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Abstract

Facebook reels consumption pattern among university undergraduates and young people is becoming a
constant subject of concern. This study evaluates the Facebook reels consumption habit among university
undergraduates in Owerri, Imo State. The study was anchored on the uses and gratification theory. The
survey design was adopted as the research methodology. Findings revealed that university undergraduates
are highly exposed to Facebook reels; they were unable to control their reels consumption habits as it
interfered with their academic activities and that Reel’s consumption influenced the study life of
university undergraduates within Owerri. The researchers concluded that Facebook reels had a negative
influence on the study life of university undergraduates. The researchers recommended among others that
University undergraduates in Owerri should moderate their Facebook reels consumption pattern to ensure
a balance usage and Government should regulate social media content use among university
undergraduates to mitigate the negative influences that they pose on our university undergraduates.
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Regular innovations on the various social media platforms and the introduction of new features are
affording users access to more information. Sometimes, this brings about what could be seen as
information overload on the users (a situation where social media users access more information than they
necessarily intended to consume). One of those innovative features is Facebook Reels. This is a feature on
Facebook that provides users with continuous access to short videos that pops up successively at the end
of each one. Haliti-Sylaj & Sadiku (2024) rightly note that the rapid rise of digital platforms, particularly
social media, has reshaped how individuals, especially younger generations, consume content.

Short-form videos, commonly referred to as "reels," have gained immense popularity on platforms like
Facebook, TikTok, Instagram, and YouTube, which have popularised these "reels" or short-form videos,
prompting discussions about how this media format may affect viewers' ability to concentrate and engage
in prolonged mental tasks, such as academic work. Reels, also known as short videos, are a relatively
recent concept, largely associated with the social media. Reels are defined as “short entertaining videos”
and they offer a new level of creativity opportunity for many businesses (Instagram, 2020). Short video
refers to compact, appealing audiovisual content that lasts for a brief duration, typically ranging from a
few seconds to a few minutes (Sparacino, 2022). To Chen et al. (2021), short video refers to video
content that is shorter than five minutes, often between 15 and 60 seconds, distributed digitally by
platforms such as Facebook, Instagram, TikTok and some other social media platforms.

Doloi (2024) avers that in an era dominated by rapid content consumption, Reels aligns perfectly with the
preferences of Generation Z, who seek quick, digestible, and visually dynamic content. These reels,
typically lasting only a few seconds to a minute, are designed to deliver quick bursts of entertainment or
information (Duffy & Hund, 2019). As engaging as they are, these reels are increasingly consumed by
undergraduate students, raising concerns about the potential impacts on attention span and academic
performance (Carrier et al., 2015). If this concern is expressed where there are facilities to promote
education among young people, then it is not out of place to express worries over reels consumption
habits among Nigerian undergraduates.

In the recent time, platforms like Facebook and Instagram, with their short and engaging video format,
have seen a surge in use. This shift towards short-form content has raised significant questions about its
impact on Generation Z’s broader content consumption patterns (Kullolli & Trebicka, 2023). In
educational contexts, digital media—including reels—has been both a challenge and an opportunity.
Research indicates that while reels can introduce elements of engagement and visual learning, their fast-
paced nature often conflicts with traditional teaching methods that demand sustained cognitive effort
(Firth et al., 2019). Social media, in general, has transformed learning environments by enabling access to
multimedia resources, collaborative tools, and virtual classrooms (Haliti-Sylaj & Sadiku, 2024).

However, it has also introduced distractions and reduced attention spans among students, complicating
educators' efforts to maintain focus in classrooms (Turel & Qahri-Saremi, 2016). It is justifiable therefore
that we express concern about how Facebook Reels consumption influence the overall intellectual
development of university undergraduates in Nigeria generally and Imo State, Owerri in particular. Are
they able to strike a balance between their academics and their Facebook Reels consumption?

Technological innovation is changing the way people source and consume media products on daily basis.
Social Media platforms like Facebook have continued to evolve since their inception, introducing features
and diversifying how content is consumed. One of the most intriguing content form on Facebook today is
the reels section. It offers short videos that keep popping up in succession at the end of the initial click.
This means that except the user exercises restraint, he or she may never stop consuming short videos that
are quite entertaining and engaging. This can be overwhelming when one does not know how to handle it.
This is more so for university undergraduates who are contending with their academic responsibilities. As
such, it can affect their concentration and performance in their academics.
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There have been several research efforts to unravel the impact of social media use on academic
performance among students. Yet, not much effort has been invested in studying how undergraduates
manage their reels consumption habits in social media platforms in general and Facebook in particular. It
is this knowledge gap that this study sought to fill.

The objectives of this study are to:

1. Know if university Undergraduates in Owerri Imo State are exposed to Facebook Reels.

2. Determine the level of exposure to Facebook Reels among university Undergraduates in Owerri
Imo State

3. Investigate Facebook Reels consumption patterns among university Undergraduates in Owerri
Imo State

4. Ascertain how Facebook Reels consumption Habits of university Undergraduates influence their
academic performance.

Theoretical Framework

This study is anchored on the Uses and Gratifications Theory. This theory was first introduced by Elihu
Katz in the early 1970s. The uses and gratification approach view the audience as active; meaning that
they actively seek out specific media and content to achieve certain results or gratifications that satisfy
their personal needs (Rossi, 2002). It originated in the 1970s as a reaction to traditional mass
communication research, emphasizing the sender and message; stressing the active audience and user
instead of (University of Twente, n.d, cited in Asemah et al., 2017).

According to Baran and Davis (2012), Herta Herzog is often credited as the originator of the uses-and-
gratifications approach, although she most likely did not give it its label. Interested in how and why
people listened to the radio, she studied fans of a popular quiz show (1940) and soap opera listeners
(1944). This latter work, entitled “Motivations and Gratifications of Daily Serial Listeners,” provides an
in-depth examination of media gratifications. She interviewed one hundred radio soap opera fans and
identified “three major types of gratification.” First, listening was “merely a means of emotional release”;
“a second and commonly recognised form of enjoyment concerns the opportunities for wishful thinking”;
and the “third and commonly unsuspected form of gratification concerns the advice obtained from
listening to daytime serials.” Herzog wanted to understand why so many housewives were attracted to
radio soap operas. In contrast with the typical effects research conducted in Lazarsfeld’s shop, her work
didn’t try to measure the influence that soap operas had on women. She was satisfied with assessing their
reasons and experiences their uses and gratifications.

Anaeto and Onabanjo (2008) cited in Ekwe et al. (2021) highlighted the provisions of the theory as
follows:

1. The audience is conceived as active. The idea focuses on the assumption that the viewers are goal-
oriented and attempt to achieve their goals through the media source

2. In the mass communication process, many initiatives in linking need gratification and media choice lie
with the audience member. This is encompassing the idea that people use the media to their advantage
more often than the media use them. The receiver determines what is going to be absorbed and does not
allow the media to influence him otherwise.

3. Many of the goals of media use can be derived from data supplied by the individual audience member
themselves. This idea claims that people are very aware of their motives and choices and are able to
explain them verbally, if necessary. The uses and gratification theory are relevant to the current study
because it bordered on the media recipient (audience) as having the complete right to what and how he
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utilizes the media contents to quench his needs. This theory, thus served as a framework to explore how
the gratification couples seek in SNS could also impact their marital harmony

This theory is relevant to this study because it helped us to explain how Facebook reels consumers
respond to reels, they encounter online. If they are driven by their sense of gratification or there is an
overwhelming influence of information overload.

Method

The survey research design was adopted by the researchers. The population of the study comprised all the
undergraduates of the three public universities in Owerri Metropolis, which are Federal University of
Technology with a population of 21600, Imo State University and Alvan Ikoku Federal University of
Education. According to the office of the student Union Government, Imo State University’s population
is estimated at 26000. On the other hand, the population of ALVAN Ilkoku Federal University of
Education is estimated to be 12000 students. The individual school’s population when added together
gave a total population of 59600 students in the three universities within Owerri metropolis. They account
for the population of the study. The rationale for the selection of public universities is because the
population of public universities is diverse with people of different social strata

The sample size for the study was generated using the Wimmer and Dominick online sample size
calculator at the confidence level of 95% and error margin of 5%. When calculated, the sample size was
384. A convenient sampling technique was adopted for this study. The Questionnaire was used as an
instrument of data collection. The questionnaire comprised two sections, namely; section A which
focused on the demographic data of the respondents, and section B addressed the researchers’ objectives.
Face validity was used to ensure that the research instrument was valid. The reliability of the instrument
was ascertained by the researchers carrying out a pilot study, which was calculated using the Pearson
product-moment correlation formula the result showed a coefficient of 0.78 meaning the instrument is
reliable. The instrument for data collection for this study was administered by the researchers on a face-
to-face basis. Ethical consent was sought and obtained from the respondents used in this study. They were
informed that the research exercise was specifically for academic purposes, and their participation was
voluntary and were notified that at any point they are willing to opt out. The study adopted simple
percentage tables, and mean analysis to analyse results.

Findings

The findings were presented based on the research questions. Of the 382 copies of questionnaire
distributed, 375 (98%) copies returned valid and usable for the analysis while 07 copies (2%) were invalid
due to incomplete answers.

Demographic Data

Table 1: Sex, Age, Education and Marital Status of Respondents

Items Option Frequency Percentage (%)
Sex Male 137 37
Female 233 63
Total 370 100
Age 20-29 115 31
30-39 205 54
40-49 55 15
50- Above 0 0
Total 375 100
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Educational Qualification SSCE 149 39
ND/NCE 99 27
HND/B. A/B.Sc. 101 27
PGD/M.Sc./M. A. 26 7
Ph. D. 0 0
Total 375 100

Marital Status Single 252 68
Married 123 32
Divorced/separated 00 00
Widow/Widower 00 00
Total 375 100

Source: field survey 2025

Result from the demographic data shows that more women participated in the study than their men.
Majority of the participants that participated in the study were within the age of 20 to 40 years; they were
mostly secondary school leavers, SSCE, ND/NCE holder and Bachelor’s degree holders, which means
that majority of them are well educated. Lastly, the data also revealed that they are mostly married with
only 26% indicating to be either single or separated from their previous union and a handful of 6%
widowed.

Psychographic Data

1. Research Question One: Are university Undergraduates in Owerri Imo State exposed to
Facebook Reels?

Item Yes No Can’t Say | Total

Do you own and use a Facebook account? 375 00 00 375
100%

Are you aware of Facebook reels? 375 00 00 375
100%

Are you exposed to Facebook Reels? 375 00 00 375
100%

Are you knowledgeable on how to engage and use | 293 00 82 375

Facebook Reels? 78% 00% | 22% %

Source: Field Survey, 2025
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In Table 2 above, data revealed that at 100%, respondents confirmed that they use the Facebook social
platform, are aware, exposed and knowledgeable on how to use Facebook Reels.

2. Research Question Two: What is the level of exposure to Facebook Reels among university
Undergraduates in Owerri, Imo State?

Table 3:
Option SA A D SD Total Mean Decision
I am well exposed to Facebook Reels. 166 158 17 34 375 3.2 Accept

I always go to reels each time | visit the 165 155 17 34 375 3.2 Accept
Facebook platform.

I rate my exposure to Facebook Reels 155 169 33 18 375 3.2 Accept
reasonably high.

Grand mean 3.2 Accept

Source: field survey, 2025

In Table 3 above, the result revealed that at mean of 3.2 (N=370), respondents confirmed that their level
of exposure to Facebook Reels is high.

3. Research Question Three: What are the Facebook Reels consumption patterns among university
Undergraduates in Owerri, Imo State?

Table 4:

Option SA A D SD Total Mean Decision

I use Facebook Reels for relation and 157 175 11 32 375 3.2 Accept
entertainment.

I sometimes visit the Facebook Reels 185 102 51 37 375 3.1 Accept
section during my study hours.

Most time, | via off to view reels when | 147 150 28 50 375 3.0 Accept
should be attending to my academics.

Grand mean 3.1 Accept

Source: field survey, 2025

In table 4 above, data indicate that at a grand mean of 3.1(N=375), respondents confirmed that they use
Facebook reels for relaxation, that they sometimes visit Facebook Reels section during their studies and
that they most times via off from studies to engage in reels viewing.

4. Research Question Four: How do Facebook Reels consumption Habits of university
Undergraduates in Owerri, Imo State influence their study life as students?

Table 5:

Option SA A D SD Total Mean Decision

| feel Facebook reels viewership interferes 175 157 32 11 375 3.3 Accept
with my academic life

I struggle to control my Reels 180 107 51 37 375 3.1 Accept
consumption habit.
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| fail to meet my study obligation because 155 142 50 28 375 3.1 Accept
of how | use Facebook Reels.

Grand mean 3.1 Accept

Source: field survey, 2025

Data from table five shows that at a grandmean of 3.1, respondents confirmed that exposure to Facebook
reels had a negative influence on their study life as students.

Discussion

Under this research question, items were raised to find out if undergraduate students of universities in
Owerri were exposed to Facebook Reels. Data revealed that at 100%, respondents confirmed that they use
the Facebook social platform, are aware, exposed and knowledgeable on how to use Facebook Reels. This
means that undergraduates of universities in Owerri, Imo State, are users of Facebook and are aware of
the subject of Facebook Reels. It was also found that respondents are well exposed to Facebook Reels as
well as knowledgeable on how to engage with Facebook Reels. This finding agrees with that of Farrau et
al (2024) who in their study found that short videos, particularly reels, have the potential of attracting
younger audiences. This is as the study of Desalu (2023) suggests that small, independent clothing
boutiques in Fayetteville, Arkansas are making use of Reels to promote their business.

The implication of this finding is that Facebook reel has become a major source of media consumption
within the social media ecosystem. It also reflects a new pattern in media consumption as affirmed by the
assumptions of the uses and gratifications theory which posit that the average media audience is active
and looks out for the source that provides what he or she needs.

This research question was raised to examine the level of exposure to Facebook reels among
undergraduates in Owerri, Imo State. the result revealed that at mean of 3.2, respondents confirmed that
the level of exposure to Facebook Reels among university undergraduates in Owerri, Imo State is high.
This means that almost all participant in the study had a daily contact with Facebook reels. It also implies
that reel’s viewership was selected as one of the major features that drive Undergraduate students to visit
their Facebook page on a regular basis. This finding corroborates the finding of Babatunde (2023) who
found that students displayed a considerable dedication of time engaging social media content
consumption, with over half of respondents spending five hours or more on social media for news
consumption. Also, it is further supported by the finding of Farrau (2024) that suggest that short videos,
particularly reels, have the potential of attracting younger audiences. This is a clear reflection of what the
undergraduate population represents.

The implication of this finding is that high level of exposure to Facebook reel may spell danger on the
study life, academic output and the overall intellectual development of university undergraduates within
and beyond Owerri Imo State, Nigeria. As such, students are to be cautious on their level of exposure be
setting priorities that align with their academic aspiration.

Under this research question, items were raised to ascertain the consumption pattern among university
undergraduates within Owerri, Imo State. Result indicates that at an mean of 3.1, respondents confirmed
that they use Facebook reels for relaxation, that they sometimes visit Facebook Reels section during their
studies and that they most times via off from studies to engage in reels viewing. This means that
university undergraduates within Owerri Imo State do not have control on how they engage or consume
Facebook reels. It also shows that their reels consumption pattern interferes with their academics
Facebook reels. This finding is in line with the finding of Das and Mishra (2024) although reels' novelty
and tailored content greatly boost engagement, they also increase distraction and cognitive overload,
especially in the case of young individuals. This group is more prone to attention fragmentation and has
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trouble maintaining concentration after watching reels since they are more used to consuming material
digitally.

Under this research question, items were raised to understand how Facebook reels consumption habit
influence the study life of university undergraduates. Data collected from field revealed that at a grand
mean of 3.1, respondents confirmed that Facebook reels consumption habit of university undergraduates
in Owerri had a negative influence on their study life their study life. This means that Facebook reel
consumption interfered with their academic engagements. They are unable to control their use of the reels
feature in Facebook and that they sometimes miss their academic obligation because of their constant
engagement with the platform. Again, this finding validates that of Haliti-Sylaj & Sadiku (2024) who
through their finding suggested that Facebook reels consumption caused cognitive overload. Also, Das, et
al. (2024) in their study observed that the quick transitions between different reels material pieces
increase cognitive load, making it harder for them to focus on a single activity at a time and lowering their
general cognitive function. Furthermore,

The implication of these findings is that continuous consumption of reels by university undergraduates
can undermine their academic performance and intellectual development. It is also possible that lack of
moderation on the part of students signals addictive tendencies that can be inimical to their emotional
wellbeing. Therefore, there is need for urgent action by students towards moderating their Facebook reels
consumption attitude.

Conclusion and Recommendations

Based on the findings of this study, the researchers conclude that there is a high level of exposure
to Facebook reels among university undergraduates; they are unable to control their reels
consumption habit and that their exposure to Facebook reels influenced their study life
negatively. Based on the findings of this study, the researcher recommends:

1. University undergraduates should keep up with their awareness and knowledge social
media features and platforms given that they are important in this digital age.

2. University undergraduate should reduce their level of exposure to Facebook and other
social media platforms and pay more attention to their studies reels.

3. University undergraduates in Owerri should moderate their Facebook reels consumption
pattern to ensure a balance usage.

4. Government should regulate social media content use among university undergraduates
to mitigate the negative influences that they pose on our university undergraduates.
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