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Faces engage us: Photos with faces attract more likes and comments on
Instagram.
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Pictures Speak Louder than Words: Motivations for Using Instagram.
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Dawn of the Selfie Era: The Whos, Wheres, and Hows of Selfies on
Instagram.
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Instagram: Motives for its use and relationship to narcissism and
contextual age.
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A Tale of Four Platforms: Motivations and Uses of Facebook, Twitter,
Instagram, and Snapchat Among College Students.
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Marketing through Instagram influencers: The impact of number of

followers and product divergence on brand attitude.
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Uses and gratifications of social networking sites for bridging and
bonding social capital.
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Social media engagement: What motivates user participation and
consumption,
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Exploring the credibility of online celebrities’ Instagram profiles.
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Influencers on Instagram: Antecedents and consequences of opinion
leadership.
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