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Abstract
The study H1: Social media usage influences users, and H2: Social media usage does not influence users. The users are following social media norms. When a person is using social media, they would be exuding some form of confidence. Content that is posted by social media users is from the content they are proud of. They would not like to look inferior to other people. 59.3% of the respondents use social media, while 37.5% indicated that they don't use social media. The study indicated that 1 – 5 photos 58.3% were selfies taken by the account user. The study indicated that 1 – 5 photos 58.3% were selfies taken by the account user. The study indicated that 0 – 10 photos were Photoshop, Facetune majorly photoshop. Mean of 2.21 and a standard deviation of 1.25. Have a positive attitude towards one another at 4.2% and agree 37.5% that the content they post would exude a lot of confidence in what they are doing.





























Hypotheses 
[bookmark: _Hlk57870142]H1: Social media usage influences users.
H2: Social media usage does not influence users.
Results
Use of social networking sites
	
	Percent

	
	Yes
	79.2

	
	No
	16.7

	
	Total
	95.8

	Total
	100.0





The respondents indicated that 79.2% use social media sites such as Instagram, Facebook, and Twitter. Nevertheless, 16.7% indicated that they don't use social media sites. Hence, a significant number of respondents use social media sites. The mean was 1.1739, and the standard deviation of 0.388. 





	Correlations

	
	Do you regularly use social networking sites
	Feel that I have several good qualities

	Do you regularly use social networking sites
	Pearson Correlation
	1
	.a

	
	Sig. (2-tailed)
	
	.000

	
	N
	23
	14

	Feel that I have several good qualities
	Pearson Correlation
	.a
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	14
	14

	


A correlation between the number of good qualities and social media site usage is at 1. This indicates that the users of the platforms can use the accounts to create positive attributes about themselves.  



Actively user of Instagram

	
	Percent

	
	Yes
	58.3

	
	No
	37.5

	
	Total
	95.8

	Total
	100.0



According to the study, the respondents are active users of social media. 59.3% of the respondents use social media, while 37.5% indicated that they don't use social media. A mean of 1.4 and a standard deviation of 0.499.
Hours per day do you spend using social networking sites.

	
	Percent

	
	> 4 hours per day
	4.2

	
	2-3 hours per day
	25.0

	
	< 4 hours per day
	4.2

	
	1-2 hours per day
	12.5

	
	3-4 hours per day
	12.5

	
	Total
	58.3

	Total
	100.0



The respondents majorly use the social media platform for 2 - 3 hours per day 25%. The least amount of time that social media was used was more than four or less than 4 hours. Hence, it is a platform that the users frequently use as a mode of interaction. The mean was 3.0714, and the standard deviation 1.38477.


Photos have you posted on Instagram in the past 30 days.

	
	Percent

	
	0 - 5
	41.7

	
	6 - 10
	8.3

	
	16 - 20
	8.3

	
	Total
	58.3

	Total
	100.0



The social media users’ responses to the photos posted after every thirty days indicated that a majority at 0 – 5 (41.7%) had their photos posted on social media channels. The least was between 6 – 10 and 16 – 20 photos at 8.3%. The respondents post photos on social media channels. The mean and standard deviation 1.5714; 1.08941. 
Selfies solely photos of you

	
	Percent

	
	1 - 5
	58.3

	Total
	100.0



The study indicated that 1 – 5 photos 58.3% were selfies taken by the account user. They would like to post content that is related to their daily activities. The mean was 1. 
Own Photos with photo editing techniques
	
	Percent

	
	1.00
	54.2

	
	2.00
	4.2

	
	Total
	58.3

	Total
	100.0



The study indicated that social media users have Photoshop, Facetune, filtering applications that can change photo usage. The majority of the photos are edited between 0 and 1 photos.	
Group selfies with photo editing techniques

	
	Percent

	
	0 - 10
	54.2

	
	11 - 20
	4.2

	
	Total
	58.3

	Total
	100.0



The study indicated that 0 – 10 photos were Photoshop, Facetune majorly photoshop. This was at 54.2%, while 11 – 20 were at 4.2%.
Feel that I am a person of worth, at least on an equal plane with others

	
	Percent

	
	Agree
	33.3

	
	Strongly agree
	25.0

	
	Total
	58.3

	Total
	100.0



The study indicated that the posting of photos elucidates some form of confidence amongst social media users. A significant number indicated at 33.3% that the users can feel that they are equal to the other people after posting content: the mean (M) and Standard Deviation (S.D) 4.4286 and 0.514.


Feel that I have several good qualities	

	
	Percent

	
	Agree
	33.3

	
	Strongly agree
	25.0

	
	Total
	58.3

	Total
	100.0



The study indicates that the respondents agree 33.3% that they have good qualities. Hence, they can post content on social media pages. 25% also indicated that they strongly agree with the statement. Hence, content also influences what a person would post on the social media platform. The (M; 4.4286 SD .5135). Hence, content would influence the type of information that is shared.
Inclined to feel that I am a failure	 

	
	Percent

	
	Strongly disagree
	20.8

	
	Disagree
	29.2

	
	Agree
	8.3

	
	Total
	58.3

	Total
	100.0



The study indicated that most of the respondents disagree that posting on social media channels is an indication of failure. They are people who would be inclined to some sense of gratitude in the sense that 20.8% disagree that they are failures due to social media use. The mean was 1.929 and the standard deviation .997.
Able to do things as well as most other people

	
	Percent

	
	Disagree
	12.5

	
	Agree
	25.0

	
	Strongly agree
	20.8

	
	Total
	58.3

	Total
	100.0



A significant number of respondents indicated that they could do activities as other users, 25% agree, and 20.8% strongly agree that they influence social media usage. Only an insignificant number of the population feel that they are inferior at 12.5%. Hence, they disagree.
 Feel I do not have much to be proud of	 

	
	Percent

	
	Strongly disagree
	20.8

	
	Disagree
	20.8

	
	Agree
	16.7

	
	Total
	58.3

	Total
	100.0



The social media users strongly disagree and disagree at 20.8% respectively that they are not proud of what they post. Nevertheless, an insignificant number of the respondents, 16.7%, would not be proud of the content that they have posted. Mean of 2.21 and a standard deviation of 1.25. hence, they influence the type of activities that are taking place.  
Positive attitude toward myself	

	
	Percent

	
	Disagree
	16.7

	
	Agree
	37.5

	
	Strongly agree
	4.2

	
	Total
	58.3

	Total
	100.0



The respondents strongly agree that they have a positive attitude towards one another at 4.2% and agree at 37.5% that the content they post would exude a lot of confidence in what they are doing. Hence, it is a matter subject to influence owing to the activities that are present.  
Satisfied with myself	

	
	Percent

	
	Disagree
	12.5

	
	Agree
	45.8

	
	Total
	58.3

	Total
	100.0



According to the study, the activities influence the user, with 45% indicating that they are satisfied with the content they post, while 12.5% disagree. Hence, the use of social media would be able to change the outlook of society. The mean was 3.5, and the standard deviation of 0.85.
Respect for myself	

	
	Percent

	
	Strongly disagree
	4.2

	
	Disagree
	25.0

	
	Agree
	29.2

	
	Total
	58.3

	Total
	100.0



The study indicated that 29.2% of the respondents agree, while 25% of the respondents disagree that it would lead to some form of disrespect. Social media usage would be able to exude some form of confidence to the users.  The mean and standard deviation 2.9286; 1.14114.
Feel useless at times	 

	
	Percent

	
	Strongly disagree
	4.2

	
	Disagree
	25.0

	
	Agree
	29.2

	
	Total
	58.3

	Total
	100.0


The study indicated that 29.2% of the respondents agree, while 25% of the respondents disagree that it would make them feel useless. Social media usage would be able to exude some form of confidence to the users. The mean and standard deviation 2.9286; 1.14114.
Think I am no good at all	

	
	Percent

	
	Strongly disagree
	16.7

	
	Disagree
	29.2

	
	Agree
	12.5

	
	Total
	58.3

	Total
	100.0



According to the study, social media users disagree 29.2% that they are not good at all while 16.7% strongly disagree. Social media usage exudes some form of positive confidence owing to the usage.
Age 

	
	Percent

	
	10 - 20
	12.5

	
	21 - 30
	58.3

	
	31 - 40
	20.8

	
	41 - 50
	4.2

	
	Total
	95.8

	Total
	100.0



The study demographics indicate that 58.3% of the respondents 21 – 30 and 31 – 40, 20.8%. 
The mean was 2.1, and the standard deviation of 0.717. this indicates that the youthful population is the ones that are using social media platforms.
Gender 

	
	Percent

	
	Male
	25.0

	
	Female
	66.7

	
	Nonbinary or prefer not to say
	4.2

	
	Total
	95.8

	Total
	100.0



From the study, males were 25%, females 66.7%, and 4.2% preferred not to disclose their gender. The mean was at 1.78, and the standard deviation was 0.518. hence, indicating that the female formed a significant number of the study population.
Discussion 
Most of the content posted by social media users is from the content they are proud of. They would not like to look inferior to other people. Hence, they would only try and post colorful photos during events. For instance, they can visit a hotel and take photos of the various favorite meals or take a photo with a celebrity or person.
The study agrees with Bukowski, Laursen, and Rubin (2018); social media is a platform that leads to peers' interaction. It is owing to the content that is posted that one can gain value. Hence, they would like to post content that is related to their daily activities.
Denny, Mackie, Moneti, and Shakya (2015), social media norms are being followed by the users. When a person is using social media, they would be exuding some form of confidence. Hence, this would lead to a mode of users having an efficient manner of doing things. 
Conclusion 
79.2% use social media sites such as Instagram, Facebook, and Twitter. Nevertheless, 16.7% indicated that they don't use social media sites. Hence, a significant number of respondents use social media sites. 59.3% of the respondents use social media, while 37.5% indicated that they don't use social media. The study indicated that 1 – 5 photos 58.3% were selfies taken by the account user. The study indicated that 0 – 10 photos were Photoshop, Facetune majorly photoshop. This was at 54.2%, while 11 – 20 were at 4.2%. A significant number indicated at 33.3% that the users could feel that they are equal to the other people after posting content.  A significant number of respondents indicated that they could do activities as other users, 25% agree, and 20.8% strongly agree that they influence social media usage. Nevertheless, an insignificant number of the respondents, 16.7%, would not be proud of the content that they have posted. Mean of 2.21 and a standard deviation of 1.25. Have a positive attitude towards one another at 4.2% and agree 37.5% that the content they post would exude a lot of confidence in what they are doing. According to the study, the activities influence the user, with 45% indicating that they are satisfied with the content they post, while 12.5% disagree. 29.2% of the respondents agree, while 25% of the respondents disagree that it would lead to some form of disrespect. The study indicated that 29.2% of the respondents agree, while 25% of the respondents disagree that it would make them feel useless. According to the study, social media users disagree 29.2% that they are not good, while 16.7%.
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Appendix
 
	Statistics

	Doyouregularlyusesocialnetworkingsites  

	N
	
	23

	
	Missing
	1

	Mean
	1.1739

	Std. Deviation
	.38755



	Statistics

	DoyouactivelyuseInstagram  

	N
	
	23

	
	Missing
	1

	Mean
	1.3913

	Std. Deviation
	.49901



	Statistics

	Onaveraghowmanyhoursperdaydoyouspendusingsocialnetworkingsites  

	N
	
	14

	
	Missing
	10

	Mean
	3.0714

	Std. Deviation
	1.38477




	Statistics

	Ofthosephotoshowmanywereselfie  

	N
	
	14

	
	Missing
	10

	Mean
	1.0000

	Std. Deviation
	.00000




	Statistics

	Ofthegroupselfiestakenphotoediting  

	N
	
	14

	
	Missing
	10

	Mean
	1.0714

	Std. Deviation
	.26726




	Statistics

	Ofthephotossolelyofyoutohowmanyphotosdidyouapply  

	N
	
	14

	
	Missing
	10

	Mean
	1.0714

	Std. Deviation
	.26726

	Statistics

	IfeelthatIhaveanumberofgoodqualities  

	N
	
	14

	
	Missing
	10

	Mean
	4.4286

	Std. Deviation
	.51355



	Statistics

	IfeelthatIamapersonofworthatleastonanequalplane  

	N
	
	14

	
	Missing
	10

	Mean
	4.4286

	Std. Deviation
	.51355




	Statistics

	AllinallIaminclinedtofeelthatIamafailure  

	N
	
	14

	
	Missing
	10

	Mean
	1.9286

	Std. Deviation
	.99725



	Statistics

	Iamabletodothingsaswellasmostotherpeople  

	N
	
	14

	
	Missing
	10

	Mean
	3.9286

	Std. Deviation
	1.14114




	Statistics

	IfeelIdonothavemuchtobeproudof  

	N
	
	14

	
	Missing
	10

	Mean
	2.2143

	Std. Deviation
	1.25137




	Statistics

	Itakeapositiveattitudetowardmyself  

	N
	
	14

	
	Missing
	10

	Mean
	3.5000

	Std. Deviation
	1.01905



	Statistics

	IwishIcouldhavemorerespectformyself  

	N
	
	14

	
	Missing
	10

	Mean
	2.9286

	Std. Deviation
	1.14114




	Statistics

	Icertainlyfeeluselessattimes  

	N
	
	14

	
	Missing
	10

	Mean
	2.9286

	Std. Deviation
	1.14114




	Statistics

	AttimesIthinkIamnogoodatall  

	N
	
	14

	
	Missing
	10

	Mean
	2.1429

	Std. Deviation
	1.09945



	Statistics

	Age  

	N
	
	23

	
	Missing
	1

	Mean
	2.1739

	Std. Deviation
	.71682




	Statistics

	Gender  

	N
	
	23

	
	Missing
	1

	Mean
	1.7826

	Std. Deviation
	.51843



