzmannn, Silverstre, McCarthy andLeylan (2012) describes social media as the platform that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user generated content. Social media, as defined by Bryer and Zavatarro (2011) are technologies that facilitate social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users. The term social media, according to Kaplan (2010) refers to “a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content. Web 2.0 was coined by Darcy DiNucci in 1999 to describe interactive social websites which allow users to interact and collaborate with each other in a social media dialogue. Davis, Canche, Deil-Amen and Rios-Aguilar (2012) refer to social media technology (SMT) as web-based and mobile applications that allow individuals and organizations to create, engage, and share new usergenerated or existing content, in digital environments through multi-way communication. Through this platform, individuals and organizations create profiles, share and exchange information on various activities and interests. An interesting aspect of social media is that, it is not limited to desktop or laptop computers but could be accessed through mobile applications and smart phones making it very accessible and easy to use. Examples of these social media platforms both on the web and mobile application include Facebook, Twitter, YouTube, Whatsapp, Instagram, blogs etc. According to Boyd and Ellison (2007), “social networking sites are web-based service platform that enable individuals to create a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection, and view and navigate their list of contacts and those made by others within the system. These sites are used to interact with friends, peers and others that are found in groups on these sites. The sharing of information ranges from news, debates, gossips, feelings or statement of mind, opinions, research etc. Curtis (2011) affirms that social media appear in many forms including blogs and microblogs, forums and message boards, social networks, wikis, virtual worlds, social bookmarking and video sharing.
According to Junco (2012), social media are collections of internet websites, services, and practices that support collaboration, community building, participation, and sharing. Nwangwa and Omotere (2014) simply regards social media as comprising online applications for social networking sites, social bookmarking and sharing tools, social citation tools, blogging and microblogging tools, virtual worlds, e-conference presentation sharing tools, audio and video tools, e-project management tools, and research and writing collaboration tools; primarily developed to foster user-centered social interaction. Social media can be seen as either web based or application based media of communication that allows registered individual to share ideas, thoughts, opinions, interact and collaborate with other registered users all over the world. The inclusion of application based media of communication is largely due to the ability to make use of social media on mobile gadgets such as Smartphones, Tablets, i-Phones, symbian and Java phones The scope of social networking sites as information sources have been discussed by different scholars e.g., (Dugan et al., 2008; Skeels&Grudin, 2009; Steinfield, DiMicco, Ellison, & Lampe, 2009; Morris et al., 2010). They noted that:
i. Only humans can provide certain types of information such as opinions, advice and recommendations. 
ii. The information sources are personally known to the user to a greater or lesser extent, and are therefore trusted sources and have cognitive authority. 
iii. Users can provide localized (geographically specific) information, and current or timesensitive information. 
iv. Information provided by users are customized for the requestor. 
v. Social contacts can perform intermediary functions of researching, synthesis and packaging of information. 
vi. Users are able to broadcast a question to a known group of people • Users can obtain emotional and social support.
It includes web-based and mobile based technologies that are used to turn communication into interactive dialogue among individuals, organizations, and communities. Typical examples of social media platforms include websites such as Facebook, Twitter, Flickr, YouTube and the interactive options on these websites, such as the “re-tweeting” option on Twitter. These instruments are referred to as media because they are tools which can also be used for the storage and dissemination of information. However, unlike the traditional media like Television and Radio, most of the social media tools allow their users to interact as “re–twitting” on Twitter and “comment” options on Facebook illustrate. Looking at social media from a more practical point of view, Sweetser and Lariscy (2008) define social media as a “read-write Web, where the online audience moves beyond passive viewing of Web content to actually contributing to the content”. One thing that is common in the definitions of social media reviewed in this work is the view that it is based on user-generated participation. The opportunity to enjoy user-to-user interaction distinguishes social media from the traditional media which is characterized by top-down news dissemination arrangement (Clark &Aufderheide, 2009).Another attribute of the social media which distinguishes it from the traditional media is the choice it accords its users. Choice enables people to access the information they like to learn about through the social media, eliminating the gatekeeper role of traditional media. On one hand, the choice offered by social media reduces the shared experience that viewers of particular traditional media channels usually have; on the other hand, it creates a network of individuals with like interests and similar preferences. Two primary tools that have enabled people to socialize and connect with each other online are social networking sites and electronic messaging. More than half of America’s teens and young adults send electronic messages and use social networking sites, and more than one-third of all internet users engage in these activities (Jones & Fox, 2009). In Nigeria, internet users are estimated, as at October 2014, at 67,101,452 with 16% growth rate when compared with the 2013 figure, and is 2.30% of the country’s share of the world internet users (Internet Live Stats, 2014). Nigeria is also the third most active African country on twitter (Mejabi&Fagbule, 2014). Most people who use social media tools access them mainly through computers and mobile devices such as phones and Tablet PCs. Analysts suggest that majority of phone purchases in the coming years will be more for using online networks rather than making phone calls (Baekdal, 2008). Politicians in Nigeria are joining the online community to communicate with their audiences because they believe they are a key demographic who shape and influence perception. Thus, phone communication is now tending toward one-to-many sharing rather than the usual one-to-one conversation. Nevertheless, there is no comprehensive knowledge of their activities as well as how this form of media can impact on citizen’s mobilization and participation in Nigeria electoral process.
History of Social Media
To understand social media we need to explore its history. The Internet started out as a massive Bulletin Board System (BBS) that allowed users to exchange software, data, messages, and news with each other (Kaplan 2010). In 1979, Duke University graduate students Tom Truscott and Jim Ellis teamed up with the idea of networked communication over computers for exchange of information. This idea was executed in 1980 (Kaplan 2010) and “Usenet” was launched worldwide, which was the first genuine attempt at social networking. Various discussion groups were held covering a wide variety of topics from humanities, sciences, business, politics, computers, and other areas. The discussion forums on these websites were called “newsgroups” (Goldsborough, 2005). By 1992, Internet became one of the most popular networking tools, which linked researchers and educators. Marc Andreessen headed a team at NSF centers which successfully developed a browser to develop NCA Mosaic or popularly known as Mosaic. In less than 18 months of its introduction, Mosaic became the browser of choice for almost over a million users. This set off an exponential growth in the area of decentralizing information and connecting people and led to the development of Microsoft’s Internet Explorer (Andreessen, 1993).
Founded in October 1998 by Bruce Ableson and Susan Ableson, “Open Diary” was the next attempt at social networking. This website brought together people from various fields who wrote diaries or blogs, as we now call them, on a common platform to share their views and perspectives on various topics (Kaplan, 2010). As the Internet matured and became more widely available in the late 1990’s, there was an explosion of Social Media websites.
In 1999, social media websites like Blogger and Faceparty appeared, and post-2000, Wikipedia, Picasa, Friendster, Flickr and other sites were created. The number of active monthly users each of these social media sites generates is given below. The social networking site Facebook is currently one of the leaders in social media, with video sharing site YouTube a close second. Growth of social networking, a revolution in social networking came with the advent of newer social networking websites, based on Web 2.0. In 2002, Friendster used the concept of degrees of separation. It promoted the idea of social networking by creating rich bonds among people who knew each other directly or via certain friends and provided a common platform for them for social interaction. With the success of Friendster, many other social networking sites followed. LinkedIn, launched in 2003, created a professional platform for work-based interaction. It is more than a mere playground for teenagers and classmates. LinkedIn is a serious platform for working people who want to connect with other professionals and to expand their contact networks. As of January 2014, LinkedIn reported 300 million registered users on its website (https://www.linkedin.com/about-us). MySpace, which was also launched in 2003, has almost 10 times fewer (36 million as on October 2013) monthly active users than LinkedIn. However, Facebook, launched in 2004 for Harvard students and opened to the general public in 2006, is currently the most frequented social networking website. As of September 2014, Facebook claims 1.35 billion active users (https://newsroom.fb.com/company-info/). To put this number in perspective, if Facebook was a country it would be the second most populous nation, second only to China.
Categories of Social Media
There are already thousands of social media applications and new ones are emerging. Social media is constantly evolving and its uses are changing and expanding (Cohen, 2011). In addition, "social media is different things to different people" (Ham, 2011). All these factors make it difficult to categorize social media applications. Considering that social media come in diverse forms, Kaplan (2010) tried to classify social media into six distinct categories:
i. Collaborative projects (for example Wikipedia) 
ii. Blogs and Microblogs (for example Twitter) 
iii. Content communities (for example YouTube)
iv. Social networking sites (for example, instagram/Facebook) 
v. Virtual game worlds (for example World of Warcraft) 
vi. Virtual social worlds (for example Second Life)
Out of these six categories of social media tools, three categories (blogs and micro blogs, content communities, collaborative projects and social networking sites) are the most relevant application of social media used among higher institutions. On other hand Mangold and Faulds (2009) described social media more broadly. According to them, social media can encompass every software program or website with which a person shares ideas, thoughts, pictures, audio, music, video and other content. They have subcategorized social media into fifteen different categories, which includes the following (Mangold &Faulds, 2009):
1. Social Networking Sites (e.g. MySpace, Facebook, Faceparty) 
2. Creative works sharing sites: 
i. Video sharing sites (YouTube) 
ii. Photo sharing sites (Flickr) 
iii. Music sharing sites (Jamendo) 
iv. Content sharing combined with assistance (Piczo) 
v. General intellectual property sharing sites (Creative Commons) 
3. User-sponsored blogs (Cnet.com) 
4. Company sponsored websites/blogs (Apple Weblog)
5. Company-sponsored cause/help sites (click2quit.com) 
6. Invitation-only social networks (ASmallWorld.net) 
7. Business networking sites (LinkedIn) 
8. Collaborative websites (Wikipedia)
9. Virtual Worlds (Second Life) 
10. Commerce Communities (eBay, Amazon, Craigslist, iStockphoto) 
11. Podcasts 
12. News delivery sites (Current TV) 
13. Educational material sharing (MIT Open Course Ware, TED) 
14. Open Source Software communities (Linux, Mozilla) 
15. Social bookmarking sites allowing users to recommend online news stories, music, videos etc.
Classification of Social Media
Just as much as multiplicity in social media definitions, there are also diverse classes of applications and platforms that symbolize social media. Therefore, it is necessary to summarize some general types of social media in order to set boundaries between what belongs to social media and what is not. According to Mayfield (2008), there are basically seven kinds of social media, including social networks, blogs, wikis, podcasts, forums, content communities and microblogging. Kaplan (2010) propose a similar classification of social media which includes collaborative projects, blogs and microblogs, content communities, social networking sites, virtual game worlds, virtual social worlds. In this study, the classification by Mayfield will be considered as the criterion in evaluating whether a platform belongs to social media or not.
Characteristics of Social Media
With the mature of Web 2.0 technology, social media has reached almost everyone around the world as long as you have electronic devices connected to Internet. It has already been integrated into part of our daily life. Nevertheless, when people are discussing the widely circulated term social media, very few have truly understood the essence of social media. Understanding the characteristics of social media is not only important for individuals but also crucial for students. Even though thousands of articles and blog posts have been discussing social media from different aspects, there is quite little theoretical literature which systematically describes the properties of social media. To my delight, several articles still give great description of social media characteristics. Mayfield (2008) pointed out five fundamental characteristics that shared by almost all social media platforms: participation, openness, conversation, community and connectedness. Taprial and Kanwar (2012) identify five properties that are more powerful and distinguish the social media from the traditional media. They are accessibility, speed, interactivity, longevity and reach. Based on the literature on social media, nine characteristics of social media can be summarized as follow:
Community 
Community in social media share same features with other online and virtual communities, which are formed based on people who share the same interests or background. However, there are differences in which the network formed in social media is often an extension of the network in the real world and trust in social media network is usually higher than other communities. 
Connectedness 
Social connectedness is defined as interpersonal, community, and general social ties (Teixeira, 1992). From Mayfield’s point of view, connectedness is closer to integration in the sense that sites, resources, and people are connected through links and shared by users on various social media platforms.  
Openness 
Almost all the social media platforms are free to join and anyone can use social media as medium to create, edit, communicate, consumer and comment contents (Mayfield, 2008). Social media creates an atmosphere that encourages participation and sharing information. 
Speed
One of the advantages of online social network compared with real life network is the communication and spread speed. In contrast of traditional WOM, where opinions may disappear into thin air, online WOM spreads consistently results in viral effect. Contents published on social media platforms are instantaneous and are available to everyone in your network as soon as they are published. (Taprial&Kanwar, 2012) 
Accessibility 
Like the traditional media which relies on technology and platforms to function, the same applies to social media which is the product of web 2.0 technologies and user generated content. The development of different electronic devices, anyone can access social media anywhere and anytime as long as it is connected to internet.
Participation 
Burgoon et al. (2000) defines participation as the extent to which two or more parties are actively engaged in the interaction in contrast to lurking, passively observing or monologues. As mentioned before, social media encourages participation and feedbacks. One party creates content and shares on the platform to arouse the interest of the other party so that they will actively contribute and give feedbacks. From this point of view, the line between media and audience becomes blurred as everyone can become creators, communicators, readers and consumers of contents on the platforms and each individual’s identity is shifting all the time (Mayfield, 2008). 
Conversation 
Traditional media communicates in one way in which content is created by media and distributed to audience while social media is based on user-generated content which means everyone becomes the source for communication. This means two-way or multi-way communication is formed in the social media which aims at fostering interaction among users and other parties.
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Figure 2.1: Social Media Characteristics.
Social Media and the Nigerian Youth
The advent of the internet has made the world a global village, strengthened by the advancement of communication systems of which social media plays a massive part. Kaplan (2010) share the same opinion with McLuhan (1964), they acknowledge the fact that social media has opened a great channel in strengthening the world and turning it into a global village. They listed social media to include Twitter, Blogs, Facebook, Instagram, Skype etc., believing that the usage of these platforms will help the youth to reason and have an undated plan of conducting their day to day activities. The publication of Alhabash & Ma noted that; Instagram users are mostly youths between the age of 18-29 years. Social media has attracted a lot of attention due to the fact that nearly all of the users are youths. This has led to scholars and researchers raising many issues surrounding social media and what it tends to produce. (Alhabash & Ma, 2017).
The research conducted focused more on the benefit, thereby ignoring the effect of social media on self-esteem and general well-being of their users. The study conducted by Ahaotu & Amadi (2014), showed that almost all of the youths being included in the study make use of social media not only for social purposes but research, business purposes, communication with others etc., with the most used media being regarded as Facebook and others falling in line. Goffman (1959) assume that ―when an individual appears before others he will have many motives for trying to control the impression they receive of the situation‖. Self-expression and identity formation is one of the reasons for the close relationship between social media and the youth. Youths are being given the privilege to design their background profile on any social media account with their personal pictures, uploads of their favourite video, quotes, photos and other media files. Most youth make use of Instagram, Facebook and others as a means to disclose personal information or fake identities (Manago et al.,2008)
These features and usage patterns amongst other attributes of social media have strengthened the relationship between social media and Nigerian youth (Manago et al., 2008). The study carried out by Ajewole et al., (2012), revealed that a majority of the respondents spend an exclusive amount of their time on social media sites in place of other leisure activities. The lost time goes a long way in affecting their productivity negatively. Another study conducted by Ezeah et al., in 2013, disclosed that social media is mostly being used for entertainment, films, etc., to expose hidden things and discuss matters pertaining to self and their immediate environment (Ezeah et al., 2013). In Idankwo‘s (2011) research, he concluded that Nigerian undergraduates spend over two to three hours on their social media accounts through their mobile phones. ―Social media present both opportunities and risks in which any data can be harvested by the users depending on what they do with their social media account‖ (Jain et al., 2012).Debates and questions have emerged in submission about the patterns of social media usage and the youths. Scholars from other fields argued that various social media platform help in providing better social interaction opportunities that further enhance the mental and social development of youths; who might be introverted to develop more confidence (Buffardi & Campbell, 2008). In contrast, it can be argued that social media is affecting the livelihood and proper development of the youth by diverting their attention and focus from things or activities that are helpful and of great relevance to their social development. Social media is exposing the youth of today to depression and other anti-social behaviour such as aggression (Buffardi & Campbell, 2008). It is shown that from both the positive and negative aspect of social media on the youth, the level of influence of social media on the youth‘s development is no longer hidden.
In the study carried out by Boyd (2000), he noted that there are many reasons why Nigerian youths make use of social media. The most popular reason is to stay in touch with current friends to further strengthen their friendships and increase their well-being (Valkenburg & Peter, 2009). Bell (2010, p. 6) noted that connection with families and friends on social media have become a normal part of healthy development. Lenhart & Madden (2007) said that for every youth and young person, the act of sending messages and constant communication through social media i.e. Facebook, Instagram, Twitterare as good as placing a phone call or engaging in face to face communication.
Most youths post messages on social media on a daily basis either directly on their pages, an update of their profiles, sharing of documents, pictures or video, likes and dislikes of others‘ posts and/or writing on others‘ walls (Lenhart & Madden, 2007). The act of wall postings and private chat on social media is the common form of public and private communication which is similar to public speaking and private letters (Lenhart & Madden, 2007). Apart from connecting with local friends and families, youths enjoy using social media as a means of contacting long distance friends and business associates. According to Ellison et al., (2007), they stated that 75 % of the youths in Nigeria make use of social media to relate and keep constant communication with their long-time friends either from their secondary and primary school days, higher school or their formal residential locations. ―Most youth adopted the usage of social media simply for the purpose of connecting with long distance relatives and other important people in their lives‖ (Dahl, 2004).From the various discussion above, it is very important to examine the various element that are been affected by social media on the youth, hence the study will look into the numerous factors that are responsible for increased or lowered self-esteem and well-being of an Instagram user.
Extent of Social Media Usage by Undergraduate Students
According to Lenhart, Purcell, Smith and Zickuhr (2010), about 57% of social network users are 18-29years old and have a personal profile on multiple social media websites. In a study by Pempek, Yermolayeva and Calvert (2009), the amount of time spent daily on social network sites varied greatly. However, an analysis of the data indicated most participants spent approximately 30 minutes a day socializing, mostly during the evening hours between 9pm to 12am. Students spent an average of 47 minutes a day on Facebook. More than 50% of college students go on a social networking site several times a day (Sheldon, 2008).
Quan-Haase-Haas and Young (2010) found that 82% of college students reported logging into Facebook several times a day. Younger students tended to use Facebook more frequently than older students to keep in touch with friends from high school or from their hometown, Pempek, Yevdokiya and Calvert (2009).
Oluwatoyin (2011) stated that users of SNSs spend an average of two to six hours studying while non-users spent between eight and seventeen hours studying per week. Schulten (2000) opines that Student spend an average of 40 to 50 minutes a day surfing on Facebook.
Many students find that they actually spend 3 to 4 minutes during each visit to check updates, making several visits a day and others spend 8 hours a day on the website (Rouis, Limayen&Sangari, 2011). Ahmed and Qazi (2011) argued that students manage their time efficiently and fulfill their study requirements effectively; hence, use of SNSs does not have an adverse impact on their academic performance. In the study conducted at St. Cloud State University in Minnesota, both males and females, time spent on SNS decreased as the age of the respondent increased and results revealed that female college students spent more time on SNSs than male students (Tham, 2011). According to the study done by Manjunatha (2013), 80 percent of the students spending considerable amount of time on using social networking sites regularly. Majority of Indian college students (62.6%) spent up to 10 hours per week of their time on using social networking and reportedly 17.5% of students spent more than 10 hours per week. According to new research released by Ipsos Open Thinking Exchange (2013), American youths spend average 3.8 hours a day on social networking from a computer, mobile phone and/or tablet.
Instagram
Instagram is a social network for connecting people with those around them-friends, family, coworkers, or simply others with similar interests. Instagram also known as IG is a photo and video sharing social networking service owned by Facebook, created by Kevin Systrom and Mike Krieger. Originally launched on iOS in October 2010. The app which allows users to upload media that can be edited with filters and organized by hash tags and geographical tagging. Posts on Instagram can be shared publicly or with pre-approved followers (Edwards & Esposito, J. 2019)
Instagram was originally distinguished by only allowing content to be framed in a square (1:1) aspect ratio with 640 pixels to match the display width of the iPhone at the time. In 2015, these restrictions were eased with an increase to 1080 pixels. The service also added messaging features, the ability to include multiple images or videos in a single post, and a 'stories' feature—similar to its main opposition Snapchat which allows users to post photos and videos to a sequential feed, with each post accessible by others for 24 hours each. As of January 2019, the Stories feature is used by 500 million users daily (Alba 2016).
Originally launched for iOS in October 2010, Instagram rapidly gained popularity, with one million registered users in two months, 10 million in a year, and 1 billion as of June 2018 (Lyons 2021). The Android version was released in April 2012, followed by a feature-limited desktop interface in November 2012, a Fire OS app in June 2014, and an app for Windows 10 in October 2016. As of October 2015, over 40 billion photos had been uploaded (O'Kane  2017).
The Act Of Selfies
A new genre of self- expression “Selfies” - amateur self-photographs, often shared with others through social networking sites (Weiser, 2018, p. 1) has now become a common and popular gateways to online world, especially in the area of self-disclosure. Studies have shown the Youth to be more active in selfie disclosures than Adults (Dhir, Torsheim, Pallesen & Andreassen, 2016; Baiocco, Bianchi, Chirumbolo, Morelli, Ioverno & Nappa 2016); and in the use of social network profile picture construction. Literature also suggests that these Youth are also more likely than Adults to engage in a “selfie policy” that emphasizes the selection of ideal photos (Senft & Baym, 2015) and engage more in own selfie disclosures than any other type of selfies, such as group selfies and selfies with a partner.
Selfies Use
A number of studies have explored the use of selfies though most of these studies are basically focused on the Youth (Tifentale & Manovich, 2014; Abdullah, 2015; Uma & Evangeline, 2017; Oduba, 2017; Onyedire, 2019) who are discovered to be profusely engaging themselves online (Tifentale & Manovich, 2014; Abdullah, 2015; Uma & Evangeline, 2017). In addition, they selectively redefine their use of the social media to build social networks (Singh, Amiri & Sabbarwal, 2017), make disclosures and obtain self-gratifications such as self - fulfillment, esteem, importance, fame, social wellbeing (Ngonso, 2019) and several others. In view of these, scholars had described them as those addicted to online interactions, and always connected online (Ngonso, 2019), probably, to make and sustain relationships, find jobs, business opportunities and disclose self information. Within the context of this work, Youth are defined as undergraduate students of Federal Universities in South East, within the age bracket of 15-35 years, (as defined by the African Youth Charter), popularly known as digital natives and who literature has identified to be digitally savvy in the use of new technologies. Adults are conceptualized as the workers of in the Federal Universities and within the age range of 36-60 (as suggested by Petry, 2002) and identified as digital immigrants who through knowledge may not be as digitally savvy as the Youth but who due to other demographic variables qualify as heavy social media Users. They are further recognized to be rapidly embracing and migrating to the use of the social media (Chakraborty, Vishik, & Rao, 2013; Phang, Sutanto, Kankanhalli, Li, Tan, & Teo, 2006; Selwyn, 2004), to extend their social relationships. Scholars further characterize them as those who engage in social media to principally retain social contact with family members, loved ones, associates and to prevent isolation and loneliness (Bradley & Poppen, 2003; Farkas, 2010; Nef, Ganea, Müri, &Mosimann, 2013).
While the digital natives (Youth) are regarded as those born within the last two decades, who are young, have often been encircled by, and interact with both new and evolving technologies (Helsper & Eynon, 2009; Dunu & Ugbo, 2017), the digital immigrants (Adults) comprises of people who grew up before the digital age and were later introduced to technology and they adopted its use (Prensky, 2001). While selfie disclosures are basically centered on the Youth by scholars, such disclosures on the Adults is still scarce in the literature. This is why this study is very significant to help identify the differences in the pattern of use of selfies between these Adults and Youth in Nigeria to help determine any difference.
The trend of taking selfies was examined by Tifentale and Manovich in 2014 using the computational and manual methods of image analysis. They studied 3200 photos/selfies among social media Users in Bangkok, Berlin, Moscow, New York, and Sao Paulo. The study discovered that taking and posting selfies on social media is a young people's activity with a significant relationship between the sex category. They also discovered that selfie is among a broader context of photography and a new sub-genre of photography that differs from the tradition of self-portraiture. Since the User is central in the photograph and determines how the image(s) appear, part of the focus of this current study is to indentify how the Nigerian Users make such disclosures.
Manovich, Stefaner, Yazdani, Baur, Goddemeyer, Tifentale, Hochman & Chow, (2014) examined the concept of selfiecity to investigate the style of self-portraits (selfies) in five cities across the world: Bangkok, Berlin, Moscow, New York and Sao Paulo. They analysed 3200 selfies shared on Instagram (640 from each city). Among the predominant result is that women and younger age group post selfies more than other categories of selfie Users. However, their study is domiciled in developed climes and projected the Youth as prominent selfies Users who observed some unique styles of self portraits. Beyond the style of self-portraits, the present study compares the use of selfies between the Youth and Adults in Nigeria. This is imperative as the Adult group is still understudied, both in Nigeria and across the globe.
The relationship between self-esteem levels and the uses and gratifications of taking and posting selfies was studied by Abdullah (2015) using survey approach to measure the participants’ self-esteem levels. The Rosenberg self-esteem scale was employed which is a predetermined instrument for measuring self esteem. A survey of 365 undergraduate students between the ages of 18-24 years was done online. The relationship between self-esteem levels; the number of selfies people take and post, and the uses and gratifications behind taking and posting selfies were analysed. The study also measured consumers’ behaviours, opinions, knowledge, or attitudes and the relationship between the variables. The study found that the highest number of selfies is posted by those with high self-esteem and that those with low self esteem still used selfies to boost their self esteem levels. The study also found a significant relationship between low self-esteem levels and posting selfies to boost self-confidence. The implication is that selfies boosts the self esteem and self confidence of the Users. The current study therefore examines the different ways selfies affect the Users across age divides in Nigeria.
However, the existence of any difference in selfie posting habit and perception across gender and age was carried out by Uma and Evangeline (2017) in the United States. They sought to understand the differences if any in the selfie posting frequency, selfie type, uses and functions, as well as the differences in the perception of the act of selfie disclosures by Users across age and gender divides. This involved a focus group discussion, conducted among college students in the United States, with two groups of 10 participants from either gender in order to gather data as well as refine the survey administered to 200 participants. The study found that there was no significant difference in the selfie posting habit and perception across the age groups but with variations in the perception of the selfie across gender. The study also found that female gender tended to use selfie specific editing applications such as B162, CandyCam, and the like, while the male gender used general image editing applications such as Picsart. In the study, while the female gender predominantly made use of filters and the option of changing lens colour, the male gender specifically only used "surface blur" and" oil paint" editing options which decrease the appearance of imperfections and blemish. This study was based in the United States but the current study is based in Nigeria and examines possible differences on the use of selfies among these Nigerian Users Since selfie posting is an important part of self disclosure, Oduba (2017) examined how communication behaviours of self-disclosure play out distinctively among Nigerian women, specifically on patterns of social media use, the amount of disclosure, and the factors that influence the disclosure using twenty female college-aged students of the North Nigerian university. The Participants were within the ages of 18-26 who live in Nigeria and are active on social media. She found that even though the participants use social media on a daily basis for different purposes, they are most motivated to use the platforms to maintain their relationships; they carefully and strategically choose what intimate information they self-disclose and are cautious of what they self-disclose because of specific social and cultural factors, peculiar to the Nigerian environment. This study was focused on how communication behaviours of self-disclosure play out among Nigerian women, but this present study looks at how both Nigerian men and women across age divides use social media selfies.
Onyedire, (2019) looked at the uptake of selfie culture among undergraduate students in the University of Nigeria, Nsukka, but discovered that the most recurrent responses on why the students take and post selfies are for: fun and entertainment, a means to advertise their ‘assets’ (new hairstyle, fashion, hourglass figures, muscles for men), as a platform to tell friends about their events and places, for capturing the moment for future reference, as a means to boost self-esteem, seek for attention, admiration and self-worth. This therefore suggests that selfie posting is an activity that needs further inquiry among the Nigerian Users. With few studies describing the activities of older adults on these sites (who does what and with whom) and how these behaviours affect outcomes of interest, there is need to discover possible variations on the pattern of use of social media selfies between the Youth and Adults. Available literature, suggests a preponderance of women in selfie practices more than their male counterparts (Manovich, Stefaner, Yazdani, Baur, Goddemeyer, Tifentale, Hochman & Chow, 2014) and argue that teenage girls spend more time and money to look beautiful and post those selfies in social media to gain attention and boost their self-esteem levels (Abdullah, 2015). However, these younger age group, are still more vulnerable to feel less beautiful and consequently a lowered self-esteem than the older age group (Murphy-Gill, 2014). This work therefore sought to undertake a comparative study on the use and motivations for use of social media selfies by two distinct age groups in Nigeria to determine possible difference.
2.2 THEORETICAL FRAMEWORK
A theoretical framework includes concepts and, accompanied by their definitions and reference to pertinent scholarly literature, existing theories used for a particular study. This demonstrates an understanding of theories and concepts that are relevant to the topic of a research paper and that relate to the broader areas of knowledge being considered (Labaree, 2009). Research conducted around the use of technology in banking has employed the application of several research models and theories to explain factors that lead to adoption of technology.  The framework theory supporting the study is Uses and Gratifications Theory.
Uses and Gratifications Theory 
The study was anchored on the Uses and Gratifications theory, which is considered as an audience-centered approach to understanding mass communication (Severin & Tankard, 1997). The theory originated from the functionalist perspective (Luo, 2002) and helps in understanding why and how people actively seek out specific media to satisfy specific needs. Diverging from other media effect theories that question what media does to people, the Uses and Gratifications theory focuses on what people do with the media (Katz, 1959). Unlike other theoretical perspectives, Uses and Gratifications theory holds that audiences are responsible for choosing media to meet their desires, needs, achieve gratification and the media compete against other information sources for Users’ gratification (Elihu, Blumler & Gurevitch, 1974). This present study therefore compares the various uses of selfies between the Nigerian Youth as well as the various gratifications they derive from such use.
2.3 CHAPTER SUMMARY
In this review the researcher has sampled the opinions and views of several authors and scholars on the concept of social media, history of social media, categories of social media, classification of social media, characteristics of social media etc. The works of scholars who conducted empirical studies have been reviewed also. The chapter has made clear social media and the Nigerian youth, extent of social media usage by undergraduate students. In this chapter also, the researcher has been able to review some literature on Instagram, the act of selfies, and selfies use etc. This chapter is thus fulfilled the conceptual, theoretical and empirical requirements.
CHAPTER THREE
RESEARCH METHODOLOGY
3.1 INTRODUCTION
In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e. mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3 POPULATION SAMPLING SIZE
The population for the study will consist of executives and their subordinates in the organization which is charged with the application of management by objectives to attain organizational goals in the organization.
This study was carried out on examining the attitude of tertiary students in Abia state towards Instagram selfies using Abia State University Uturu as a case study. Hence, the population of this study comprises of students of Abia State University Uturu. 
3.4
SAMPLE SIZE DETERMINATION
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE
According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.   
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of the entire students of Abia State University Uturu, the researcher conveniently selected 229 respondents as sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION
The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION
Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS
The responses were analyzed using frequency tables, and  mean and standard deviation, which provided answers to the research questions. 
In using the mean score, the four points rating scale will be given values as follows:
SA = Strongly Agree

4
A = Agree


3
D = Disagree


2
SD = Strongly Disagree
1
Decision Rule:
To ascertain the decision rule; this formula was used
	4+3+2+1 =10
      4           4


Any score that was 2.5 and above was accepted, while any score that was below 2.5 was rejected. Therefore, 2.5 was the cut-off mean score for decision taken
3.9
VALIDITY OF THE STUDY
Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY
The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION
he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.
CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
1 INTRODUCTION
This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of two hundred and twenty-nine (229) questionnaires were administered to respondents of which two hundred and fifteen (215) were returned while two hundred and ten (210) were validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of  210 was validated for the analysis.
4.2
DATA PRESENTATION
The table below shows the summary of the survey. A sample of 229 was calculated for this study. A total of 215 responses were received whiles 210 was validated. For this study a total of 210 was used for the analysis.
Table 4.1: Distribution of Questionnaire
	Questionnaire 
	Frequency
	Percentage 

	Sample size
	229
	100

	Received  
	215
	98

	Validated
	210
	96


Source: Field Survey, 2021
Table 4.2: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	90
	43%

	Female
	120
	57%

	Age
	
	

	20-23
	44
	21%

	24-26
	58
	28%

	27-30
	89
	42%

	31 and above
	19
	9%

	Year In School
	
	

	Year 1
	25
	12%

	Year 2
	68
	32%

	Year 3
	66
	31%

	Year 4
	51
	24%


4.3
 ANSWERING RESEARCH QUESTIONS
Question 1: What is the prevalence of Instagram selfie usage among students in Abia State?
Table 4.3:  Respondent on question 1
	Options
	Frequency
	Percentage

	High 
	123
	59

	Low
	60
	29

	Undecided
	27
	12

	Total
	210
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 59% of the respondents said yes, 29% said no, while the remaining 12% were undecided.
Question 2: What is the motives behind students’ use of Instagram selfies?
Table 4.4: Mean Responses on the motives behind students’ use of Instagram selfies.
	S/N
	ITEM STATEMENT
	SA
4
	A
 3
	D   2
	SD  1
	X
	S.D
	DECISION

	1
	self- expression
	82
	97
	20
	11
	2.80
	2.57
	Accepted

	2
	gain recognition
	34
	27
	92
	109
	2.68
	2.55
	Accepted

	3
	gain likes
	28
	35
	77
	119
	2.65
	2.41
	Accepted

	4
	gain comments
	31
	33
	88
	107
	2.80
	2.31
	Accepted

	5
	gain acceptance
	120
	90
	25
	24
	2.61
	2.47
	Accepted


Source: Field Survey, 2021
In table 4.4 above, on the motives behind students’ use of Instagram selfies, the table shows that all the items (item1-item5) are accepted. This is proven as the respective items (item1-item5) have mean scores above 2.50.
Question 3: Does Instagram selfies influence social lifestyle of students? 
Table 4.5:  Respondent on question 3
	Options
	Frequency
	Percentage

	Yes
	90
	43

	No
	77
	37

	Undecided
	43
	20

	Total
	210
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 43% of the respondents said yes, 37% said no. while the remaining 20% were undecided.
CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:
5.1 Introduction
This chapter summarizes the findings on examining the attitude of tertiary students in Abia state towards Instagram selfies using Abia State University Uturu as a case study. The chapter consists of summary of the study, conclusions, and recommendations. 
5.2 Summary of the Study
In this study, our focus was on examining the attitude of tertiary students in Abia state towards Instagram selfies using Abia State University Uturu as a case study. The study is was specifically set to; determine prevalence of Instagram selfies usage among students in Abia State, ascertain students motives behind the use of instagram selfies, and determine whether Instagram selfies influences the social lifestyle of Instagram selfies.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 210 responses were validated from the enrolled participants where all respondent are students of Abia State University Uturu.
5.3 Conclusions
In the light of the analysis carried out, the following conclusions were drawn.
The prevalence of Instagram selfie usage among students in Abia State is high.
The motives behind students’ use of Instagram selfies encompasses self- expression, gain recognition, gain likes, gain comments, and gain acceptance.
Instagram selfies influences the social lifestyle of students.
5.4
Recommendation
Based on the responses obtained, the researcher proffers the following recommendations:
Students should be taught on the dangers and cons of selfie snapping on instagram, pointing out that it consumes time, raises the risk of addiction and can adversely affect their academic performance.
Also, students should be sensitized on the possibilities of impersonation by unknown individuals for criminal intentions. The occurrence of this act is highly attributable to constant sharing of pictures on Instagram.
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APPENDIXE
QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.
SECTION A
PERSONAL INFORMATION
Gender
Male

[  ]
Female

[  ]
Age
20-23

[  ]
24-26

[  ]
27-30

[  ]
31 and above
[  ]
Year In School
Year 1

[  ]
Year 2

[  ]
Year 3

[  ]
Year 4

[  ]
SECTION B
Please indicate the extent to which you are satisfied with the following items by ticking in any of the boxes represented by strongly agree (SA), agree (A), strongly disagree (SD) and disagree (D).
Question 1: Question 1: What is the prevalence of Instagram selfie usage among students in Abia State?
	Options
	Please Tick

	High 
	

	Low 
	

	Undecided
	


Question 2: What is the motives behind students’ use of Instagram selfies?
	
	Statement
	SA
	A
	SD
	D

	1
	self- expression
	
	
	
	

	2
	gain recognition
	
	
	
	

	3
	gain likes
	
	
	
	

	4
	gain comments
	
	
	
	

	
	gain acceptance
	
	
	
	


Question 3: Does Instagram selfies influence social lifestyle of Instagram selfies?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


=  2.5








