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Abstract 
The Nigerian wedding industry is one of the most lucrative business industries in the 
country today; this is as a result of the frequency of the event which has become a 
global phenomenon. This study therefore seeks to find out the motivations as well as 
psychological effects behind posting, liking and sharing wedding pictures and videos on 
social media platforms among Nigerian youth. A random sampling of 350 (n=350) 
Nigerian youth was carried out. Findings reveal that the act of posting, liking or sharing 
of wedding pictures and videos on social media platforms by the youth could translate to 
their desire to publicize the designers and decorators due to their love for what they 
wear. The study is also able to infer that quite a number of Nigerians who post wedding 
pictures and videos on social media do so with the intention of showing the kind of 
extravagant life style they live.  
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Introduction 
Social media has continued to play a significant role in the development and sustenance 
of human life in different ramifications (Lambert, 2016). It has become a dominant 
platform on the internet and as such majority of internet users are active users of the 
various social media platforms, this has given reasons for its description as a platform 
that facilitate information exchange among humans(Kaplan & Haenlein, 2010). This 
information, therefore, comes in different formats such as pictures, graphics, videos, 
voice notes and texts among others. Social media has further enhanced interpersonal 
communication, while reducing the cost of accessing information (Fotis, Buhalis, & 
Rossides, 2011). This is as a result of the availability of news and other day to day 
information required for optimum performance of human life (i.e. weather forecast, 
traffic update etc.). With the aid of social media, online communities have emerged in 
order to educate and enlighten individuals in understanding their rights and 
responsibilities about the various forms of harassments they experience (Arikewuyo, 
Özad, & Abdulbaqi, 2017). This has helped reduce the trend of physical and sexual 
harassing being experienced mostly by girls and women. 
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Social media has facilitated efficiency and promptness in various professions including 
journalism (Sheffer, 2012). With the aid of the platforms, media organisations and 
practitioners have boosted their followership and work efficiency. Social media has 
continued to be regarded as a veritable tool in all human facets due to its highly 
impactful roles on human lives (Devi, 2017), this includes but not limited to its use in 
promoting and propagating the ideologies of various political parties (Arikewuyo & 
Udende, 2017).Social media also creates an avenue for networking as well as building 
and maintaining relationships with the ability to overcome all forms of barriers 
regardless of time, location or cost (Lin & Lu, 2011). With twitter recording well over 
41.7 million profiles (Kwak, Lee, Park, & Moon, 2010) as well as the recent public 
announcement of Facebook recording 2billion accounts, social media has further 
enhanced interpersonal communication between friends, families, groups and 
organizations. As a result of the various forms of discussions and debates that taking 
place on the platforms, social media has been somewhat referred to as a violent medium 
(Recuero, 2015). 
 
As an active audience platform, social media has given an opportunity to its users to 
become key players in determining what content they get exposed to, how they get it 
and on what platform they get it. “…social media is defined by the key modalities and 
platforms like Facebook and Twitter which feature participatory, collaborative user-
created content (UCC)” (Hjorth & Hendry, 2015, p. 1). For instance, majority of the 
contents on the platforms are created by the users, this further afford the users the 
opportunity to become content providers and consumers at the same time. Social media 
has significantly changed the perceptions and minds of the media audience most 
especially in areas of message conception, transmission and interpretation (Tang & 
Cooper, 2017).Social media has become a means of self-promotion as individuals use 
the platform in promoting ideas and ideologies as well as get the public informed or 
educated about a certain belief or phenomenon (Elmer, 2015). Social media has brought 
a great paradigm shift to the mode and pattern of interpersonal communication as well 
as group communication (Farman, 2015). This is as a result of the opportunity the 
platform creates for its users to have group discussions at various levels. i.e. WhatsApp, 
BlackBerry and Facebook group chat among others. Religion has also received a boost 
through the radical use of the various social media platforms in educating and re-
educating citizens(Abdulbaqi & Arikewuyo, 2015). As such, social media has become 
quite relevant in many spheres of human endeavours.  
 
Today, one of the most lucrative sectors in the Nigerian business sphere is the wedding 
industry. Weddings have become regular events across the various cultural circles in 
Nigeria. This has made wedding business significantly lucrative by creating jobs for 
young Nigerians who have now become stake holders in providing services that make 
weddings become memorable and successful. These services include photography, 
decoration, catering, videography as well as the entire event planning among others. 
This has also added some form of excitement to the various social media platforms 
especially Facebook, Instagram and Snapchat as there are now several existing 
Facebook, Instagram and Snapchat platforms with millions of followers that specialize on 
posting and re-posting wedding pictures and videos. There has been quite a few number 
of studies relating to social media and weddings (Pan, Zheng, Wilkie, & Shahabi, 2013; 
Zarro, Hall , & Forte, 2013), but none of these studies analyses the motivations behind 
the use of wedding pictures on social media. Therefore, this study attempts to fill the 
missing gap by finding out the motivation behind posting, liking and sharing of wedding 
pictures on social media platforms by Nigerian youth. It also seeks to find out the effects 
these pictures and posts have on other young Nigerians who are either about getting 
married or still in search of their romantic partners. The study also examines the feelings 
and impressions of Nigerian youths when they see wedding posts on the various social 
media platforms. 
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Literature Review 
A Review of Social Media and Advertising  
Social media has become a highly dependable advertising and marketing tool for all 
kinds of goods and services (Chan & Guillet, 2011). Social media has facilitated high 
consumer information, knowledge and aided decision making process of active and 
prospective clients due to its ability to afford the consumer adequate knowledge and 
information in the decision making process. Social media platforms have created an 
opportunity for the growth of businesses and as well building new brands (Erdogmus & 
Cicek, 2012). Through social media, new as well as up and coming brands have been 
able to create a market for themselves, thereby increasing their publicity and enhancing 
their sales.  
 
Social media does not only establish a communication channel between the client and 
the service provider, it is a critical platform that creates an opportunity for consumer to 
consumer interaction, thereby enabling consumers to exchange ideas, opinions as well 
as interact about their satisfaction or otherwise on a common product or service 
(TyreeHageman, Kurani, & Caperello, 2014).Social media has become a tool for driving 
business traffic to various organizations. For instance, companies like Amazon, Ali 
Express etc. have various social media platforms where they market products and goods 
available on their websites. Lester (2012),states that “Social media venues are used for 
posting digitally produced items, driving traffic to the site, soliciting customer response, 
and generally creating a buzz thorough out the market” (p. 117). For Nigerian weddings, 
the key players involved in the process such as photographers, decorators, masters of 
ceremony, food vendors etc. engage in displaying their past and ongoing works on their 
platforms. These displays help in attracting more customers and clients, thereby serving 
as a means of direct and indirect advertisements. They post the pictures and short video 
of their clients on their Instagram, Facebook or Twitter platforms and ensure that the 
services they rendered are written/displayed with their company name or logo boldly 
displayed. This is a form of marketing, advertising as well as introducing their brands to 
potential customers. 
 
Fig 1: Display of Nigerian Bride on Instagram 
Figure 1 is the Instagram handle of a prominent Nigerian photographer displaying a  

 
Nigerian Bride in her traditional attire. This illustrates a common practice by Nigerian 
wedding vendors, as detailed captions usually accompany such picture/s or video/s with 
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other vendors being tagged. This serves as a form of social media marketing and 
advertising strategy for all the parties involved (Oyekunle & Arikewuyo, 2014). Hogan 
(2010), explains further that “…those who view and react to this content may be 
different from those for whom it was intended” (p. 381), as such, the purpose of the 
message may be misconstrued or entirely lost.This is a common practice that usually 
boost the sales or patronage of the vendors as well as enhances service provider-client 
relationship. Some of these wedding pictures are also posted to help influence the choice 
of other would-be clients, thereby facilitating patronage for the company, organization or 
the individual vendor (Barans, 2006). 
 
 
21st Century Nigerian Weddings 
Weddings are generally regarded as one of the most essential celebrations in the human 
life, as it is a day an individual and allies look forward to because it marks the beginning 
of a new and essential chapter in such a person’s life(Massimi, Harper, & Sellen, 2014). 
Westernization and globalization have succeeded in changing the way weddings are 
celebrated today globally and mostly in Nigeria. Nigerian weddings used to involve 
various cultural and traditional rites, but today, the trend has changed as a result of the 
influx of the western cultures into the system (Hollos & Whitehouse, 2008). Religion, 
civilization as well as loss of traditional or ancestral values have also contributed to the 
erosion of the traditional wedding rights. “The western wedding has been fashioned by 
many people in Nigeria as the modern type of wedding and they believe that marriage is 
not complete without the western type of wedding” (Odinye & Odinye, 2012, p. 112).  
This is an indication of the extinction of the cultural norms and values as a result of 
civilization, westernization and global erosion of cultural values (Eicher & Tonye , 1995). 
Technology is therefore, contributing to the change in scope and belief of cultural values, 
thereby replacing it with man-made and artificial inventions. This has contributed to the 
promotion of cross cultural weddings (Nelsona & Otnesb, 2005) 
 
Today, weddings have now taken different forms, modes and styles(Shida, 1999), this 
can be largely be linked to modernity and social developments. Though extravagant 
weddings are discouraged by many, the societal trends, status and requirements has 
enhanced extravagant weddings in different ramifications (Engel, 1984). This ranges 
from ambiguous forms of wedding decorations, dresses, accessories, make-up, 
food/drinks, photography and a host of others. At some instances extravagant weddings 
are a result of the need for the bride, groom or parents from both families to match up 
with their colleagues or not to fall below a mostly self-incurred societal requirement or 
standard.  
 
As the society continues to grow, the rate at which individuals spend on weddings is 
becoming alarming. Only in America alone, about $34.9 billion was spent on weddings in 
the year 2005; this is as a result of the ascription that weddings are celebrated once in a 
human’s life. As such, all efforts and finances are put into it to make the day highly 
memorable regardless of the repercussions after such events. For instance, modern day 
photography and other forms of documentation alone take a huge amount of the 
wedding budget; this is due to the new trends in the motion and still picture industry. 
This assertion is authenticated by Beeck and Horn (2010), as they state that “weddings 
are the primary source of revenue within the photography industry, generating 45.5% of 
industry revenue” (p. 26). Couples thereby budget a huge amount of money to get their 
desired ascetics, the quality and beauty derived from such services gives them the zeal, 
drive and motivation to post it as well as encourage friends and associates to share and 
like the videos and pictures on their social media platforms.  
 
The main focus of modern day Nigerian wedding is the reception ceremony, and this 
usually requires the highest chunk of the budget (Adler & Chienm, 2004). At times, 
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couples encourage their most important guests to attend the reception and significant 
effort is put into it as the focal point. The wedding industry has now grown such that 
individuals and companies now specialise in the organisation of such events and are 
thereby known as wedding planners (Blakely, 2008). Their main objective is to recruit 
and organise vendors like MCs, Photographers, Decorators etc. on-behalf of their client 
and according to their taste, budget and requirements (Johnston, 2006). This has 
contributed tremendously to the growth and development of the wedding industry across 
board (Lau & Hui, 2010).  
 
Methodology  
This study attempts to establish the motivations behind posting, sharing and liking social 
media wedding posts among Nigerian youth. Participants are drawn through a simple 
random sampling of 350 Nigerian youth who are active users of the various social media 
platforms. A 5 Likert scale questionnaire was randomly administered to the sample which 
was drawn out of (N=3,758) members of the “2016 Batch B” National Youth Service 
corps members NYSC. According to Krejcie and Morgan’s (1970) sample size table, a 
sample size of three hundred and fifty youth (n=350) was adopted.  
 
Demographics and their Means 
From the analysis, 51.9% sample comprises of female respondents while 46.9% of the 
respondents are male. The age distribution shows that the majority of the respondents 
are below the age of 30 (23-39 = 63.3%, 18-23 = 27.1%), while age groups 30-35 and 
36-40 recorded a % population of 7.5% and 2.1% respectively. Marital Status of the 
respondents indicates a largely single population with 37.2% of the respondents single 
while 43.5 of the respondents are engaged. 17.2 % of the respondents are married with 
2.1% divorced. 
 
Investigations into the frequency of use of social media by respondents show that social 
media is often used as 34.2% of the respondents use social media almost always and 
42.9% using the platform often. 16.3% use social media sometimes, 5% seldom use it, 
and 1.7% never use it. WhatsApp ranked as the most used social media platform with 
55.4% of the respondents, Facebook (20.4%) and Instagram (15.8%) are next ranked 
while Twitter and Snapchat have the least followers with 4.2% each. 
  

Table 1: Correlation Analysis of Effect of Wedding Posts on Social Media 
* P ≤ 0.05 ** P ≤ 0.01 

 
The correlation analysis result in table measures the correlation between class and effect 
of Nigerian wedding posts on social media. Results indicate that there are seven (7) 
positive correlations (r 0.50), and no negative correlation between respondents  
 
Table 2: Percentage of Respondents who Post Wedding Pictures for Certain Motivations 

Item  Strongly 
Agree 

Agree Undecided Disagree Strongly 
Disagree 

Show their extravagant 
lifestyle 

20.9 32.1 16.7 22.6 7.7 

              Item  Mean SD 1 2 3 4 5 6 7 
Class 3.15 1.69 1             
Marriage feelings 3.00 1.25 0.37 1           
Emotionally down 3.54 1.17 0.23 0.48 1         
Perfect marriage 3.57 1.18 0.26 0.38 0.66 1       
Lasting wedding 3.75 1.15 0.21 0.31 0.54 0.69 1     
Classy wedding 3.16 1.30 0.28 0.31 0.37 0.51 0.52 1   
Elaborate wedding 3.16 1.29 0.29 0.31 0.39 0.53 0.46 0.78 1 
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Show off their elegance 15.3 31.4 14.8 31 7.4 

Show off what they wear 19.6 31.7 15.2 27.8 5.7 

Show they are classy 17 37 16.5 23.5 6.1 

Show they are rich 16.7 39.4 7.1 27.6 9.2 

Show off their partner 20.7 38.4 15.5 17.7 7.8 

Tell the world they are 
married 

32.1 36.3 11.4 14.3 5.9 

 
Table 2 is a descriptive analysis of the motivations behind posting wedding pictures and 
videos on the various social media platforms. Majority of the respondents representing 
53% are in tandem with the fact that quite a number of users post wedding pictures and 
videos on the social media in order to directly or indirectly display their extravagant life 
style while 46.7% also concur that posting wedding pictures and videos on social media 
is a means of displaying their various forms of elegance. Respondents that agree that 
they show off what they wear at weddings on social media are of the majority in this 
study as they represent 51.3% while 54% state that they post such pictures and videos 
in other to show that they are classy. Wealth is another reason people post wedding 
pictures on social media platforms, with 56% in agreement with this assertion, while 
59.1% and 68.4%state that they post pictures on social media in order to show off their 
partner as well as tell the world they are married respectively  
 
Table 3: Percentage of Respondents who get affected by Wedding Post on Social Media 

Item Strongly 
Agree 

Agree Undecided Disagree Strongly 
Disagree 

Emotionally down 6.1 16.5 15.2 41.7 20.4 

Every marriage is perfect 7.8 14.7 9.9 48.3 19.4 

Only classy wedding lasts  9.5 15.9 10.3 39.3 25.0 

I must have a classy wedding 11.6 15.9 12.9 33.6 25.9 

I must have an elaborate 
wedding 

10.8 28 1.6 34.1 25.5 

 
Table 3 presents the level of agreement of respondents on how posts on social media 
affect them in various ways and forms. According to the findings, 61.67% of the 
respondents representing majority disagree that the get emotionally depressed when 
other people post wedding pictures and videos on social media while 67.7 % disagree 
that the aesthetics in the wedding pictures and videosmake them feel every marriage is 
perfect. Results in the study also reveal that 64.3% disagree that only classy weddings 
last while 59.5% also disagree that they must have classy weddings as a result of the 
pictures and videos they view on social media. Also, 59.6% disagree that they must 
have elaborate weddings due to the colorful and beautiful wedding pictures they view on 
social media. 
 
Table 4: Percentage of Respondents who have Motivations for Identifying with Wedding 

Posts 
Item  Strongly 

Agree 
Agree Undecided Disagree Strongly 

Disagree 

To advertise the event 
planner 

14.8 38.8 11.6 28 6.8 

To advertise the MC 12 24.4 17.9 37.6 8.1 
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To advertise the 
photographer 

12.4 28.6 6 35.9 17.1 

To advertise the food 
vendors  

11.5 21.8 7.7 39.3 19.7 

To advertise the designers  16.2 37.6 6.8 26.1 13.2 
Helps the decorator 18.3 33.6 6 31.5 10.6 

 
Table 4 is a breakdown of the level of agreement of respondents to motivations for 
liking, commenting and sharing wedding pictures and videos on social media. 53.6% of 
the respondents agree that they like, share or post wedding pictures in order to identify 
with the event planner while 45.7%, 53% and 59% disagree that their main reasons for 
liking, sharing and posting wedding pictures and videos are to advertise the master of 
the ceremony, photographer or food vendors respectively. Findings in this study also 
reveal that a reasonable percentage of the respondents with 53.8% and 51.9% agree 
that they like, share and post wedding pictures and videos on social media in order to 
advertise the designers and decorators. 
 
Discussion 
This study has been able to empirically find out the motivations behind posting, sharing, 
and liking wedding pictures on social media platforms. Findings in the study reveal 
several reasons and motivations that spoor Nigerian youth to post wedding pictures and 
videos on social media platforms. This study has been able to infer that quite a number 
of Nigerian youth who post wedding pictures and videos on social media do so with the 
intention of showing the kind of extravagant life style they live. This could be as a result 
of wanting to be identified with the upper class in the society, to gain respect or because 
of the need to be seen as unique. Nigerians also post on social media platforms in other 
to show what they wear. This could range from expensive dresses, jewelries, shoes, 
head ties, wrist watches and make up among others. Revelations from this study also 
indicate that one of the motivations for social media wedding posts by Nigerian youth is 
as a result of their wish to show off their partner or generally announce their marriage. 
This has been said to also have psychological effects on the users of the social media 
platform (Choudhury, Gamon, Counts , & Horvitz , 2013). Sometimes this is associated 
with excitement, the drive to show to whom they are married to or make the larger 
public become aware of their marriage. They also intend to show their wealth which is 
unusually obvious in almost all aspects of the wedding. This varies from the personalities 
who attend the wedding, the location, decoration, and wears among others. 
 
According to the findings in this study, wedding posts on social media in quite a number 
of instances do not negatively affect the youth emotionally. As a result, this study is able 
to deduce that wedding posts on social media do not significantly affect the emotions of 
many Nigerian youth. As such, many of them watch these pictures and videos to gratify 
various needs and desires which does not negatively affect their emotions. This 
categorically translates to the fact that viewing other people’s colorful or attractive 
wedding posts do not generally result into emotional depression of the viewer. Findings 
in this study is also able to create a clear understanding that not every marriage is 
perfect, this could be said to be in tandem with Vaillant and Vaillant (1993). This is 
based on the fact that Nigerian youth understand that there is a difference between 
wedding and marriage. As such, because a wedding ceremony was highly colorful, 
attractive and all over the various social media platforms does not in-turn translate into 
a perfect or successful marriage. Similarly, revelations from the study infer that classy 
weddings do not also determine the success of the marriage and as a result it is not 
highly compulsory they also must have classy or highly cerebral wedding ceremony. 
 
This study also finds out that Nigerian youth in order to identify with various actors and 
stakeholders post, like and share wedding pictures and videos on social media. For 
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instance, some of the social media users like to identify with wedding planners most 
especially. This could be as a result of the fact that wedding planners are key stake 
holders in Nigerian weddings as the quality of the vendors they higher for their client go 
a long way to determine the success or otherwise of the event. On one hand, social 
media users who post on the platforms do not necessarily post, like or share in order to 
advertise the Master of the Ceremony, photographer or food vendors, but could just 
post, like or share in order to identify with them or as a result of the beauty or their love 
for such picture or the personalities involved. On the other hand, their act of posting, 
liking or sharing could translate to their desire to publicize the designers and decorators 
due to their love for what they wear or the aesthetic beauty of the design and 
decoration. 
 
Conclusion and Recommendation 
This study has been able to infer that there are quite a number of motivations behind 
posting, liking and sharing wedding pictures and videos on social media platforms by 
Nigerian youth. These motivations range from their desire to advertise, market, 
publicize, create a brand, identify or rejoice the wedding planner, photographer, 
videographer, fashion designer or even the celebrant themselves. Also, the study has 
been able to come up with findings that social media users who view wedding posts are 
not usually emotionally disturbed by what they see on the platforms.  
 
Generally, it is quite clear that social media plays various prominent roles in awareness, 
marketing, advertising and general publicity of its various contents. It is therefore 
recommended that due to the influx of users of various kinds on social media platforms, 
youth should be more careful of their posts on the platforms. Based on the fact that 
other users are not generally impressed by the display of extravagant lifestyles displayed 
on social media. There should be minimal display of personal wedding pictures or videos 
on social media except for the purpose of advertising, marketing or publicity of certain 
vendors who contributed to the success of the event.  
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