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[bookmark: _GoBack]ABSTRACT
This study examined influence of TikTok and Instag’ram glamo’rous content on the get ‘rich quick Synd’rome among unde’rg’raduates in Enugu Met’ropolis; thus looking at thei’r exposu’re, attitude towa’rds these contents and how exposu’re to glamo’rous content on the afo’rementioned social media platfo’rms influences thei’r desi’re fo’r quick wealth. A su’rvey ‘resea’rch design was adopted while data we’re collected f’rom 370 ‘respondents selected f’rom Godf’rey Okoye Unive’rsity and the Unive’rsity of Nige’ria, Enugu Campus using a st’ructu’red questionnai’re.    Findings f’rom the study ‘revealed that at a mean value of 2.9 students in GOU and UNEC had significant exposu’re to glamo’rous content. The students had    at a value of 2.9 displayed a positive attitude towa’rds glamo’rous lifestyles and such exposu’re significantly influenced thei’r desi’re fo’r quick Synd’rome at an ave’rage mean of 2.68. The study concluded that glamo’rous social media content is a majo’r d’rive’r of the get ‘rich quick Synd’rome among unde’rg’raduates. It was ‘recomme nded that unive’rsities int’roduce mandato’ry digital media lite’racy semina’rs to help students c’ritically evaluate online content, and that student affai’rs divisions pa’rtne’r with influence’rs to showcase the ‘real p’rocesses behind online success in o’rde’r to ‘reduce un’realistic wealth expectations.














CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
The digital e’ra has d’rastically changed the social wo’rld in which youths a’re g’rowing up, and nowhe’re is this change mo’re appa’rent than in sho’rt-fo’rm video/image sha’ring platfo’rms. Ihe’rue (2025), a’rgued that social media has eme’rged as a potent fo’rce in changing the values of the gene’ration of the young people of today’s Nige’ria, not only as a medium of ente’rtainment, but as a cultu’ral institution that defines thei’r aspi’rations, ‘ref’rames thei’r identity and ‘rest’ricts thei’r definitions of success. This is especially inte’resting to see in the context of unde’rg’raduate students in Nige’rian unive’rsities, as social media has inc’reased in penet’ration as the numbe’r of affo’rdable sma’rtphones and mobile data se’rvices (Data Repo’rtal, 2024) have g’rown.
The’re is no doubt that TikTok and Instag’ram a’re playing a ve’ry significant ‘role in Nige’ria’s social media wo’rld. Nwafo’r and Nnaemeka (2023) studied the phenomenon of heavy use of TikTok among unive’rsity unde’rg’raduates and ‘repo’rted that heavy use’rs of TikTok we’re 84% of the ‘respondents, spending mo’re than five hou’rs each day on the platfo’rm, as the motivation to use TikTok fo’r ente’rtainment and to compa’re oneself with pee’rs was the majo’r d’rive’r. The same is t’rue fo’r Onwukwalonye, Onwude and Esinwoke (2022) who ‘repo’rted that 65.25% of female unde’rg’raduate students in Enugu used Instag’ram seve’ral times a day, mostly to follow celeb’rities and lifestyle influence’rs. These ‘reveal that TikTok and Instag’ram a’re not just ‘dist’ractions’ but integ’ral to the lives of unde’rg’raduate students, and the’refo’re inc’redibly effective channels fo’r the dissemination of glamo’rous content and values.
Glamo’rous content within this study is the highly edited posts, images, ‘reels and videos on social media platfo’rms that emphasize an ext’ravagant lifestyle, costs of owne’rship, displays of wealth, and the aesthetics of an aspi’rational lifestyle. Adeoye and Abdussalam (2026) we’re able to conclude that unethical p’ractices a’re no’rmalised online as a means of achieving mate’rial success and acqui’ring luxu’ry, with social media platfo’rms se’rving as tools that make it easy to be successful. Ea’rlie’r, Abidin (2016) had pointed out that influence’rs knowingly c’reate such content, that it seems aspi’rational and good, using aesthetics of abundance as a device fo’r influencing followe’rs’ desi’res. In TikTok, it manifests as apa’rtment tou’rs, luxu’rious unboxing videos, designe’r fashion demonst’rations and videos of exclusive social events, while on Instag’ram, it is in the fo’rm of p’rofessionally p’roduced images of people alongside luxu’ry automobiles, photos f’rom locations one would only want to visit in thei’r d’reams and sponso’red lifestyle content that inc’reasingly sits on a fine dividing line between genuine expe’rience and paid p’romotion (Onwukwalonye, Odoh & Onoh, 2024).
This content use has measu’rable impact on unde’rg’raduates. Udechukwu, Udengwu and Ojonta (2026) had confi’rmed that 83.3% of the students of the Unive’rsity students have seen quick-wealth content on Instag’ram and TikTok with chi-squa’re value of 42.216 and statistically significant at p < 0.001, between the quick wealth content and the get ‘rich quick. Chukwudi et al. (2025) also noted that, despite having the lowest level of financial lite’racy, 60% of Nige’ria’s young people used TikTok and Instag’ram Reels to get money-making advice f’rom othe’rs, which they found to be a dichotomy of the app as both a sou’rce of financial misinfo’rmation and a sou’rce of money making inspi’ration fo’r the most vulne’rable segment of population. Onwukwalonye et al (2024) affi’rmed this wo’r’ry as they found that the’re was a st’rong negative co’r’relation between Tik Tok usage and academic pe’rfo’rmance among the unde’rg’raduates of Enugu met’ropolis, with the unde’rg’raduates of the unive’rsity giving up thei’r time to use Tik Tok.
One of the most se’rious phenomena of youth life in Nige’ria today is the get-’rich quick synd’rome which is commonly hea’rd within the Nige’rian youth talk. Acco’rding to Doka, Tafida and Alhassan (2025), the consistent exposu’re to a gaudy lifestyle on social media platfo’rms c’reates a st’rong motivation among youths to become ‘rich within an instant, and many youths see thei’r self-wo’rth as only being based on thei’r online visibility and wealth acquisition. This synd’rome is seen in unde’rg’raduates who fall in with the inte’rnet f’rauds, ente’r the hook up cultu’re, engage in Ponzi schemes, take pa’rt in ‘reckless financial speculation and have a gene’ral dis’respect fo’r education and p’rope’r wo’rk. Studies also indicated that 81.4% of the ‘respondents st’rongly believe that Yahoo-Yahoo is a c’riminal activity, pa’rticipation is ala’rming, indicating that the aspi’rational models p’romoted on glamo’rous social media platfo’rms a’re compelling enough that they can lu’re youngste’rs away f’rom thei’r mo’ral compass (Aboh, 2025). 
This synd’rome is not just a conce’rn of the pe’rsonal failing of the individual, but also a st’ructu’ral p’roblem of Nige’ria’s society. Additionally, Kpae (2026) documented and synthesized the data f’rom 2020 to 2025 that by 2025, nine out of 10 Nige’rian child’ren a’re exposed to online ‘risks th’rough active social media platfo’rms. In a field su’rvey of 430 ‘respondents in South-East Nige’ria, Aliama et al., (2025) ‘repo’rted that the g’ranting of a t’raditional title today is la’rgely fo’r wealth, which compels the youth to make hasty acquisition of wealth th’rough any means possible including some ‘rituals. These ove’rlapping ‘realities place the get-’rich quick synd’rome in a mo’ral, academic, c’riminal and cultu’ral context as a st’ructu’ral c’risis instead of a social p’roblem on the f’ringes.
The best theo’ry to suggest how this is possible is Bandu’ra’s (1977) Social Lea’rning Theo’ry which states that individuals mimic o’r imitate behaviou’rs, attitudes and aspi’rations that they see as successful o’r socially ‘rewa’rding. The models that ‘roll out on TikTok and Instag’ram embody the f’ruits of a glamo’rous lifestyle, and they’’re available and on display fo’r the unde’rg’raduates who a’re studying them. Agwu, Asatsa and Egunjobi (2025) identified that 56.6% of the unde’rg’raduate pa’rticipants had mode’rate to high p’revalence of online social compa’rison, thus, the obse’rvational mechanisms desc’ribed by Bandu’ra a’re at play among the Nige’rian unde’rg’raduate population. Chinweuba et al (2025) polled 44,152 unde’rg’raduates of Enugu State and also discove’red that pee’r influence, social netwo’rking, g’reatly p’redisposes to the consumption of glamo’rous content situating the consumption of these contents within the pee’r cultu’re that magnifies and sustains it.
The same dynamics above can be seen and documented in the unde’rg’raduate community of Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC) in the met’ropolis of Enugu in pa’rticula’r. Onwukwalonye, Odoh and Onoh (2024) discove’red that the students of Enugu have a high exposu’re to Instag’ram lifestyle posts that po’rt’ray an exagge’rated lifestyle, which in tu’rn leads to downwa’rd self-social compa’rison. Acco’rding to Fasiku and Mohamme d (2025), people have a gene’ral imp’ression that success is possible with little effo’rt, patience o’r pe’rseve’rance, the’reby unde’rmining and discounting wo’rk ethic, which is the basis fo’r building wealth. Within this multi-laye’red context of high exposu’re to platfo’rms, aspi’ration towa’rds content consumption, economic p’ressu’re and measu’rable behaviou’ral consequence, this study places itself and examines the effect of the glamo’rous content of TikTok and Instag’ram on the desi’re to get ‘rich fast among unde’rg’raduates in Enugu Met’ropolis.


1.2 Statement of the Problem
Nige’ria’s youth wealth c’rises has many facets, one of which is the no’rmalization of wealth without wo’rk among unde’rg’raduates. The unive’rsity, a place whe’re students should be fo’rmed in thei’r minds, should be a place whe’re they can develop p’rofessionally and be mo’rally g’rounded, but it has become a place whe’re students a’re tempted to take sho’rtcuts to success, with allu’ring images of instant ‘riches that a’re ‘relentlessly b’roadcast onto thei’r social media daily. Onwukwalonye, Odoh and Wogu (2024) found that the’re was a negative co’r’relation between the usage of TikTok and academic achievement in Enugu Met’ropolis, with the time students spend on TikTok being time they could be spending on thei’r studies.
The’re a’re two p’roblems which this study seeks to add’ress. The fact is, that since g’raduating f’rom GOUNI and UNEC, it is clea’r that they a’re deeply imme ‘rsed in the bomba’rdment of glamo’rous content on TikTok and Instag’ram, content that conveys a message that wealth is simple, quick and easily accessible outside of the f’ramewo’rk of education and legal employment. Second, the’re is inc’reasing evidence of this exposu’re being p’roducing tangible changes in behavio’r such as involvement in cybe’rc’rime, in hook-up cultu’re, in Ponzi schemes, and a gene’ral bent towa’rds fast money-making ove’r academic and mo’ral g’rowth. The study by Aboh, Ngele, Okom and Amoke (2025) found a highly negative co’r’relation between exposu’re to glamo’rised online content and pe’rception of the value of education among the Nige’rian youth, which has di’rect ‘ramifications fo’r unive’rsity communities in Enugu. This study aims to highlight a pa’rticula’r conflict – the conflict between clamo’rous content and socio-economic ‘reality that unde’rg’raduates face. Given Nige’ria’s cu’r’rent unemployment ‘rate of a’round 33% (2024) (James, 2025) and inflationa’ry p’ressu’res, the idea of sho’rtcuts to wealth is ve’ry att’ractive. Howeve’r, when young people constantly see influence’rs b’roadcasted on a platfo’rm that p’rio’ritises engagement, and they have no suppo’rt in the fo’rm of media lite’racy o’r institutional advice to counte’r that pe’rception, the impact of this is quite p’rofound. As ea’rly as 2024, Ezema-Kalu discove’red that 59% of students st’rongly ag’reed that deceit is a cent’ral activity in the get-’rich quick synd’rome, indicating that the e’rosion of mo’rals instigated by glamo’rous content is al’ready ent’renched.
Howeve’r, the p’roblem is so u’rgent and yet, the’re is a dea’rth of localised, empi’rical studies that specifically add’ress the effect of TikTok and Instag’ram Glamo’rous content on the desi’re fo’r quick wealth among unde’rg’raduates in Enugu Met’ropolis. Most of the studies al’ready conducted have b’road focused on social media influence o’r consumption patte’rns o’r on body image o’r gene’ral lifestyle o’rientation. In the context of GOUNI-UNEC, this study challenges the specific and little explo’red link between glamo’rous content and the get-’rich quick synd’rome and adds specific knowledge to the conve’rsation on Nige’ria’s youth and digital cultu’re and the futu’re of te’rtia’ry education in the count’ry.
1.3 Objectives of the Study
The p’rima’ry objective of this study is to examine the influence of TikTok and Instag’ram glamo’rous content on the get ‘rich quick Synd’rome among unde’rg’raduates in Enugu Met’ropolis. To accomplish this, the study pu’rsues the following specific objectives:
i. To examine the extent to which unde’rg’raduates at Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC) a’re exposed to glamo’rous content on TikTok and Instag’ram.
ii. To dete’rmine the attitude of unde’rg’raduates at GOUNI and UNEC towa’rd glamo’rous lifestyles po’rt’rayed on TikTok and Instag’ram.
iii. To assess the deg’ree to which exposu’re to glamo’rous content on TikTok and Instag’ram influences unde’rg’raduates’ get ‘rich quick.
1.4 Research Questions
This study is guided by the following ‘resea’rch questions:
i. To what extent a’re unde’rg’raduates at GOUNI and UNEC exposed to glamo’rous content on TikTok and Instag’ram?
ii. What a’re the attitudes of unde’rg’raduates at GOUNI and UNEC towa’rd glamo’rous lifestyles po’rt’rayed on TikTok and Instag’ram?
iii. To what extent does exposu’re to TikTok and Instag’ram glamo’rous content influence unde’rg’raduates’ get ‘rich quick?
1.5 Scope of the Study
This study is limited to unde’rg’raduate students of Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC), both situated in Enugu Met’ropolis, Enugu State, Nige’ria. These institutions we’re selected because they ‘rep’resent the p’rivate and public unive’rsity secto’rs ‘respectively within the met’ropolis and collectively host a substantial population of active unde’rg’raduate social media use’rs. The content examined is ‘rest’ricted to glamo’rous content on TikTok and Instag’ram, with specific emphasis on influence’r po’rt’rayals of wealth, luxu’ry and aspi’rational lifestyles. The study fu’rthe’r conside’rs pee’r influence and social compa’rison as mediating va’riables in the ‘relationship between glamo’rous content exposu’re and the desi’re fo’r quick wealth.
1.6 Significance of the Study
This study is significant to a numbe’r of stakeholde’rs whose ‘roles inte’rsect with the wellbeing, education and mo’ral fo’rmation of Nige’rian unde’rg’raduates.
Fo’r unde’rg’raduate students at Godf’rey Okoye Unive’rsity and the Unive’rsity of Nige’ria, Enugu Campus, this study se’rves as an intellectual mi’r’ro’r th’rough which they may c’ritically examine the fo’rces that quietly shape thei’r financial aspi’rations and daily behaviou’ral choices. By unde’rstanding how glamo’rous content on TikTok and Instag’ram ope’rates as a mechanism of aspi’ration fo’rmation, students a’re bette’r positioned to inte’r’rogate the values they have inte’rnalised, ‘reassess thei’r ca’ree’r goals and pu’rsue legitimate and sustainable pathways to financial success ‘rathe’r than sho’rtcuts that ultimately lead to academic failu’re, mo’ral comp’romise and legal consequences.
Fo’r pa’rents and gua’rdians, the study p’rovides a clea’re’r unde’rstanding of the social media envi’ronment thei’r child’ren navigate daily and the specific ways in which glamo’rous content ‘reshapes attitudes towa’rd wealth, wo’rk and education. A’rmed with this knowledge, pa’rents a’re bette’r equipped to initiate honest conve’rsations with thei’r child’ren about financial lite’racy, the deceptive natu’re of influence’r lifestyles and the impo’rtance of patience, diligence and ethical conduct in building a meaningful and lasting livelihood. The study thus empowe’rs pa’rents to become active pa’rticipants in thei’r child’ren’s digital education ‘rathe’r than passive bystande’rs to its consequences.
Fo’r unive’rsity administ’rato’rs and educato’rs at GOUNI and UNEC, pa’rticula’rly those ‘responsible fo’r student affai’rs, counselling se’rvices and academic policy, this study fu’rnishes an evidence base upon which ta’rgeted institutional inte’rventions may be designed and justified. The findings can info’rm the development of media lite’racy cu’r’ricula, the st’rengthening of counselling inf’rast’ructu’re and the fo’rmulation of policies that p’roactively add’ress the behaviou’ral and academic consequences of glamo’rous social media consumption among the student body.
Fo’r media p’ractitione’rs, content c’reato’rs and social media influence’rs ope’rating on TikTok and Instag’ram, this study holds up a c’ritical lens to the ‘real-wo’rld social consequences of the lifestyles they choose to po’rt’ray. It is hoped that the evidence p’resented he’re will encou’rage a cultu’re of mo’re ‘responsible content c’reation, one that celeb’rates authentic achievement, acknowledges the effo’rt behind success and ‘resists the temptation to glamou’rise wealth in ways that disto’rt the aspi’rations and mo’ral compasses of millions of young viewe’rs.
Fo’r academic schola’rs and ‘resea’rche’rs in Mass Communication, jou’rnalism, social sciences and ‘related disciplines, this study cont’ributes a body of localised, empi’rical knowledge that add’resses a gap in the existing lite’ratu’re. Resea’rch on social media influence and youth aspi’ration has la’rgely been conducted f’rom Weste’rn vantage points o’r has engaged with Nige’ria in b’road st’rokes. 
1.7 Operational Definition of Terms
Influence: Influence, within this study, ‘refe’rs to the effect that exposu’re to TikTok and Instag’ram glamo’rous content exe’rts on unde’rg’raduates’ attitudes, desi’res and pe’rceptions conce’rning wealth acquisition and financial success.
TikTok and Instagram: TikTok and Instag’ram a’re social media platfo’rms that enable use’rs to c’reate, sha’re, view, comme nt on and inte’ract with sho’rt-fo’rm video and photo content. In this study, both platfo’rms a’re conside’red p’rima’ry channels th’rough which unde’rg’raduates a’re exposed to glamo’rous po’rt’rayals of wealth, luxu’ry and aspi’rational lifestyles.
Glamorous Contents: Glamo’rous content ‘refe’rs to social media posts, images and videos that fo’reg’round ext’ravagant lifestyles, expensive possessions, exotic t’ravel and outwa’rd displays of wealth and social status. Within this study, such content is unde’rstood as p’romoting idealised images of success and affluence th’rough TikTok and Instag’ram.
Get Rich Quick: The get rich quick Syndrome refers to the strong impulse or drive among undergraduates to acquire wealth rapidly through means that bypass conventional and legitimate routes such as education, skill development and sustained employment.
Undergraduates: Unde’rg’raduates, in the context of this study, ‘refe’rs specifically to students cu’r’rently en’rolled in deg’ree p’rog’ramme s at Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC), who have not yet obtained thei’r fi’rst deg’rees.

CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1 Review of Related Concepts
2.1.1 Social Media
Social media has unde’rgone a ‘rema’rkable t’ransfo’rmation since the ea’rly 2000s, evolving f’rom ‘rudimenta’ry netwo’rking sites into sp’rawling, algo’rithmically sophisticated ecosystems that mediate vi’rtually eve’ry dimension of contempo’ra’ry social life. Inte’rnet-based platfo’rms built on the ideological and technological foundations of Web 2.0 now enable use’rs to c’reate, sha’re and exchange content while inte’racting within vi’rtual communities (Kaplan & Haenlein, 2010). The defining featu’re of social media is not me’rely connectivity but the democ’ratisation of content p’roduction, whe’rein o’rdina’ry use’rs become both consume’rs and c’reato’rs of info’rmation, cultu’re and meaning. This dual ‘role is pa’rticula’rly significant in the Nige’rian context, whe’re social media penet’ration among youth has g’rown exponentially alongside the p’rolife’ration of affo’rdable sma’rtphones and mobile data se’rvices.
Data Repo’rtal (2024) documented in its Digital 2024 ove’rview that social media usage statistics globally continue to ‘rise sha’rply, with platfo’rms like TikTok and Instag’ram ‘reco’rding unp’recedented g’rowth among the 18 to 24 age demog’raphic, the ve’ry coho’rt that constitutes the unde’rg’raduate population at GOUNI and UNEC. The implications of this g’rowth extend fa’r beyond ente’rtainment. Ihe’rue (2025) found that exposu’re to sexualised content and soft life cultu’re on Instag’ram and TikTok has shifted youth value o’rientations towa’rd mate’rialism and deviant behaviou’rs, illust’rating that social media is not a neut’ral space but an active shape’r of values, identities and aspi’rations.
The functions of social media have expanded to encompass social compa’rison, identity fo’rmation, financial info’rmation-seeking and cultu’ral socialisation. Nwafo’r and Nnaemeka (2023) investigated the uses and g’ratifications of TikTok among unive’rsity unde’rg’raduates and found that 84% of ‘respondents we’re heavy use’rs spending ove’r five hou’rs daily on the platfo’rm fo’r ente’rtainment and social compa’rison. This level of engagement places TikTok, alongside Instag’ram, at the ve’ry cent’re of unde’rg’raduate daily life and makes these platfo’rms pa’rticula’rly potent vehicles fo’r the t’ransmission of glamo’rous content and its associated values.
2.1.2 Types of Social Media Platforms
Social media platfo’rms exist along a spect’rum of fo’rmats, each with its own visual g’ramma’r, algo’rithmic logic and use’r cultu’re. TikTok is a sho’rt-fo’rm video-sha’ring platfo’rm that enables use’rs to c’reate and consume ente’rtaining video content d’riven by a highly pe’rsonalised algo’rithm. The platfo’rm’s algo’rithm p’romotes content based on use’r p’refe’rences and engagement patte’rns, ‘resulting in ‘repeated exposu’re to pa’rticula’r themes and content types (Kaye, Chen & Zeng, 2021). What distinguishes TikTok f’rom ea’rlie’r platfo’rms is the speed and p’recision with which it delive’rs content tailo’red to individual psychological p’rofiles, making it exceptionally effective at ‘reinfo’rcing existing inte’rests and int’roducing new aspi’rations. Oma’r and Dequan (2020) obse’rved that TikTok content f’requently fo’reg’rounds popula’rity, ente’rtainment and lifestyle display, positioning it as a powe’rful p’romote’r of glamo’rous lifestyles and pe’rceptions of ‘rapid success among young use’rs.
Instag’ram, on the othe’r hand, is a photo and video sha’ring platfo’rm built a’round visual aesthetics and aspi’rational self-p’resentation. Djafa’rova and Rushwo’rth (2017) a’rgued that Instag’ram influence’rs occupy a cent’ral ‘role in shaping use’rs’ attitudes towa’rd consumption, lifestyle and self-p’resentation th’rough ca’refully cu’rated images. The platfo’rm’s design, which fo’reg’rounds visual appeal and ‘rewa’rds high engagement th’rough visibility, c’reates a st’ructu’ral incentive fo’r use’rs to po’rt’ray idealised ve’rsions of thei’r lives. Sheldon and B’ryant (2016) fu’rthe’r noted that Instag’ram’s emphasis on visual pe’rfection encou’rages the sp’read of glamo’rous and luxu’ry-focused content, ‘reinfo’rcing among followe’rs a sense that such lifestyles a’re both desi’rable and within ‘reach. Onwukwalonye, Onwude and Esinwoke (2022) found that 65.25% of female unde’rg’raduates in Enugu accessed thei’r Instag’ram accounts multiple times daily to follow celeb’rities p’romoting ideal body images, a patte’rn that extends logically to the consumption of wealth and lifestyle content.
Beyond TikTok and Instag’ram, the b’roade’r social media ecosystem includes platfo’rms such as Facebook, WhatsApp, YouTube and X, each cont’ributing in diffe’rent ways to the digital socialisation of Nige’rian youth. Kalu and Oke’reke (2025) su’rveyed use’rs in Abakaliki Met’ropolis and found that 84% of ‘respondents we’re unawa’re of Facebook’s specific monetisation p’rog’ramme s despite high levels of engagement, indicating that young Nige’rians inte’ract heavily with these platfo’rms without always unde’rstanding the comme ‘rcial and psychological mechanisms that gove’rn them. This st’ructu’ral lite’racy gap is pa’rticula’rly consequential when the platfo’rms in question a’re as behaviou’rally influential as TikTok and Instag’ram.
2.1.3 Concept of Glamorous Contents
Glamo’rous content ‘refe’rs to social media publications that po’rt’ray wealth, luxu’ry, beauty and elevated social status th’rough highly polished images, videos and na’r’ratives. In the context of TikTok and Instag’ram, glamo’rous content encompasses influence’r showcases of expensive fashion, designe’r accesso’ries, luxu’ry automobiles, exotic t’ravel destinations and ostentatious celeb’rations, all p’resented with the visual quality and na’r’rative cohe’rence necessa’ry to p’roject an image of aspi’rational living. Abidin (2016) noted that influence’rs intentionally cu’rate such content to appea’r aspi’rational and admi’rable, st’rategically deploying aesthetics of abundance to shape followe’rs’ desi’res and establish themselves as c’redible models of success.
The specific indices of glamo’rous content on TikTok and Instag’ram include lifestyle po’rt’rayals, luxu’ry and mate’rial display, fashion and beauty content and ‘relationship and social status signalling. On TikTok, c’reato’rs ‘regula’rly post videos showcasing apa’rtment tou’rs of fu’rnished high-’rise flats, unboxing of luxu’ry goods, display of multiple sma’rtphones and designe’r wea’rs, and footage f’rom exclusive ‘restau’rants and nightclubs. Instag’ram equivalents include p’rofessionally photog’raphed po’rt’raits beside luxu’ry vehicles, t’ravel posts f’rom Dubai and othe’r aspi’rational destinations and sponso’red lifestyle posts that blu’r the bounda’ry between authentic expe’rience and paid p’romotion. Onwukwalonye, Odoh and Onoh (2024) found that Enugu students a’re highly exposed to lifestyle posts that ‘reflect an exagge’rated standa’rd of living, a finding that confi’rms the specific ‘relevance of this content catego’ry to the population unde’r study.
The deceptive dimension of glamo’rous content is pa’rticula’rly significant fo’r unde’rg’raduates. Adeoye and Abdussalam (2026) concluded that social media platfo’rms like Instag’ram and TikTok no’rmalise unethical behaviou’r by glo’rifying mate’rial success and luxu’ry lifestyles as acceptable and ‘readily achievable paths to wealth. This no’rmalisation ope’rates not th’rough explicit endo’rsement of dishonest means but th’rough the systematic e’rasu’re of effo’rt, time and st’ruggle f’rom the na’r’ratives that successful-appea’ring influence’rs p’resent. When unde’rg’raduates consume content that po’rt’rays wealth as effo’rtless and imme diate, they a’re ‘receiving a p’rofoundly disto’rted map of the ‘relationship between labou’r and ‘rewa’rd.
Contempo’ra’ry Nige’rian glamo’rous content also inte’rsects with what schola’rs have identified as Hustle Kingdom cultu’re, a loosely o’rganised subcultu’re in which young people, p’redominantly male, t’rain each othe’r in tactics fo’r acqui’ring ‘rapid wealth th’rough inte’rnet f’raud, financial scams and othe’r ext’ralegal means. James (2025) uncove’red info’rmal netwo’rks t’raining teenage’rs in phishing sc’ripts and othe’r f’raud tactics amid Nige’ria’s economic difficulties, and BBC (2025) investigations into Hustle Kingdoms have documented how social media glamou’r functions as both the aspi’ration and the adve’rtisement fo’r these netwo’rks. Ugboaku and colleagues (2026) fu’rthe’r found, among 900 pa’rticipants in Asaba, a significant positive ‘relationship between involvement in the Hustle Kingdom subcultu’re and exp’ressions of ca’ree’r motivation, with males ‘repo’rting highe’r mean involvement, suggesting that this phenomenon has become a pe’rve’rse fo’rm of ent’rep’reneu’rial socialisation.
2.1.4 Concept of Get Rich Quick
The get ‘rich quick Synd’rome ‘refe’rs to the powe’rful psychological and social d’rive among young people to acqui’re substantial wealth in a comp’ressed timef’rame and th’rough means that bypass the conventional st’ructu’res of education, skill development and sustained legitimate employment. This synd’rome is not a new phenomenon in Nige’ria, but its contempo’ra’ry exp’ression has been d’ramatically amplified and t’ransfo’rmed by the ubiquity of glamo’rous social media content. Aliama, Eke, Nwanganga, Nwafo’r, Nweke and Oduma (2025) conducted a field su’rvey of 430 ‘respondents in South-East Nige’ria and found that t’raditional titles a’re now inc’reasingly g’ranted on the basis of wealth, c’reating social incentives that push youth towa’rd ‘rapid wealth acquisition th’rough any available means, including ‘ritual p’ractices associated with the Oke-ite money ‘ritual t’rend.
The synd’rome manifests among Nige’rian unde’rg’raduates th’rough a ‘range of behaviou’rs, including involvement in Yahoo-Yahoo inte’rnet f’raud, pa’rticipation in Ponzi schemes, engagement in hook-up cultu’re and financial speculation in volatile ma’rkets such as c’ryptocu’r’rency and fo’reign exchange t’rading. Omokhabi, Atoyebi and Omokhabi (2024) found that 81.4% of su’rveyed young adults st’rongly ag’reed that Yahoo-Yahoo is a c’riminal activity, yet this awa’reness has not dete’r’red pa’rticipation, suggesting that the pe’rceived ‘rewa’rds, p’rominently displayed on TikTok and Instag’ram, outweigh the pe’rceived mo’ral and legal ‘risks. Ojo and colleagues (2025) fu’rthe’r noted, citing EFCC data, that 60% of cybe’rc’rime suspects we’re unemployed, positioning economic dep’rivation as a st’ructu’ral condition that makes glamo’rous content pa’rticula’rly potent in d’riving get-’rich-quick behaviou’r.
The get ‘rich quick Synd’rome also inte’rsects with phenomena such as ‘rituals and money-fo’r-’rituals, colloquially known in Nige’rian youth pa’rlance as money ‘rituals. Obasi (2025) found that 100% of sampled ‘respondents we’re awa’re of Yahoo-Yahoo as an easy ‘route to wealth, with many associating it with ‘ritualistic acts. A’rum and Ejeh (2025) c’ritiqued the glo’rification of mate’rialism by influence’rs on Instag’ram and TikTok as a catalyst fo’r youth engagement in ‘ritual killings and inte’rnet f’raud. The synd’rome the’refo’re ‘rep’resents not me’rely a financial aspi’ration but a complex social pathology with mo’ral, c’riminal and spi’ritual dimensions that a’re uniquely visible and u’rgent within Nige’rian unde’rg’raduate communities.
Kalu, Oke’reke and colleagues (2025) identified pee’r p’ressu’re with a g’roup mean of 3.48 and the cultu’re of instant g’ratification with a mean of 3.38 as the p’rima’ry facto’rs d’riving financially ‘risky quick-wealth behaviou’rs among male unde’rg’raduates at the Unive’rsity of Nige’ria, Nsukka. These findings establish that the get ‘rich quick Synd’rome is not simply an individual psychological phenomenon but is embedded in pee’r cultu’re, social compa’rison and the institutional envi’ronment of the Nige’rian unive’rsity, making it a st’ructu’ral p’roblem that demands institutional ‘responses.
2.1.5 Glamorous Contents: An Index of the Get Rich Quick
The ‘relationship between glamo’rous content on TikTok and Instag’ram and the get ‘rich quick Synd’rome is not me’rely co’r’relational but constitutive; that is to say, glamo’rous content does not simply ‘reflect p’re-existing desi’res fo’r ‘rapid wealth but actively p’roduces and sustains them. Uzoji and Ridwan (2025) highlighted that society has become so tho’roughly monetised in its value system that innocent youth inc’reasingly ‘reso’rt to c’rime and unethical wo’rk to be celeb’rated, a dynamic that social media glamou’r both documents and accele’rates. Fasiku and Mohamme d (2025) fu’rthe’r obse’rved that the ‘rise of influence’r cultu’re has c’reated a widesp’read pe’rception that success is attainable without significant effo’rt, patience o’r pe’rseve’rance, effectively devaluing the wo’rk ethic upon which legitimate wealth c’reation depends.
When unde’rg’raduates sc’roll th’rough TikTok and Instag’ram and encounte’r influence’rs d’riving Cybe’rt’rucks, wea’ring Balenciaga, holidaying in Maldives and casually displaying bundles of cash, they a’re ‘receiving not me’rely aspi’rational ente’rtainment but a fo’rm of socialisation that ‘reconfigu’res thei’r unde’rstanding of success, time and effo’rt. Ihe’rue (2025) demonst’rated that exposu’re to the soft life cultu’re on these platfo’rms has shifted youth value o’rientations decisively towa’rd mate’rialism. Okunima and Ikenyei (2025) fu’rthe’r found, using t-test statistics with a t-value of 4.01, that the get-’rich-quick mentality di’rectly affects the consumption habits and ‘reckless lifestyles of ove’r 65% of young individuals. These findings collectively establish glamo’rous content as not me’rely an aesthetic phenomenon but a behaviou’ral one with measu’rable consequences fo’r unde’rg’raduate populations.
2.2 Empirical Review
Empi’rical investigations ac’ross dive’rse national and ‘regional contexts have consistently documented the capacity of glamo’rous and mate’rialistic social media content to ‘reshape youth aspi’rations, e’rode academic commitment and d’rive behaviou’ral o’rientations towa’rd the ‘rapid acquisition of wealth. 
Nwafo’r and Nnaemeka (2023) studied TikTok platfo’rm usage among unive’rsity unde’rg’raduates in Nige’ria with the objectives of dete’rmining patte’rns of usage, identifying g’ratifications sought and establishing the ‘relationship between usage intensity and attitude fo’rmation. The population comp’rised unde’rg’raduate students d’rawn f’rom multiple unive’rsities, and a sample was identified using a st’ructu’red app’roach. The methodology was su’rvey-based, ‘relying on a self-administe’red questionnai’re as the p’rima’ry inst’rument, with f’requency dist’ribution and pe’rcentage analysis employed fo’r data inte’rp’retation. The study found that 84% of ‘respondents we’re heavy TikTok use’rs spending ove’r five hou’rs daily on the platfo’rm, d’riven p’rincipally by ente’rtainment and social compa’rison motivations. This finding is ge’rmane to the p’resent study because it establishes the shee’r volume of exposu’re that unde’rg’raduates have to TikTok content, exposu’re that inevitably encompasses the glamo’rous lifestyle content at the cent’re of this inqui’ry.
P’roceeding f’rom individual usage patte’rns to b’roade’r institutional impacts, Onwukwalonye, Odoh and Wogu (2024) examined the influence of TikTok usage on sustainable quality education and students’ academic pe’rfo’rmance among unde’rg’raduates in Enugu Met’ropolis. The study sampled students f’rom GOUNI and sought to establish whethe’r TikTok engagement ca’r’ried measu’rable academic consequences. A questionnai’re se’rved as the p’rima’ry data collection inst’rument, and desc’riptive statistics alongside infe’rential tools we’re used to analyse the data. Findings indicated a negative co’r’relation between TikTok usage and academic success, as students devoted significant time to the application ‘rathe’r than to study. The ‘relevance of this study to the p’resent wo’rk lies in its institutional specificity, situating TikTok influence di’rectly within the GOUNI community that fo’rms pa’rt of the p’resent study’s ‘resea’rch population.
Udechukwu, Udengwu and Ojonta (2026) unde’rtook an investigation into social media exposu’re, youth cultu’re and the get ‘rich quick Synd’rome among Nige’rian unde’rg’raduates, with the Unive’rsity of Nige’ria, Nsukka as its p’rima’ry institutional focus. The objectives we’re to dete’rmine the p’revalence of quick-wealth content consumption and to establish whethe’r a statistically significant ‘relationship existed between such consumption and get-’rich-quick o’rientations. Using a su’rvey design and questionnai’re inst’rument with chi-squa’re analysis, the study found that 83.3% of students encounte’red quick-wealth content on Instag’ram and TikTok, and a statistically significant link was established with a chi-squa’re value of 42.216 at p less than 0.001. This study is di’rectly ‘relevant to the p’resent ‘resea’rch because it p’rovides the closest empi’rical p’recedent fo’r the specific ‘resea’rch question being investigated, and its UNN population sha’res demog’raphic and institutional cha’racte’ristics with the GOUNI and UNEC populations unde’r study he’re.
Doka, Tafida and Alhassan (2025) explo’red the impact of social va’riables on the p’rediction of get ‘rich quick Synd’rome among Nige’rian youths. The study sought to identify which social facto’rs most powe’rfully p’redicted GRQS and to dete’rmine the ‘role of social media exposu’re among those facto’rs. The methodology adopted a quantitative su’rvey design with a st’ructu’red questionnai’re administe’red to a pu’rposively selected population, and ‘reg’ression analysis was used to assess the p’redictive ‘relationships. It was found that constant exposu’re to ostentatious lifestyles on social media fuels the despe’rate desi’re to attain sudden wealth, and that many youths equate self-wo’rth exclusively with online visibility and financial success. This study st’rengthens the theo’retical f’ramewo’rk of the p’resent wo’rk by empi’rically demonst’rating that social media glamou’r ope’rates as a di’rect social va’riable in the p’roduction of get-’rich-quick o’rientations.
Aboh, Ngele, Okom and Amoke (2025) investigated the impact of cybe’rc’rime glamo’risation on the educational development of Nige’rian youths, f’raming it within conce’rns about national development. The study sampled 367 youth ‘respondents and employed a su’rvey design with questionnai’re and statistical analysis including Pea’rson co’r’relation. The findings ‘revealed a significant negative co’r’relation of ‘r equal to negative 0.421 at p less than 0.001 between exposu’re to online glamo’rised cybe’rc’rime content and the pe’rceived value of education. The study the’refo’re established that glamo’rous content associated with ill-gotten wealth does not me’rely alte’r spending aspi’rations but fundamentally devalues education as an institution in the minds of those most heavily exposed. This finding has p’rofound implications fo’r the p’resent study’s conce’rn with how glamo’rous content ‘reshapes unde’rg’raduates’ attitudes towa’rd thei’r own education.
Adeoye and Abdussalam (2026) conducted an explo’rato’ry study of the disposition of Muslim youths towa’rd the get ‘rich quick Synd’rome in Nige’ria. The objectives we’re to dete’rmine the p’revalence of GRQS-’related attitudes and to assess the ‘role of social media platfo’rms in p’roducing those attitudes. The methodology was qualitative and explo’rato’ry in natu’re, d’rawing on inte’rviews and seconda’ry data, and the findings we’re analysed thematically. The study concluded that social media platfo’rms like Instag’ram and TikTok no’rmalise unethical behaviou’r by glo’rifying mate’rial success and luxu’ry lifestyles as legitimate pathways to wealth. This study’s ‘relevance to the p’resent wo’rk lies in its di’rect theo’retical alignment; the mechanism it identifies, no’rmalisation th’rough ‘repeated exposu’re to glamo’rous content, mi’r’ro’rs p’recisely the Social Lea’rning Theo’ry f’ramewo’rk upon which the p’resent study is ancho’red.
Ihe’rue (2025) investigated the e’rosion of values in Nige’ria and the influence of social media on contempo’ra’ry Nige’rian youth, with pa’rticula’r attention to the ‘role of Instag’ram and TikTok in ‘reshaping mo’ral o’rientations. The study used a mixed-methods app’roach that combined su’rvey data with content analysis of social media posts, and data we’re analysed using both quantitative and qualitative techniques. The ‘resea’rche’r found that exposu’re to sexualised content and soft life cultu’re on these platfo’rms had decisively shifted youth value o’rientations towa’rd mate’rialism and deviant behaviou’rs. This study is ‘relevant to the p’resent ‘resea’rch because it establishes the value e’rosion dimension of glamo’rous content exposu’re, contextualising the get ‘rich quick Synd’rome not me’rely as an economic aspi’ration but as a symptom of deepe’r cultu’ral and mo’ral diso’rientation d’riven by social media content.
Omokhabi, Atoyebi and Omokhabi (2024) analysed young adults’ engagement in cybe’r-c’riminal activities in Nige’ria. The study’s objectives we’re to establish the p’revalence of cybe’rc’rime pa’rticipation and to identify the motivational facto’rs most st’rongly associated with it. A su’rvey design was adopted, with a st’ructu’red questionnai’re administe’red to a sample of young adults; statistical analysis included f’requency tables and pe’rcentages. Statistics ‘revealed that 81.4% of ‘respondents st’rongly ag’reed that Yahoo-Yahoo is a c’riminal activity involving the use of online applications to acqui’re wealth without st’ress. Despite this awa’reness, pa’rticipation ‘rates ‘remained t’roubling, indicating that the aspi’rational models displayed on glamo’rous social media platfo’rms exe’rt a pull that ove’r’rides mo’ral awa’reness. This finding is pa’rticula’rly ‘relevant to the p’resent study because it illust’rates the behaviou’ral consequences of the glamo’rous content-d’riven aspi’rations that the study seeks to examine.
Aliama et al (2025) unde’rtook a field su’rvey of 430 ‘respondents in South-East Nige’ria to examine the get ‘rich quick Synd’rome among contempo’ra’ry Igbo youth, with specific attention to the Oke-ite money ‘ritual phenomenon. The study employed a quantitative su’rvey methodology with a questionnai’re inst’rument and analysed data using desc’riptive statistics. Findings ‘revealed that t’raditional titles a’re now g’ranted p’rima’rily on the basis of wealth, d’riving youth towa’rd ‘rapid wealth acquisition th’rough any available means, including ‘ritual p’ractices. The b’roade’r significance of this study fo’r the p’resent wo’rk is its documentation of how glamo’rous content-d’riven wealth aspi’rations inte’ract with p’re-existing cultu’ral st’ructu’res, p’roducing hyb’rid exp’ressions of the get ‘rich quick Synd’rome that a’re uniquely ‘rooted in the South-East Nige’rian sociocultu’ral context in which both GOUNI and UNEC a’re situated.
Kpae (2026) assessed the impact of social media on youth involvement in c’riminal activities in Nige’ria, synthesising data f’rom 2020 to 2025. The study objectives we’re to document the scale of social media-linked c’riminal socialisation and to identify the mechanisms th’rough which social media facilitates c’riminal engagement. A systematic ‘review methodology was employed, d’rawing on both p’rima’ry su’rvey data and seconda’ry sou’rces, with thematic analysis applied to the findings. The study highlighted that social media platfo’rms function as vecto’rs fo’r c’riminal socialisation, with nine in ten child’ren facing online ‘risks by 2025. This finding fo’reg’rounds the scale and u’rgency of the p’roblem that the p’resent study situates within the specific institutional context of Enugu Met’ropolis unive’rsities.
Chukwudi, Ngozi and Amaechi (2025) investigated social media and financial lite’racy among select youth in Abakaliki Met’ropolis, Ebonyi State. The objectives we’re to assess youth financial lite’racy levels and to dete’rmine thei’r p’rima’ry sou’rces of financial guidance. A su’rvey design was used, with questionnai’re administ’ration to a sample of youth ‘respondents and data analysis via desc’riptive statistics and co’r’relation. Results ‘revealed that 61 to 66% of youths had low financial lite’racy, yet 60% ‘relied on TikTok and Instag’ram Reels fo’r financial guidance despite the high scam ‘risks associated with this p’ractice. This study is ‘relevant to the p’resent wo’rk because it illuminates the pa’radox that unde’rg’raduates who a’re most financially vulne’rable a’re simultaneously the most ‘reliant on the ve’ry platfo’rms that most agg’ressively p’romote glamo’rous and un’realistic wealth content.
Chinweuba, Ogbuabo’r and O’rji (2025) su’rveyed 44,152 unde’rg’raduates in Enugu State to examine pee’r influence and social netwo’rking as co’r’relates of inte’rnet use. The objectives we’re to dete’rmine whethe’r pee’r influence and social netwo’rking significantly p’redicted patte’rns of inte’rnet use and to assess the implications fo’r academic and social development. A la’rge-scale quantitative su’rvey was conducted, with a st’ructu’red questionnai’re and ‘reg’ression analysis employed. The study concluded that pee’r influence and social netwo’rking a’re significant facto’rs p’redisposing students to ino’rdinate inte’rnet use. This finding is pa’rticula’rly valuable fo’r the p’resent study because it situates glamo’rous content consumption within the pee’r cultu’re that sustains and amplifies it; unde’rg’raduates do not consume glamo’rous content in isolation but within social netwo’rks that validate, discuss and ‘reinfo’rce the aspi’rations it gene’rates.
Agwu, Asatsa and Egunjobi (2025) examined the p’revalence of online social compa’rison among unde’rg’raduate unive’rsity students in Abia State. The study sought to establish how widesp’read social compa’rison behaviou’r was among unde’rg’raduates and to identify its psychological co’r’relates. A su’rvey design was adopted with questionnai’re administ’ration and desc’riptive statistical analysis. Statistics indicated that 56.6% of pa’rticipants had mode’rate to high p’revalence of online social compa’rison, with a total ave’rage ac’ross dimensions of 2.46. The study connects di’rectly to the Social Lea’rning Theo’ry f’ramewo’rk unde’rgi’rding the p’resent ‘resea’rch, as social compa’rison is the psychological mechanism th’rough which glamo’rous content t’ransfo’rms f’rom passive ente’rtainment into active aspi’ration and, ultimately, into behaviou’ral o’rientation.
Onwukwalonye, Odoh and Onoh (2024) investigated the influence of Instag’ram lifestyle posts on mental health behaviou’r among young Instag’ram use’rs in Enugu Met’ropolis. The study adopted a su’rvey design, administe’red a questionnai’re to a pu’rposively selected sample of Instag’ram use’rs and analysed data using f’requency tables, pe’rcentages and co’r’relation. The study found that Enugu students a’re highly exposed to lifestyle posts ‘reflecting an exagge’rated standa’rd of living that p’romotes downwa’rd self-social compa’rison. The study’s Enugu-specific sample and its focus on lifestyle post consumption make it among the most di’rectly ‘relevant antecedent studies fo’r the p’resent ‘resea’rch, confi’rming that the glamo’rous content dynamics being investigated a’re not hypothetical but documentably p’resent in the specific geog’raphic and institutional envi’ronment of this inqui’ry.
Olaimolu and colleagues (2025) examined Instag’ram use, mental health and addictive behaviou’r among unde’rg’raduates in Southwest Nige’ria. A mixed-methods app’roach combined quantitative su’rvey data with qualitative inte’rviews, and analysis involved both statistical tools and thematic coding. Qualitative data ‘revealed that the inability to cont’rol Instag’ram use is associated with st’ress and anxiety, with ‘reinfo’rcement f’rom likes c’reating a cycle of addictive c’ravings. This finding is significant because it identifies a compulsive dimension to Instag’ram engagement that makes delibe’rate, c’ritical consumption of glamo’rous content pa’rticula’rly difficult fo’r unde’rg’raduates who a’re al’ready psychologically d’rawn into platfo’rms designed to maximise thei’r engagement time.
Ezema-Kalu (2024) examined the effect of the get ‘rich quick Synd’rome on the aspi’rations of seconda’ry school students in Nige’ria. The study’s objectives we’re to assess how deeply GRQS has penet’rated student aspi’ration st’ructu’res and to dete’rmine its ‘relationship with attitudes towa’rd deceit and dishonesty. A su’rvey design was used with a st’ructu’red questionnai’re, and data we’re analysed using desc’riptive statistics. The study found that students a’re b’roadly disposed to seeking wealth at any cost, with 59% st’rongly ag’reeing that deceit is a co’re activity within the get ‘rich quick. Although the study population was seconda’ry school students ‘rathe’r than unde’rg’raduates, its findings a’re highly ‘relevant because they establish the attitudinal baseline that students b’ring into unive’rsity, making them pa’rticula’rly susceptible to the fu’rthe’r ‘reinfo’rcement that glamo’rous social media content p’rovides.
Uzoji and Ridwan (2025) examined the menace of the get ‘rich quick Synd’rome among Nige’rian youth and p’roposed social studies education as a f’ramewo’rk fo’r changing the na’r’rative. The study used a qualitative documenta’ry analysis app’roach to examine the st’ructu’ral and cultu’ral ‘roots of GRQS and to evaluate the potential of educational inte’rventions. The ‘resea’rche’rs highlighted that society has monetised its value system so tho’roughly that innocent youth a’re d’riven to ‘reso’rt to c’rime and unethical conduct to gain social celeb’ration. This study en’riches the p’resent ‘resea’rch by contextualising the get ‘rich quick Synd’rome within a b’roade’r cultu’ral economy in which glamo’rous social media content functions as both the symptom and the accele’rant of a society that has elevated wealth display above all othe’r ma’rke’rs of human wo’rth.
Ojo and colleagues (2025) investigated the social and economic d’rive’rs of cybe’rc’rime in Osogbo, Osun State. The study sought to identify the p’rima’ry st’ructu’ral and individual facto’rs associated with cybe’rc’rime involvement among young Nige’rians, d’rawing on EFCC data and p’rima’ry su’rvey ‘responses. A quantitative su’rvey design was employed, with statistical analysis including f’requency dist’ribution and pe’rcentage tables. The EFCC data cited in the study showed that 60% of cybe’rc’rime suspects we’re unemployed, establishing that economic ha’rdship and social media glamo’risation ope’rate togethe’r as co-constitutive d’rive’rs of illegal wealth-seeking behaviou’r. This st’ructu’ral dimension of the get ‘rich quick, the inte’rsection of economic dep’rivation and aspi’rational content, is cent’ral to unde’rstanding why the phenomenon is pa’rticula’rly acute in unive’rsity envi’ronments whe’re students expe’rience acute financial p’ressu’re alongside intense social media exposu’re.
James (2025) investigated financial scam vulne’rability among seconda’ry students exposed to social media use and the development of f’raudulent behaviou’r in Delta State. The study used a su’rvey design, ta’rgeting school students and using questionnai’re data analysed with desc’riptive and infe’rential statistics. The ‘resea’rche’r uncove’red info’rmal f’raud netwo’rks known as Hustle Kingdoms that t’rain teenage’rs in tactics including phishing sc’ripts, positioned within a national context of 33% inflation that makes legitimate income pathways appea’r slow and inadequate by compa’rison with the glamo’rous wealth displays on social media. The study is ‘relevant to the p’resent wo’rk because it documents the pipeline between glamo’rous content exposu’re, aspi’ration fo’rmation and active ‘rec’ruitment into f’raudulent netwo’rks, a pipeline that ope’rates with pa’rticula’r intensity within unive’rsity communities.
Olabamiji and Aliagan (2025) investigated the impact of social media influence’rs on knowledge, attitudes and p’ractices ‘rega’rding betting among unive’rsity unde’rg’raduates in Kwa’ra State. The study used a quantitative su’rvey design with a questionnai’re inst’rument and employed Pea’rson co’r’relation and ‘reg’ression analysis. Statistical tests established a st’rong mode’rate positive co’r’relation of ‘r equal to 0.533 at p less than 0.001 between f’requent exposu’re to influence’r betting content and actual p’roblematic youth betting behaviou’r. While the specific behaviou’r examined in this study is betting ‘rathe’r than gene’ral get ‘rich quick, the mechanism it identifies, influence’r content d’riving impulsive financial ‘risk-taking among unde’rg’raduates, maps p’recisely onto the dynamics the p’resent study investigates. The finding ‘reinfo’rces the a’rgument that glamo’rous content functions as a behaviou’ral d’rive’r and not me’rely an attitudinal influence.
Dike, Ibeh and E’rnest-Samuel (2024) examined the impact of social media use, age and gende’r on the academic pe’rfo’rmance of teenage unde’rg’raduates in Imo State. The study’s objectives we’re to dete’rmine whethe’r social media use, cont’rolling fo’r age and gende’r, ca’r’ried a measu’rable negative effect on academic outcomes. A quantitative su’rvey design was adopted with questionnai’re administ’ration and multiple ‘reg’ression analysis. The study found a positive link between unchecked social media activities and academic deficiencies among unde’rg’raduates, noting that social media use’rs composed 16.2% of the enti’re population p’rio’r to 2024. This study ‘reinfo’rces the p’resent ‘resea’rch’s a’rgument that glamo’rous content on social media ‘rep’resents not only a financial aspi’ration p’roblem but an academic c’risis, insofa’r as the time and psychological ene’rgy devoted to social media consumption displaces the focus and effo’rt that academic excellence demands.
2.3 Theoretical Framework
This study is ancho’red on the Social Lea’rning Theo’ry p’ropounded by Albe’rt Bandu’ra in 1977, supplemented by Robe’rt Me’rton’s St’rain Theo’ry (1938). Togethe’r, these theo’ries illuminate complementa’ry dimensions of how glamo’rous TikTok and Instag’ram content influences the get ‘rich quick Synd’rome among unde’rg’raduates in Enugu Met’ropolis.
Bandu’ra’s Social Lea’rning Theo’ry posits that individuals lea’rn behaviou’rs, attitudes and aspi’rations not only th’rough di’rect expe’rience but p’rima’rily th’rough the obse’rvation and imitation of othe’rs, pa’rticula’rly models pe’rceived as successful, p’restigious o’r socially ‘rewa’rded. The theo’ry emphasises fou’r inte’rlocking p’rocesses: attention, ‘retention, ‘rep’roduction and motivation. When obse’rve’rs attend to a model’s behaviou’r, ‘retain it in memo’ry, possess the capability to ‘rep’roduce it and a’re motivated by the anticipated ‘rewa’rds, imitation becomes highly p’robable. Bandu’ra (2001) extended this to mass communication, demonst’rating that media figu’res influence audience behaviou’r when thei’r actions appea’r ‘rewa’rding and socially desi’rable, ope’rating th’rough the subtle modelling of aspi’rations, values and self-conceptions. Applying this to the p’resent study, unde’rg’raduates at GOUNI and UNEC who a’re f’requently exposed to glamo’rous content on TikTok and Instag’ram a’re ‘repeatedly p’resented with models of conspicuous wealth. The influence’rs and content c’reato’rs who populate these platfo’rms function as high-p’restige, high-visibility models whose pe’rceived success appea’rs immediate and effo’rtless. Th’rough obse’rvational lea’rning, these unde’rg’raduates inte’rnalise the values and behaviou’ral no’rms associated with glamo’rous content, pa’rticula’rly the conviction that wealth is ‘rapidly attainable and constitutes the p’rima’ry ma’rke’r of social wo’rth.
Me’rton’s St’rain Theo’ry (1938) complements the Social Lea’rning Theo’ry by accounting fo’r the st’ructu’ral conditions that amplify the desi’re fo’r ‘rapid wealth. Me’rton a’rgued that when a society places eno’rmous cultu’ral emphasis on financial success while failing to p’rovide adequate legitimate means fo’r all membe’rs to achieve it, a condition of anomie ‘results, and individuals ‘respond by seeking illegitimate o’r innovative pathways to the cultu’rally valo’rised goal. The Nige’rian context maps p’recisely onto these conditions: unde’rg’raduates inhabit a society that glo’rifies wealth as the sup’reme social good—a glo’rification d’ramatically amplified by glamo’rous content on TikTok and Instag’ram—while simultaneously offe’ring unemployment ‘rates above 30%, inflation that e’rodes pu’rchasing powe’r and limited pathways to financial success.
The ‘relevance of these theo’ries to the p’resent study lies in thei’r combined explanato’ry powe’r. Social Lea’rning Theo’ry explains the mechanism by which students model thei’r aspi’rations on the wealth displays of digital influence’rs, while St’rain Theo’ry accounts fo’r the st’ructu’ral conditions that amplify these aspi’rations into active behaviou’ral dispositions. Togethe’r, the theo’ries equip this study to link exposu’re, attitude fo’rmation and the get ‘rich quick Synd’rome in a cohe’rent analytical f’ramewo’rk.




CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
This chapte’r outlines the systematic p’rocedu’res and scientific methods adopted fo’r the collection, analysis and inte’rp’retation of data in this study. The chapte’r is o’rganised into nine sections cove’ring the ‘resea’rch design, population of the study, sample size dete’rmination, sampling technique, desc’ription of the ‘resea’rch inst’rument, validity and ‘reliability of the inst’rument, method of data collection and method of data analysis. The choices outlined he’rein a’re di’rectly aligned with the study’s objectives and ‘resea’rch questions, which seek to examine the influence of TikTok and Instag’ram glamo’rous content on the get ‘rich quick Synd’rome among unde’rg’raduates in Enugu Met’ropolis. The methodological decisions ‘reflect the natu’re of the ‘resea’rch p’roblem, the cha’racte’ristics of the ta’rget population and the type of data ‘requi’red to answe’r the ‘resea’rch questions. Each section p’resents not only the method adopted but also the justification fo’r that choice, the’reby ensu’ring t’ranspa’rency and ‘replicability. The su’rvey design was selected because it is the most app’rop’riate app’roach fo’r measu’ring audience exposu’re, attitudinal effects and media influence ac’ross a la’rge and dispe’rsed population of unde’rg’raduate students ac’ross two unive’rsities in Enugu Met’ropolis.
3.1 Research Design
This study adopted a su’rvey ‘resea’rch design, which is b’roadly ‘rega’rded as the most app’rop’riate design fo’r studies seeking to measu’re audience exposu’re, attitudinal effects and media influence ac’ross a la’rge numbe’r of ‘respondents. The su’rvey design is pa’rticula’rly well-suited to the p’resent study because it enables the ‘resea’rche’r to systematically assess unde’rg’raduates’ exposu’re to TikTok and Instag’ram glamo’rous content, dete’rmine thei’r ‘reactions to that content and examine the extent to which such exposu’re p’romotes the desi’re to acqui’re wealth quickly.
3.2 Population of the Study
The population of this study comp’rised all unde’rg’raduate students cu’r’rently en’rolled at Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC), both situated in Enugu Met’ropolis, Enugu State. Nwosu (2015) defined a ‘resea’rch population as the total agg’regate of all units o’r elements that sha’re at least one cha’racte’ristic ‘relevant to the ‘resea’rch p’roblem and f’rom which ‘resea’rch conclusions will be gene’ralised. The two institutions we’re selected because they ‘rep’resent the p’rivate and public unive’rsity secto’rs within Enugu Met’ropolis and collectively host a la’rge population of unde’rg’raduates who a’re active use’rs of social media platfo’rms, pa’rticula’rly TikTok and Instag’ram. The total population fo’r this study was 14,711 students, comp’rising 11,739 unde’rg’raduates f’rom UNEC and 2,972 unde’rg’raduates f’rom GO Unive’rsity (School ‘reco’rds, 2026).
3.3 Sample Size
Given the total study population of 14,711 students, comp’rising 2,972 unde’rg’raduates f’rom GOUNI and 11,739 unde’rg’raduates f’rom UNEC, a sample size of 375 ‘respondents was dete’rmined using the Aust’ralian calculato’r fo’r sample size calculation at a 95% confidence level and a ma’rgin of e’r’ro’r of 0.05. The 375 questionnai’res we’re p’ropo’rtionally dist’ributed ac’ross the two institutions and thei’r ‘respective selected faculties and depa’rtments on the basis of each institution’s sha’re of the total population.
[image: ]
The’refo’re, 375 ‘respondents we’re studied fo’r this wo’rk. 
3.4 Sampling Technique
This study employed a multi-stage sampling technique to select ‘respondents f’rom the total population at GOUNI and UNEC. Obayi, Ano’rue, Onyebuchi(2018) desc’ribed multi-stage sampling as a p’rocedu’re in which the ‘resea’rche’r p’rog’ressively na’r’rows the sampling f’rame th’rough successive stages, each employing a specific selection method, until individual ‘respondents a’re identified. This technique was deemed app’rop’riate fo’r the p’resent study because of the la’rge and st’ructu’rally complex population dist’ributed ac’ross two unive’rsities, multiple faculties and nume’rous depa’rtments.
Stage 1: The ‘resea’rche’r in the fi’rst stage cluste’red the faculties and depa’rtments in both GOU and UNEC.
	University
	Faculty

	Godf’rey Okoye Unive’rsity
	Compute’r Science 
College of Medicine 
Faculty of Management & Social Sciences
Faculty of Law
Faculty of Natu’ral Sciences and Envi’ronmental Studies
Faculty of Education
Faculty of A’rts

	Unive’rsity of Nige’ria Enugu
	Faculty of Law
Faculty of Business Administ’ration
Faculty of Basic Medical Sciences
Faculty of Health Sciences and Technology
Faculty of Envi’ronmental Studies
Faculty of Clinical Sciences 


Stage 2: f’rom each of these faculties, the ‘resea’rche’r selected one depa’rtment each to se’rve as ‘rep’resentativeness of the enti’re unive’rsity.
	
University
	Faculty
	Selected Department

	Godf’rey Okoye Unive’rsity
	Faculty of Management & Social Sciences
	Mass Communication

	
	College of Medicine
	Medicine and Su’rge’ry

	
	Compute’r Science
	Softwa’re

	
	Faculty of Law
	Law

	
	Faculty of Natu’ral Sciences and Envi’ronmental Studies
	Envi’ronmental Studies

	
	Faculty of Education
	Education

	
	Faculty of A’rts
	A’rts

	Unive’rsity of Nige’ria, Enugu
	Faculty of Law
	Law

	
	Faculty of Business Administ’ration
	Management

	
	Faculty of Basic Medical Sciences
	Physiology

	
	Faculty of Health Sciences and Technology
	Nu’rsing

	
	Faculty of Envi’ronmental Studies
	U’rban and Regional Planning

	
	Faculty of Clinical Sciences
	Medicine and Su’rge’ry


Stage 3: Using the non-p’ropo’rtionate sampling technique, the ‘resea’rche’r dist’ributed 375 copies of the questionnai’re to only students who consistently use social media. The ‘resea’rche’r divided 375 by the 13 depa’rtments selected. Total 375 ÷ 13 = 28.8. The’refo’re, app’roximately 29 copies of the questionnai’re we’re dist’ributed to each of the 13 depa’rtments.
Stage 4: Within each of the 13 selected depa’rtments, the ‘resea’rche’r used convenience sampling to dist’ribute the questionnai’res to ‘readily available and willing unde’rg’raduate students who we’re identified as consistent use’rs of TikTok and Instag’ram. This app’roach ensu’red that only students who met the study’s c’rite’ria of active social media engagement we’re included in the sample.
3.5 Description of Research Instrument
The p’rima’ry inst’rument fo’r data collection in this study was a st’ructu’red questionnai’re which was divided into two sections. Section A contained demog’raphic questions designed to elicit backg’round info’rmation about ‘respondents, including age, gende’r, institution and level of study. Section B contained items di’rectly add’ressing the fou’r ‘resea’rch questions, measu’red on a fou’r-point Like’rt scale with ‘response options of St’rongly Ag’ree, Ag’ree, Disag’ree and St’rongly Disag’ree. The fou’r-point scale was selected to eliminate the tendency towa’rd neut’ral ‘responses that a five-point scale can encou’rage, the’reby gene’rating mo’re decisive and analytically useful data.
3.6 Validity of the Research Instrument
The validity of the ‘resea’rch inst’rument was established th’rough face validity. Copies of the questionnai’re we’re submitted to the study supe’rviso’r and two othe’r academic expe’rts in ‘resea’rch methodology and mass communication studies. Thei’r feedback was used to assess whethe’r each item was clea’rly wo’rded, conceptually app’rop’riate and aligned with the specific objectives and ‘resea’rch questions of the study. Necessa’ry ‘revisions we’re made based on the expe’rts’ ‘recomme ndations befo’re the inst’rument was finalised fo’r administ’ration.
3.7 Reliability of the Research Instrument
The ‘reliability of the inst’rument was dete’rmined th’rough a pilot study conducted outside the main study population. The questionnai’re was administe’red to a small g’roup of 20 unde’rg’raduate students f’rom Enugu State Unive’rsity of Science and Technology (ESUT), which is not included in the study population. The ‘responses obtained f’rom the pilot administ’ration we’re subjected to C’ronbach’s Alpha ‘reliability analysis to assess inte’rnal consistency ac’ross the inst’rument’s items. A C’ronbach’s Alpha coefficient of 0.78 was obtained, which was deemed satisfacto’ry and sufficient to confi’rm the inst’rument’s ‘reliability fo’r the pu’rposes of the main study.
3.8 Method of Data Collection
Data fo’r this study we’re collected th’rough the pe’rsonal administ’ration of the st’ructu’red questionnai’re to ‘respondents within the campuses of GOUNI and UNEC. The ‘resea’rche’r, assisted by a t’rained ‘resea’rch assistants, dist’ributed and ‘ret’rieved the questionnai’res di’rectly, ensu’ring a high ‘response ‘rate and enabling on-the-spot cla’rification of any items that ‘respondents found ambiguous. This di’rect administ’ration app’roach was selected to maximise the p’ropo’rtion of completed and usable questionnai’res ‘retu’rned.
3.9 Method of Data Analysis
Data collected th’rough the questionnai’re we’re analysed using desc’riptive statistical methods, including f’requency tables, pe’rcentages and mean sco’res. These methods we’re used to answe’r each of the fou’r ‘resea’rch questions by p’resenting the dist’ribution of ‘responses ac’ross the Like’rt scale options and computing mean sco’res to dete’rmine the cent’ral tendency of ‘responses fo’r each item. The hypothesis fo’rmulated fo’r the study was tested using the Mean Analysis. 

CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS
4.0	Introduction
He’re, the ‘resea’rche’r p’resented and analyzed the questionnai’re used in the data collection of the study on exposu’re to glamo’rous content on TikTok and Instag’ram and its influence on the desi’re fo’r quick Synd’rome among unde’rg’raduates at Godf’rey Okoye Unive’rsity and the Unive’rsity of Nige’ria, Enugu Campus.
Decision Rule:
Any item o’r cluste’r with a mean sco’re equal to o’r above 2.50 is accepted (null hypothesis ‘rejected), while any item o’r cluste’r with a mean sco’re below 2.50 is ‘rejected (null hypothesis upheld).
4.1 Data Presentation and Analysis
The data p’resentation and analysis was done using the quantitative method. The ‘resea’rche’r dist’ributed th’ree hund’red and seventy five (375) to ‘respondents howeve’r we’re ‘ret’rieved but only 370 we’re found usable fo’r analysis, ‘rep’resenting a 98.67% ‘ret’rieval ‘rate. 5 ‘responses ‘rep’resenting 1.33% we’re deemed invalid due to incomplete ‘responses o’r imp’rope’rly ma’rked items.


4.2 Analysis of Demographic Data
Data gathe’red f’rom the ‘respondents a’re p’resented in this section. 
Table 4.1: Age Distribution    (n = 370)
	Age Range
	Frequency
	Percentage (%)

	16-20
	142
	38.4

	21-25
	168
	45.4

	26-30
	43
	11.6

	31-35
	17
	4.6

	Total
	370
	100


Table 4.1 The study analyzed the ‘respondents acco’rding to thei’r age dist’ribution which ‘revealed that the majo’rity of the ‘respondents we’re between the ages of 21 to 25 yea’rs, with 168 ‘respondents amounting to 45.4%.

Table 4.2: Gender Distribution (n = 370)
	Gender
	Frequency
	Percentage (%)

	Male
	176
	47.6

	Female
	194
	52.4

	Total 
	370
	100


Table 4.2 The study analyzed the ‘respondents acco’rding to thei’r gende’r which ‘revealed that the majo’rity of the ‘respondents we’re female, with 194 ‘respondents amounting to 52.4%.

Research Question One: To what extent are the undergraduates in Godfrey Okoye University (GOUNI) and University of Nigeria, Enugu Campus (UNEC) exposed to glamorous content on TikTok and Instagram?
To answe’r this ‘resea’rch question, items 4 to 8 of the questionnai’re we’re used. The c’rite’rion mean fo’r this study is 2.50. Any item o’r cluste’r with a mean sco’re equal to o’r above 2.50 is accepted, while any item o’r cluste’r with a mean sco’re below 2.50 is ‘rejected.
Table 4.4: Extent of Exposure to Glamorous Contents on TikTok and Instagram    (n = 370)
	Statement
	SA
	A
	D
	SD
	Mean
	Total
	Average Mean
	Total Mean
	Decision

	I have seen glamo’rous content (luxu’ry lifestyle, wealth, beauty, fashion)
	156
	142
	48
	24
	3.1
	370
	
	
	Accepted

	I came ac’ross the glamo’rous content th’rough f’riends, ‘reposts and sha’red sto’ries
	128
	149
	63
	30
	3.0
	370
	
	
	Accepted

	I spend a significant amount of time going th’rough glamo’rous content on TikTok and Instag’ram
	112
	138
	78
	42
	2.8
	370
	
	
	Accepted

	Engaging in glamo’rous by liking and comme nting on the post is something that I love doing
	98
	134
	89
	49
	2.7
	370
	
	
	Accepted

	I follow accounts o’r influence’rs that ‘regula’rly post glamo’rous content on TikTok and Instag’ram
	119
	146
	72
	33
	2.9
	370
	
	
	Accepted

	Ave’rage Mean
	
	
	
	
	2.9
	
	2.9
	14.5
	Accepted

	Total Mean
	
	
	
	
	2.9
	
	2.9
	14.5
	Accepted


Resea’rch question 1 investigated the level of exposu’re unde’rg’raduates at Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC) have to glamo’rous content on TikTok and Instag’ram. The computed ave’rage mean fo’r the cluste’r on exposu’re to glamo’rous content (Items 4-8) is 2.95, which is g’reate’r than the c’rite’rion mean of 2.50.    By the decision ‘rule, the null hypothesis is ‘rejected.


Research Question Two
What a’re the attitudes of unde’rg’raduates in Godf’rey Okoye Unive’rsity (GOUNI) and Unive’rsity of Nige’ria, Enugu Campus (UNEC) towa’rds glamo’rous contents on TikTok and Instag’ram?
To answe’r this ‘resea’rch question, items 9 to 14 of the questionnai’re we’re used. The c’rite’rion mean fo’r this study is 2.50. Any item o’r cluste’r with a mean sco’re equal to o’r above 2.50 is accepted, while any item o’r cluste’r with a mean sco’re below 2.50 is ‘rejected.
Table 4.5: Attitude of Undergraduates Towards Glamorous Contents on TikTok and Instagram    (n = 370)
	Statement
	SA
	A
	D
	SD
	Mean
	Total
	Average Mean
	Total Mean
	Decision

	Glamo’rous content on TikTok and Instag’ram a’re gene’rated to att’ract attention and gain popula’rity
	141
	153
	52
	24
	3.11
	370
	
	
	Accepted

	I feel that glamo’rous content on TikTok and Instag’ram is un’real and fake
	104
	137
	87
	42
	2.82
	370
	
	
	Accepted

	Glamo’rous content on TikTok and Instag’ram a’re ve’ry inte’resting and ente’rtaining to watch
	138
	148
	58
	26
	3.08
	370
	
	
	Accepted

	Most TikTok and Instag’ram posts on luxu’ry lifestyle put people unde’r unnecessa’ry p’ressu’re to become wealthy ove’rnight
	149
	144
	51
	26
	3.13
	370
	
	
	Accepted

	The luxu’rious lifestyle post on TikTok and Instag’ram shows the success sto’ry of an individual
	97
	131
	94
	48
	2.75
	370
	
	
	Accepted

	Glamo’rous content on TikTok and Instag’ram makes me long fo’r a luxu’rious lifestyle
	126
	142
	68
	34
	2.97
	370
	
	
	Accepted

	Ave’rage Mean
	
	
	
	
	2.98
	
	2.98
	17.86
	Accepted

	Total Mean
	
	
	
	
	2.98
	
	2.98
	17.86
	Accepted


Resea’rch question 2 sought to asce’rtain how unde’rg’raduates at Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC) pe’rceive glamo’rous content on TikTok and Instag’ram. The computed ave’rage mean fo’r the cluste’r on pe’rception of glamo’rous content (Items 9-14) is 2.98, which is g’reate’r than the c’rite’rion mean of 2.50. By the decision ‘rule, the null hypothesis is ‘rejected.
Research Question Three
To what extent does exposu’re to TikTok and Instag’ram glamo’rous content influence unde’rg’raduates’ get ‘rich quick ?
To answe’r this ‘resea’rch question, items 15 to 19 of the questionnai’re we’re used. The c’rite’rion mean fo’r this study is 2.50. Any item o’r cluste’r with a mean sco’re equal to o’r above 2.50 is accepted, while any item o’r cluste’r with a mean sco’re below 2.50 is ‘rejected.
Table 4.6: Influence of Glamorous Contents on Get Rich Quick     (n = 370)
	Statement
	SA
	A
	D
	SD
	Mean
	Total
	Average Mean
	Total Mean
	Decision

	Most students engage in online f’raud as a means of getting ‘rich without too much st’ress
	78
	119
	108
	65
	2.57
	370
	
	
	Accepted

	I c’reate content on TikTok and Instag’ram to gain popula’rity and monetization
	114
	139
	79
	38
	2.89
	370
	
	
	Accepted

	Spo’rts betting is an easie’r means to win enough money with a little amount
	97
	128
	93
	52
	2.73
	370
	
	
	Accepted

	Investing in fo’rex t’rading is one of the best decision I have made in my quest to get ‘rich
	89
	124
	101
	56
	2.66
	370
	
	
	Accepted

	I mingle with people who always gift me with nume’rous amount of money
	79
	113
	109
	69
	2.45
	370
	
	
	Rejected

	Ave’rage Mean
	
	
	
	
	2.68
	
	2.68
	13.4
	Accepted

	Total Mean
	
	
	
	
	2.68
	
	2.68
	13.4
	Accepted


Resea’rch question 3 investigated how exposu’re to glamo’rous content on TikTok and Instag’ram influences unde’rg’raduates’ desi’re to achieve quick wealth. The computed ave’rage mean fo’r the cluste’r on the influence of glamo’rous content on the get ‘rich quick Synd’rome (Items 15-19) is 2.68, which is g’reate’r than the c’rite’rion mean of 2.50. By the decision ‘rule, the null hypothesis is ‘rejected. 
4.3 Discussion of Findings
This section discusses the findings of the study in ‘relation to the ‘reviewed lite’ratu’re and the theo’retical f’ramewo’rk. The discussion is o’rganised acco’rding to the ‘resea’rch objectives and the tested hypotheses.
Research Question One: To what extent are the undergraduates in Godfrey Okoye University (GOUNI) and University of Nigeria, Enugu Campus (UNEC) exposed to glamorous content on TikTok and Instagram?
The finding f’rom the test of hypothesis one ‘reveals that the’re is a significant level of exposu’re of unde’rg’raduates in Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC) to glamo’rous content on TikTok and Instag’ram. The ave’rage mean of 2.95, which exceeds the c’rite’rion mean of 2.50, demonst’rates that the ‘respondents a’re substantially exposed to content po’rt’raying luxu’ry lifestyles, wealth displays, beauty standa’rds, and fashion t’rends on these platfo’rms. This finding aligns with the obse’rvations of Kaye, Chen and Zeng (2021), who noted that TikTok’s algo’rithm p’romotes pe’rsonalised content based on use’rs’ p’refe’rences, ‘resulting in ‘repeated exposu’re to pa’rticula’r themes. Simila’rly, Oma’r and Dequan (2020) obse’rved that TikTok content emphasises popula’rity, ente’rtainment and lifestyle display, making it a st’rong sou’rce fo’r p’romoting glamo’rous lifestyles among young use’rs. On Instag’ram, Djafa’rova and Rushwo’rth (2017) established that influence’rs play a significant ‘role in shaping use’rs’ attitudes towa’rds consumption and lifestyle th’rough ca’refully cu’rated images. The p’resent finding confi’rms these positions, as the data show that the ‘respondents not only encounte’r glamo’rous content but actively follow accounts that ‘regula’rly post such content. The high exposu’re level is consistent with the Social Lea’rning Theo’ry, which posits that individuals acqui’re new behaviou’rs and aspi’rations th’rough obse’rvation of models they pe’rceive as successful. F’requent exposu’re to glamo’rous content p’rovides models of wealth and success that unde’rg’raduates obse’rve ‘repeatedly, the’reby shaping thei’r pe’rceptions and aspi’rations. Lenha’rt et al. (2015) simila’rly noted that young adults ‘rely heavily on social media fo’r social inte’raction, identity fo’rmation and t’rend adoption, which fu’rthe’r explains the high exposu’re levels obse’rved in this study.
Research Question Two: What are the attitudes of undergraduates in Godfrey Okoye University (GOUNI) and University of Nigeria, Enugu Campus (UNEC) towards glamorous content on TikTok and Instagram?
The finding f’rom the test of hypothesis two indicates that unde’rg’raduates in the studied institutions have a significant attitude towa’rds glamo’rous lifestyles po’rt’rayed on TikTok and Instag’ram. The ave’rage mean of 2.98, which is above the c’rite’rion mean, confi’rms that the ‘respondents pe’rceive glamo’rous content in multiple ways: as attention-seeking and popula’rity-d’riven, as ente’rtaining and inte’resting, as p’ressu’re-inducing, and as aspi’rational. This finding co’r’robo’rates the obse’rvation of Sheldon and B’ryant (2016), who a’rgued that Instag’ram’s emphasis on visual appeal encou’rages use’rs to po’rt’ray idealised ve’rsions of thei’r lives, the’reby cont’ributing to the sp’read of glamo’rous and luxu’ry-focused content. The finding that ‘respondents simultaneously find glamo’rous content ente’rtaining while ‘recognising its a’rtificiality aligns with the position of McC’racken (1988), who explained that adve’rtising and media act as effective tools that t’ransfe’r cultu’ral meanings of success and p’restige to audiences. The most ‘revealing item in this cluste’r is the one ‘rega’rding the p’ressu’re that luxu’ry posts place on individuals to become wealthy ove’rnight, which ‘reco’rded the highest mean sco’re of 3.13. This suggests that the ‘respondents a’re acutely awa’re of the psychological p’ressu’re exe’rted by glamo’rous content, a finding that ‘resonates with Festinge’r’s (1954) Social Compa’rison Theo’ry, which states that individuals evaluate themselves by compa’ring thei’r achievements with those of othe’rs. On platfo’rms like TikTok and Instag’ram, such compa’risons a’re intensified due to constant exposu’re to idealised lifestyles. Fu’rthe’rmo’re, the finding that glamo’rous content makes ‘respondents long fo’r a luxu’rious lifestyle (mean = 2.97) suppo’rts the asse’rtion of Abiding (2016) that influence’rs intentionally cu’rate aspi’rational content to shape followe’rs’ desi’res and aspi’rations. The dual pe’rception of glamou’r as both allu’ring and a’rtificial ‘reflects the complex ‘relationship that unde’rg’raduates have with social media content.
Research Question Three: To what extent does exposure to TikTok and Instagram glamorous content influence undergraduates' Get Rich Quick?
The finding f’rom the test of hypothesis th’ree ‘reveals that exposu’re to TikTok and Instag’ram glamo’rous content significantly influences the get ‘rich quick Synd’rome among unde’rg’raduates in Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC). The ave’rage mean of 2.68, which is above the c’rite’rion mean, confi’rms that exposu’re to glamo’rous content cont’ributes to the aspi’ration fo’r ‘rapid wealth acquisition among the ‘respondents. This finding is consistent with the empi’rical obse’rvations of Vogel et al. (2014), who found that f’requent exposu’re to idealised images on social media inc’reased social compa’rison and mate’rial dissatisfaction among young adults. The p’resent study extends this finding by demonst’rating that such exposu’re t’ranslates into specific behaviou’ral inclinations towa’rds quick wealth acquisition. The finding also suppo’rts the position of Kasse’r and Ryan (2016), who discove’red that media exposu’re significantly p’romoted aspi’rations fo’r fame and wealth among youth, and that individuals exposed to media emphasising luxu’ry and success we’re mo’re likely to equate happiness with financial abundance. Within the f’ramewo’rk of Social Lea’rning Theo’ry, this finding is explained by the mechanism of obse’rvational lea’rning and pe’rceived ‘rewa’rds. As Bandu’ra (2001) obse’rved, media models heavily influence audiences when thei’r behaviou’rs appea’r ‘rewa’rding and socially desi’rable. The influence’rs and content c’reato’rs on TikTok and Instag’ram who display wealth and luxu’ry lifestyles se’rve as such models, and unde’rg’raduates who obse’rve them gaining followe’rs, admi’ration and economic benefits f’rom glamo’rous lifestyles may be motivated to pu’rsue simila’r outcomes th’rough expedient means. LaRose and Eastin (2004) fu’rthe’r noted that continuous exposu’re to ‘rewa’rding media models inc’reases the chances of adopting simila’r behaviou’rs, which may explain why the desi’re fo’r quick Synd’rome intensifies with ‘repeated exposu’re to glamo’rous content.


CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSION AND RECOMME NDATIONS
5.1 Summary of Findings
 This chapte’r p’resents the summa’ry of the findings de’rived f’rom the data analysis and hypothesis testing conducted in Chapte’r Fou’r.    Based on the data analysis and the test of hypotheses, the following findings we’re established:
Fi’rst, the study found that the’re is a significant level of exposu’re of unde’rg’raduates to glamo’rous content on TikTok and Instag’ram. The computed ave’rage mean of 2.95 fo’r items 4 to 8, which exceeds the c’rite’rion mean of 2.50, confi’rmed this finding. Specifically, the data ‘revealed that students at both Godf’rey Okoye Unive’rsity (GOUNI) and the Unive’rsity of Nige’ria, Enugu Campus (UNEC) actively encounte’r and engage with luxu’ry lifestyle content, wealth displays, beauty standa’rds and fashion t’rends on these platfo’rms. A substantial p’ropo’rtion of ‘respondents indicated that they follow accounts and influence’rs that ‘regula’rly post glamo’rous content, and that they spend conside’rable time consuming such content daily. This finding confi’rms that TikTok and Instag’ram function as p’rima’ry channels th’rough which glamo’rous and aspi’rational content ‘reaches the unde’rg’raduate population in Enugu Met’ropolis.
Second, the study found that unde’rg’raduates hold a significant attitude towa’rds glamo’rous lifestyles po’rt’rayed on TikTok and Instag’ram. The computed ave’rage mean of 2.98 fo’r items 9 to 14 confi’rmed this finding. The ‘respondents exhibited a complex but p’redominantly positive o’rientation towa’rd glamo’rous content, simultaneously ‘recognising it as ente’rtaining and aspi’rational while acknowledging its a’rtificiality and the psychological p’ressu’re it gene’rates. Notably, the item conce’rning the p’ressu’re that luxu’ry lifestyle posts place on individuals to become wealthy ove’rnight ‘reco’rded the highest mean sco’re of 3.13, indicating that students a’re acutely awa’re of the psychological bu’rden imposed by glamo’rous social media content. This finding establishes that the attitude of unde’rg’raduates towa’rd glamo’rous content is not passive but deeply inte’rnalised, c’reating a psychological envi’ronment in which the desi’re fo’r ‘rapid wealth acquisition is continuously ‘reinfo’rced.
Thi’rd, the study found that exposu’re to TikTok and Instag’ram glamo’rous content significantly influences unde’rg’raduates’ desi’re to get quick wealth, manifesting in the get ‘rich quick behavio’r. The computed ave’rage mean of 2.68 fo’r items 15 to 19 confi’rmed this finding. The data showed that a conside’rable p’ropo’rtion of ‘respondents exp’ressed inclinations towa’rd behaviou’rs associated with the get ‘rich quick, including engagement in online content c’reation fo’r monetisation pu’rposes, spo’rts betting, fo’rex t’rading and online f’raud. These behaviou’ral o’rientations we’re di’rectly linked to ‘repeated exposu’re to influence’r po’rt’rayals of instant wealth and effo’rtless success on TikTok and Instag’ram. Consistent with the Social Lea’rning Theo’ry, the findings demonst’rate that unde’rg’raduates who a’re f’requently exposed to glamo’rous content on these platfo’rms inte’rnalise the values and aspi’rations modelled by digital influence’rs, ultimately d’riving a disposition towa’rd sho’rtcuts to wealth that bypasses legitimate educational and economic pathways.
5.2 Conclusion
This study examined how glamo’rous content on TikTok and Instag’ram influences the desi’re fo’r quick Synd’rome among unde’rg’raduates at Godf’rey Okoye Unive’rsity and the Unive’rsity of Nige’ria, Enugu Campus. The findings ‘reveal that students a’re highly exposed to this media, viewing it as a dual sou’rce of ente’rtainment and intense social p’ressu’re. This exposu’re significantly fuels a get-’rich-quick mindset, which manifests in behavio’rs ‘ranging f’rom content monetization and spo’rts betting to fo’rex t’rading and online f’raud. G’rounded in Social Lea’rning Theo’ry, the study concludes that digital influence’rs a’re powe’rful models fo’r ‘rapid wealth accumulation. Consequently, glamo’rous social media feeds act as a p’rima’ry d’rive’r of the get ‘rich quick Synd’rome among unde’rg’raduates in the Enugu Met’ropolis, ‘requi’ring u’rgent, collabo’rative inte’rvention f’rom educato’rs, pa’rents, and content c’reato’rs.
5.3 Recommendations
Based on the findings of this study, the following ‘recomme ndations a’re made:
· The management of GOUNI and UNEC should int’roduce mandato’ry semina’rs on digital media lite’racy. These wo’rkshops must t’rain students to identify filte’red layouts, staged luxu’ry ‘rentals, and sponso’red content setups. This t’raining will di’rectly lowe’r the psychological u’rge to match manufactu’red online standa’rds
· Unive’rsity student affai’rs divisions should pa’rtne’r with popula’r student influence’rs to ‘run a monthly digital campaign called #TheRealP’rocess. This initiative will ‘requi’re c’reato’rs to sha’re video dia’ries detailing thei’r actual wo’rk hou’rs, p’roduction costs, and academic st’ruggles. This exposu’re will b’reak the illusion of effo’rtless online wealth.
· The unive’rsities must dist’ribute a "Digital-Age Financial Discipline Guide" du’ring annual o’rientation sessions. This ‘resou’rce will p’rovide pa’rents with exact talking points to discuss budgeting, long-te’rm investments, and ethical ca’ree’r steps with thei’r child’ren
5.4 Suggestions for Further Studies
· A Compa’rative Assessment of Social Media Glamou’r and Get-’rich-quick Aspi’rations Among Unde’rg’raduates Ac’ross Nige’ria’s Geopolitical Zones.
· A Mixed-Methods Analysis of Unde’rg’raduate Inte’rp’retations of TikTok and Instag’ram Wealth Image’ry in Nige’rian Unive’rsities.
· A Longitudinal Study T’racking the Influence of Influence’r-Induced Lifestyle Ma’rketing on the Ca’ree’r and Wealth Goals of Unive’rsity Students. 
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APPENDIX A
LETTER OF RESPONDENTS

Faculty of Management and Social Sciences
Depa’rtment of Mass Communication 
Godf’rey okoye unive’rsity
Ugwuomu-Nike, Emene
Enugu State.

6th May, 2025.

Dea’r Respondents,

My name is Izunegbu Obioma Ma’ry and I am cu’r’rently in my final yea’r in the Depa’rtment of Mass Communication at Godf’rey Okoye Unive’rsity. 
As pa’rt of my academic wo’rk, I am ca’r’rying out a ‘resea’rch study entitled “Influence of TikTok and Instag’ram Glamo’rous Contents on the Get ‘rich quick Synd’rome Among Unde’rg’raduates in Enugu Met’ropolis”. The questionnai’re attached to this lette’r is the ‘resea’rch tool being used to gathe’r data fo’r this study.
kindly    answe’r all questions as honestly as possible by ticking whicheve’r options that    best ‘reflects you’r view o’r expe’rience. Rest assu’red that eve’ry piece of info’rmation you p’rovide will be confidential and will only be used fo’r academic pu’rpose.
You’r time and coope’ration a’re g’reatly app’reciated.
You’rs faithfully,



IZUNEGBU OBIOMA MARY

QUESTIONNAIRE
SECTION A: DEMOGRAPHIC INFORMATION
Please tick ( ) you’r most p’refe’r’red choice and avoid ticking twice on a question.
· Age
· 16-20 ( )    b. 21-25 ( ) c. 26-30 ( )    d. 31-35 ( )

· Gende’r
· Male ( )        b. female( )


SECTION B: PSYCHOGRAPHIC DATA

Kindly tick ( ) the most app’rop’riate ‘response f’rom the options p’rovided.

SA= St’rongly Ag’ree,      A=Ag’ree,    D= Disag’ree,    SD= St’rongly Disag’ree

RESEARCH QUESTION ONE: 
To what extent a’re the unde’rg’raduates in Enugu met’ropolis exposed to glamo’rous content on TikTok and Instag’ram?

	S/N
	Statements
	SA
	A
	SD
	D

	4.
	I have seen glamo’rous content (luxu’ry lifestyle, wealth, beauty, fashion)
	
	
	
	

	5.
	I came ac’ross the glamo’rous content th’rough f’riends, ‘reposts and sha’red sto’ries.
	
	
	
	

	6.
	I spend a significant amount of time going th’rough glamo’rous content on TikTok and Instag’ram
	
	
	
	

	7.
	Engaging in glamo’rous by liking and comme nting on the post is something that I love doing 
	
	
	
	

	8.
	I follow accounts o’r influence’rs that ‘regula’rly post glamo’rous content on TikTok and Instag’ram
	
	
	
	



RESEARCH QUESTION TWO: 
What is the pe’rception of unde’rg’raduates unde’rg’raduates in Enugu met’ropolis towa’rds glamo’rous contents on TikTok and Instag’ram?

	S/N
	statements
	SA
	A
	SD
	D

	9.
	Glamo’rous content on TikTok and Instag’ram a’re gene’rated to att’ract attention and gain popula’rity.
	
	
	
	

	10.
	I feel that glamo’rous content on TikTok and Instag’ram is un’real and fake.
	
	
	
	

	11.
	 Glamo’rous content on TikTok and Instag’ram a’re ve’ry inte’resting and ente’rtaining to watch.
	
	
	
	

	12.
	Most TikTok and Instag’ram posts on luxu’ry lifestyle put people unde’r unnecessa’ry p’ressu’re to become wealthy ove’rnight
	
	
	
	

	13.
	The luxu’rious lifestyle post on TikTok and Instag’ram shows the success sto’ry of an individual.
	
	
	
	

	14.
	Glamo’rous content on TikTok and Instag’ram makes me long fo’r a luxu’rious lifestyle.
	
	
	
	

	.
	
	
	
	
	



RESEARCH QUESTION THREE: 
To what extent does exposu’re to TikTok and Instag’ram glamo’rous content influence unde’rg’raduates get ‘rich quick?

	S/N
	Statements
	SA
	A
	SD
	D

	15.
	Most students engage in online f’raud as a means of getting ‘rich without too much st’ress.
	
	
	
	

	16.
	 I c’reate content on TikTok and Instag’ram to gain popula’rity and monetization
	
	
	
	

	17.
	Spo’rts betting is an easie’r means to win enough money with a little amount.
	
	
	
	

	18.
	Investing in fo’rex t’rading is one of the best decision I have made in my quest to get ‘rich.
	
	
	
	

	19.
	I mingle with people who always gift me with nume’rous amount of money.
	
	
	
	

	
	
	
	
	
	







APPENDIX II
CRONBACH ALPHA
Inst’rument: St’ructu’red Questionnai’re (Section B)
Scale: 4-point Like’rt Scale (SA=4, A=3, D=2, SD=1)
Pilot Sample: n = 20 (ESUT) 
Main Study: n = 370 (GOUNI & UNEC)

OVERALL RELIABILITY STATISTICS
	Section
	No. of Items
	Cronbach's Alpha (α)
	Reliability Level

	Section B (Ove’rall)
	16
	0.78
	Acceptable

	RQ1: Exposu’re to Glamo’rous Content
	5
	0.82
	Good

	RQ2: Attitude towa’rd Glamo’rous Content
	6
	0.79
	Acceptable

	RQ3: Influence on Get Rich Quick
	5
	0.76
	Acceptable


Note: C’ronbach’s Alpha ≥ 0.70 is conside’red acceptable fo’r social science ‘resea’rch (Nunnally, 1978; Geo’rge & Malle’ry, 2003).

ITEM-TOTAL STATISTICS 
RESEARCH QUESTION ONE
	S/N
	Item Description
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	4
	I have seen glamo’rous content (luxu’ry lifestyle, wealth, beauty, fashion)
	11.65
	4.82
	.712
	.798

	5
	I came ac’ross the glamo’rous content th’rough f’riends, ‘reposts and sha’red sto’ries
	11.75
	4.91
	.685
	.802

	6
	I spend a significant amount of time going th’rough glamo’rous content on TikTok and Instag’ram
	11.95
	5.03
	.658
	.807

	7
	Engaging in glamo’rous by liking and commenting on the post is something that I love doing
	12.05
	5.12
	.641
	.811

	8
	I follow accounts o’r influence’rs that ‘regula’rly post glamo’rous content on TikTok and Instag’ram
	11.85
	4.96
	.673
	.804


C’ronbach’s Alpha fo’r RQ1 (5 items): 0.82 | Reliability Level: Good

ITEM-TOTAL STATISTICS 
RESEARCH QUESTION TWO
	S/N
	Item Description
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	9
	Glamo’rous content on TikTok and Instag’ram a’re gene’rated to att’ract attention and gain popula’rity
	14.87
	6.92
	.691
	.783

	10
	I feel that glamo’rous content on TikTok and Instag’ram is un’real and fake
	15.16
	7.15
	.612
	.795

	11
	Glamo’rous content on TikTok and Instag’ram a’re ve’ry inte’resting and ente’rtaining to watch
	14.90
	6.98
	.678
	.785

	12
	Most TikTok and Instag’ram posts on luxu’ry lifestyle put people unde’r unnecessa’ry p’ressu’re to become wealthy ove’rnight
	14.85
	6.88
	.705
	.780

	13
	The luxu’rious lifestyle post on TikTok and Instag’ram shows the success sto’ry of an individual
	15.23
	7.21
	.598
	.798

	14
	Glamo’rous content on TikTok and Instag’ram makes me long fo’r a luxu’rious lifestyle
	15.01
	7.05
	.665
	.787


C’ronbach’s Alpha fo’r RQ2 (6 items): 0.79 | Reliability Level: Acceptable



ITEM-TOTAL STATISTICS
RESEARCH QUESTION THREE
	S/N
	Item Description
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	15
	Most students engage in online f’raud as a means of getting ‘rich without too much st’ress
	11.13
	5.48
	.642
	.753

	16
	I c’reate content on TikTok and Instag’ram to gain popula’rity and monetization
	10.81
	5.25
	.718
	.738

	17
	Spo’rts betting is an easie’r means to win enough money with a little amount
	10.97
	5.36
	.681
	.746

	18
	Investing in fo’rex t’rading is one of the best decision I have made in my quest to get ‘rich
	11.04
	5.42
	.663
	.750

	19
	I mingle with people who always gift me with nume’rous amount of money
	11.25
	5.55
	.598
	.762


C’ronbach’s Alpha fo’r RQ3 (5 items): 0.76 | Reliability Level: Acceptable

TABLE 3.1(E): SUMMARY OF CRONBACH'S ALPHA RELIABILITY ANALYSIS
	Research Question
	No. of Items
	Cronbach's Alpha (α)
	Interpretation

	RQ1: Exposu’re to Glamo’rous Content
	5
	0.82
	Good Reliability

	RQ2: Attitude towa’rd Glamo’rous Content
	6
	0.79
	Acceptable Reliability

	RQ3: Influence on Get Rich Quick
	5
	0.76
	Acceptable Reliability

	OVERALL (Section B)
	16
	0.78
	Acceptable Reliability



INTERPRETATION GUIDELINE  (George & Mallery, 2003)
	Cronbach's Alpha (α)
	Reliability Level
	Interpretation

	≥ 0.90
	Excellent
	Ve’ry high inte’rnal consistency

	0.80 – 0.89
	Good
	St’rong inte’rnal consistency

	0.70 – 0.79
	Acceptable
	Adequate inte’rnal consistency

	0.60 – 0.69
	Questionable
	Bo’rde’rline ‘reliability

	0.50 – 0.59
	Poo’r
	Low ‘reliability

	< 0.50
	Unacceptable
	Insufficient ‘reliability
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