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Team Blue: Survey Analysis 

Introduction: 

This project was a survey conducted to better inform researchers of the users of Instagram, what 
their behaviors are on the platform, and their underlying beliefs about the platform itself. The 
design of the survey was outlined in a way that shows the characteristics, behaviors, and attitudes 
of Instagram users, enabling us to extract potentially meaningful relationships between these 
three sections.  

Research Questions: 

● How do college students cultivate their digital identities? 
● What aspects of Instagram leave college students feeling less positive about their body 

image? 
● To what extent can Instagram create a more inviting atmosphere for its users? 

Sampling Process and Challenges: 

We decided to utilize convenience sampling measures by sending the survey to the people we 
live with. Julia is an RA, so she sent it to her residents; Christian sent it to his fellow Evan’s 
Scholars; Danielle sent it to the other girls living in Alpha Phi, and Kelly sent it to her 
roommates. We thought the close connections with our participants would make them take it 
seriously, but we ended up having a problem because a few people skipped questions, choosing 
only to answer questions they wanted to. This was only the first few responses, so we deleted 
these responses and had to send out the survey to them again, and to the rest of our target 
population with added instructions to answer all questions. Once this was sent, respondents 
followed this added direction, which resulted in twenty-four complete responses. 

Survey Question Design and Rationale: 

Characteristic Attitudinal Behavioral 

Are you an undergraduate 
student at U of M? 
 
Are you a student in the BSI 
Program? 
 
What class are you in? 
 
Where are you from? 
 

How satisfied are you with 
the quality of images that you 
have posted on Instagram.  
 
Please rank the most 
important features of 
Instagram (1 being most 
important and 5 being least 
important) 
 

How many times did you go 
on Instagram yesterday? 
 
How many times did you post 
on Instagram over the past 
month? 
 
How do you edit your 
Instagram posts? Check all 
that apply. 
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What is your gender? 
 
How many Instagram 
accounts do you have? 
 
How would you categorize 
your accounts? Check all that 
apply. 
 
 

How much do you agree with 
the following statements: 
 
-Instagram makes me feel 
good about myself 
-The posting process on 
Instagram is very intuitive  
-I believe that the posts on 
Instagram accurately reflects 
the lives of the people I 
follow. 
-I believe that Instagram 
stories are a good way to find 
out what my friends are up to.  
-I feel very comfortable 
posting a picture of myself on 
Instagram. 
-I feel more encouraged to 
post when I receive a 
significant number of likes on 
my last post. 
-How many likes I get on 
Instagram, affects how 
satisfied I feel. 
 
What can be changed about 
Instagram to make it a better 
experience for you? 

 
On a scale of 0-5, how often 
do you use the following 
social media sites? ( 0 - I do 
not have an account, 5 - Very 
often) 
 
 

Rationale/Justification: These 
questions were written to 
better understand the users of 
Instagram and to distinguish 
our target population (non-
BSI students at the University 
of Michigan).   Specifically, 
the researchers wanted to 
understand who the user was, 
how they used Instagram and 
why they used Instagram in 
that specific way.  

Rationale/Justification: These 
questions were written by the 
researchers discover more 
about Instagram users’ beliefs 
about the platform and their 
preferences of the Instagram 
features. Furthermore, the 
questions were designed in a 
way to elicit responses to help 
researchers gage a user's’ 
underlying motivation for 
using the Instagram platform.  

Rationale/Justification: These 
questions were written to 
understand the how 
participants use the platform, 
how often they use it, and 
what other social media 
platforms they use and how 
often they use those sites as 
well. Moreover, the 
researchers created these 
questions to better understand 
the editing process of photos 
for participants because it was 
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a highlighted topic during our 
interview assignment.  

 

Wording of the Questions: 

Following our usability test, we found that a couple of our questions were unclearly worded, thus 
leading the tester to complete a task different from what we wanted. Although usability test 
questions are not supposed to directly describe how to complete a task, we found that using 
ambiguous language lead to participant confusion that did not reflect the purpose of the test. 
Because of this, when we wrote our survey questions, we wanted to be as clear as possible. We 
did this by avoiding double negative statements and clearly indicating how and what we wanted 
the participants to answer. We also wanted to specifically state how the user should go about 
answering each question. “Select all that apply” or “rank the most important features” are two 
phrases we used to indicate how the participant should respond. 

Types of Questions and Rationale: 

Likert Scale Questions: Because our research questions focused predominantly on social issues 
within the Instagram platform, the best way to better understand these issues would be through a 
series of open-ended survey questions in which participants can detail their opinions and beliefs; 
however, numerous open-ended questions make for an exhaustive survey on behalf of the 
participants. In order to avoid this type of exhaustive survey, the researchers utilized Likert scale 
questions to address these attitudinal issues. Likert scale questions provide an indirect way to 
elicit attitudinal response from the participants, which ultimately assisted the researchers in 
addressing their research questions. Hence, this is way Likert scale questions were used in the 
survey. In regards to the answer options, the researchers chose to have five options per Likert 
scale question. This was chosen because the researchers wanted to incorporate a neutral option 
for the participants. To force participants to choose a side on the Likert scale question could 
result in potentially skewed data if the participants honestly do not have an opinion of the 
statement/question. Thus, to avoid this, researchers chose to use five answer choice options. 

Ranking Questions: These types questions were chosen to help researchers better understand 
how the participants prioritized certain objects or experiences. This survey contained two 
ranking questions. The first ranking question dealt with a participant’s usage of other social 
media platforms. Specifically, the researchers asked ‘On a scale of 0-5, how often do you use the 
following social media sites? ( 0 - I do not have an account, 5 - Very often).’ The question was 
asked to help the researchers better understand the other types of social media that the 
participants engaged in and whether or not, there is a correlation between participants’ use of 
Instagram and other social media sites. The second ranking question was about the features on 
Instagram. In particular, the researchers asked participants to ‘Please rank the most important 
features of Instagram (1 being most important and 5 being least important).’ In order to better 
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understand the inherent features of Instagram, this question was asked. This question also 
provided researchers with an idea of which features on Instagram are unnecessary and can 
possibly be taken out. 

‘Check all that apply’ Questions: These types of questions were chosen to address issues that did 
not contain a single, best response. This survey also contained two ‘Check all that apply’ 
questions. The first question asked participants to identify the type of Instagram accounts they 
had. This question was designed to inform the researchers of the type of Instagram accounts a 
participant had, if they indicated that they had more than one Instagram account. The second 
question dealt with editing on Instagram. Researchers asked participants to check all the types of 
editing apps they use, if they used any at all. The design of this question was to guide the 
researchers in garnishing a better understanding of what types of editing apps that participants 
use. 

Multiple Choice Questions: This survey contained a few multiple choice questions as well. This 
type of question was chosen to draw out a singular, best response from the participants. 

Yes/No Questions: This survey contained a couple of Yes/No questions to distinguish our target 
audience, which was non-BSI students at the University of Michigan. That was the sole purpose 
of these questions. There were only two choices-- Yes/No-- to make clear, explicit options for 
the participants and for the researchers to easily decipher their participants. 

Data Analyzation Process: 

We built off of Qualtrics built-in resources for data analysis and were able to leverage this in 
order to look into our respondents’ responses. We then discussed the findings from Qualtrics 
when we met and were able to dig deeper into the motives and patterns of Instagram users based 
on the data found in our Survey. 

Survey Results: Key Observations 

● Characteristics 
○ Hometown: The majority of participants are from the Midwest, while a few were 

from the East and West Coasts. 
○ Education: All of our participants are undergraduate students at the University of 

Michigan. 
○ Academic standing: 10 of our participants are of undergraduate Sophomore 

standing, and between three and six participants represent each of the freshmen, 
junior, and senior classes. 

○ Gender: The strong majority (21/24) of our participants are female. 
○ Number of Instagram Accounts: All of our participants have at least one account. 

Eights participants have two accounts. 



 6 

○ Account Categorization: All of our participants have a personal Instagram 
account. 8 participants also have a “finsta-gram”, also known as a more personal 
“diary” account that is shared with close friends. “Finsta-grams” tend to take a 
humorous twist with content that is comparable to what users share on Snapchat. 
Outlier accounts were categorized as food, business, and art/photography.  

● Behaviors 
○ Daily Instagram usage: There was a fairly even spread across the answer choices 

with the majority of participants using Instagram between four and 11+ times a 
day. 

○ Instagram posting habits: The majority of our participants post on Instagram once 
every 1-2 weeks. 

○ Editing habits: The strong majority of our participants use Instagram’s editing 
features and VSCO - an external editing application. 

○ Other social media usage: Our participants use Snapchat and Facebook the most 
often, along with Twitter and Youtube less frequently. Tumblr and Reddit are 
used the least. 

● Attitudes 
○ Satisfaction with the quality of posts: All of our participants are either extremely 

satisfied or somewhat satisfied with the quality of the images/videos they post. 
Two participants are neither satisfied nor dissatisfied with the quality of their 
posts. 

○ Importance of Instagram’s features: 18 respondents ranked ‘liking’ as the most 
important feature. Commenting and editing features were most commonly ranked 
as the second most important feature. Direct messaging and Instagram stories 
were ranked as the least important features. 

○ All but one of our participants agree that Instagram makes them feel good about 
themselves. 

○ Instagram as an accurate reflection of life: Participants had split opinions 
regarding this statement. The majority (16/24) disagreed, thus implying they do 
not think Instagram is an accurate reflection of the lives of the people they follow. 
However, eight respondents selected “somewhat agree”, and thus those 
participants do believe that Instagram is a somewhat accurate reflection of their 
followers’ lives. 

○ Intuitiveness of Instagram’s posting process: All of our respondents either agree 
or do not have an opinion regarding how intuitive Instagram’s process is.  

○ Comfortability posting a picture of themselves: 20/24 participants feel 
comfortable posting a picture of themselves, while two respondents do not feel 
comfortable posting pictures of themselves.  
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○ Effect of likes: 19/24 participants feel more encouraged to post on Instagram 
when they receive a significant number of likes on pat post. Two said that they do 
not feel more encouraged to post after receiving a significant number of likes. 

○ Instagram stories: 6/24 participants believe that Instagram stories are a good way 
to find out what their friends are up to. Thus, the majority (13/24) disagree and do 
not think Instagram stories are a good way to keep up with their friends lives.  

○ Satisfaction with number of likes: The majority of our respondents (18/20) agree 
that how many likes they get on an Instagram post affects how satisfied they feel. 
Four participants disagree, implying that the number of likes they get on a post 
does not affect how satisfied they feel.  

 

Relationships in the Data: 

 

 

From this data combination, there is shown the percentage of respondents who agreed or 
disagreed with how satisfied they were based on the number of likes one of their photos got 
compared to what editing features they used to edit their photos. The percentages represent the 
amount of people who used each editing filter’s feelings toward how many likes they get on 
Instagram affecting how satisfied they feel. We see that a large number of users who use 
Instagram’s editing features and/or VSCO’s editing features strongly agreed and somewhat 
agreed with this statement. Also, all of the Afterlight users agreed with the statement to some 
extent and half of the users using Facetune strong agreed.  
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From this combination of data we see that a much higher percentage of respondents who use 
Instagram 8-10 and 11+ times somewhat agreed with the statement that Instagram accurately 
reflects the lives of the people they follow compared to the people who only went on Instagram 7 
or less times. From this, Instagram could want to find a way for users to think what is on 
Instagram accurately reflects the people they follow to try and get people to go on Instagram 
more often. Although this correlation may not be causation and there should be further tests with 
a larger sample size to test if this correlation is significant enough for further action.  

Recommendations: 

During interviews and these survey responses, many participants mentioned they disliked the 
algorithm-style feed, and would like Instagram to go back to the chronological feed. The 
researchers believe this to be a good suggestion since most users are disgruntled by this. 
Reverting back to the chronological feed could make Instagram users more content because then 
they know time determines the order in which posts appear on their timeline. Our results prove 
that this timeline ordering is prefered compared to the current algorithm that sorts posts in a way 
unknown to the public. Our research also revealed participants’ interest in the editing features on 
the application VSCO. Fourteen participants out of twenty-four stated they use VSCO to edit 
their Instagram photos. Many interview participants also turned to VSCO for editing because 
they believe VSCO’s filters are more natural and thus less noticeable. Instagram’s filters can be 
very stark due to unnatural color-tinting, which often lead users to postpone their posting process 
by editing through VSCO or others application. After the lengthy editing process, they then open 
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Instagram to post the photo. In order to combat the long editing process, we recommend that 
Instagram look into buying VSCO and integrating its editing capabilities into Instagram. An 
alternative would be for Instagram to create similar editing capabilities with a selection of filters 
that mimic the realistic qualities of VSCO’s filters. This would consolidate the editing process 
for some, as well as give others more options when it comes to crafting their posts. 

Further Research and Conclusion: 

Our findings have revealed who uses Instagram, how they go about interacting with the 
application, and why. Because our research questions were focused around issues regarding body 
image and the application’s overall atmosphere, we were intrigued by the attitudinal survey 
questions that revealed how participants feel about certain aspects of Instagram. The strong 
majority of our participants viewed ‘liking’ as the most important feature and agreed that the 
number of likes they receive on a post affects how satisfied they feel. Therefore, it would be 
interesting to conduct further research that investigates why gratification is so important to users 
and how social approval corresponds to issues of body image and self-esteem.  

In conclusion, the majority of our survey respondents cultivate their digital identities through a 
variety of social media platforms with Snapchat and Facebook being two main sources of digital 
identity outside of Instagram. Within Instagram, the majority of the respondents develop their 
digital identities via personal accounts; although some individuals cultivate their digital identities 
through the use of various other Instagram accounts. With 79% of respondents agreeing or 
strongly agreeing with the fact that getting more likes makes them want to post more and 75% 
agreeing or strongly agreeing with likes being linked to their overall satisfaction. From this our 
research has found that the liking feature may be a large factor as to how they, as a result, feel 
about their body image as well. Because 67% of our survey respondents claimed that Instagram 
is not a very accurate reflection of other’s lives, making Instagram’s environment more sincere 
would create a more inviting atmosphere, in turn increasing how comfortable users feel posting 
on this platform. In general, Instagram is a user-friendly platform, but with a few tweaks it could 
improve its users’ overall satisfaction when engaging with the application.  

 


